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If you have chosen post-pay as your form of payment, you will typically have pending charges. Your pending
charges are detemmined by the amount of activity your ads have received since the last time you were bifled.
To view pending charges for your campaign:

. - Log in fo your AdWords account.
- Click the My Account tab at the top of the page.
- On the Billing Summary page that appears, check your outstanding balance (this reflects

thecost of activity since you were last biled).

Note: The outstanding balance in your account provides an estimate for upcoming charges for your
campaigns. Please note that this amount does not necessarly refiect a delinquent amount, or a final
balancae. It is likely that the outstanding batance in your account is more than what you are actually
charged for that time period; we will deduct overdefivery credits prior to billing your account. All credits
and past charges posted to your credit card are also available under the My Account tab.

R

To improve the overall AdWords billing experience, we're upgrading most
AdWords accounts to a new billing system over the next few months. The
updated Billing Summary page will continue lo reflect detailed infonmation
regarding account charges and activity, and will include the foliowing changes:

-Your outstanding balance will now refiect any advertising changes since you
were last bifled to help you estimate upcoming charges for your campaigns.
However, this amount does not necessarily reflect a delinquent amount or a
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final balance due.

-Your ad delivery period will reflect more spedific date ranges. Adverlising costs will be itemized only for the
particular month you are viewing to help make reconciling your charges easier. We recommend that you use
the Advertising Costs page for each month (which fists your charge details per campaign per month) when
reconciling your billing summary.

We hope that these changes help make your review and reconciliation of your AdWords spending simpler.

Reaching my audience : Reaching certain regions and language speakers

New campaigns (for new AdWords advertisers):

. memeAdWordshomepage dick Click to begin under Sign Up Now. You'll arrive at
the campaign wizard.
N . After naming your Ad Group, select your target fanguage(s) from the scroll-down box.

. Now select the radio button beside one of the three location options (Countries, Regions
and cities, or Customized)
. - Click Continue.
0. Now sefect your target location(s):

. if you chose the Countries option: Select one or more countries from the scrofi-down box
onme!eft_mendid('add Your selection(s) will appear on the right side of your screen.

. if you chose the Regions and cities option: Select your country from the drop-down box,
thenprooeed to add cities or regions below.

. if you chose the Customized option: Select your targeting method (either physical

071


http://dockets.justia.com/docket/court-candce/case_no-5:2005cv03649/case_id-34465/
http://docs.justia.com/cases/federal/district-courts/california/candce/5:2005cv03649/34465/206/4.html
http://dockets.justia.com/

address or lafitude and longitude) using the radio buttons. Enter your location information in the appropriate
fields. Designate the radius within which you'd like your ads o be shown.

On this page you also may choose the advanced multi-
point option, which affows you 1o enter coordinates to
outline the precise shape and size of your target area.

- Chck Continue.
. Follow the wizard instructions to finish creating your campaign.

New campaigns (for existing AdWords advertisers)

. L0g N it e
. . _ After naming your new campaign and Ad Group, select your target language(s) from the
scrofi-down box.
Now select the radio button beside one of the three location opfions (Countries, Regions
and cmes or Customized)
- Click Continue.

U- Now select your target location(s):
If you chose the Countrles option: Select one or more countries from the scroll-down box

on the Ieﬂ then click "add.* Your selection(s) wifl appear on the night side of your screen.
I you chose the Regions and cities option: Select your country from the drop-down box,
|hen pmceed to add cities or regions below.
. If you chose the Customized option: Select your targeting method {either physicat
address or latitude and longitude) using the radio buttons. Enter your location information in the appropriate
fields_ Dasignate the radius within which you'd like your ads to be shown.

On this page you also may choose the advanced mulli-
point option, which allows you {o enter coordinates to
outline the precise shape and size of your target area.

- Click Continue.
- Foliow the wizard instructions to finish creating your campaign.

Existing campaigns:

- Log iNemamea —
. Select the checkbox{es) next to the campaign(s) you wish to edit.
- Click Edit Settings above the Ad Groups table.
On the Edit Campaign Setiings page, find the Languages field. Selec! your ad's target

language(s) from the
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- L

sanll—down boxes.
Find the Louhonsﬁekl Click E£dit to change your campaign’s target locations. Click
Conunue to return to the Edit Setfings page.
. - When you're done, click Save All Changes.

You can find the coordinates for your business location at a variety of magpping siles such as Maporama or
Multimap.

To find your coordinates on Maparama:
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Visit the Maporama website.
Under the Maps header on the left side of your screen, select your target country from the
dmp down box, then enter your address inforrnafion in the appropriate fields.
. Qlick Go.
A graphical depiction of your address will appear in a map. Locate the Information
header bebw this map. Your coordinates wilt appear beside the phrase Lat-Long.

To find your coordinates on Multimap:

. Visit the Multimap website.
. Click the Maps tab at the lop of your screen.
. Below the Quicksearch header on the left side of your screen, select your target country
Imm the drop down box, then enter your address information in the appropriate fields.
N . Click Find.
A graphica! depiction of your address will appear in a map. Locale the Map Information
hwder below this map. Your coordinates will appear in the second line of text.

Regandiess of the mapping site you choose, your coordinates will appear in the same general fomat. For
example, the latitude and longitude for 1600 Amphitheatre Parkway. Mountain View, CA 94043 USA is:

37 25" 38", -122° ' 57

When you target your ads to geographic locations, you have the following three options:

.Countries: Your ads will appear to customers focated in or searching for results in the country or

oountnes you select. This option is best suited for global businesses and merchants who serve specific
countries.

. Regions/cities: Your ads will only appear to customers searching for results in (or located
m) the regional areas/cifies you choose. This aption is best suited for businesses specializing in certain cities
and states and stores with target customers located throughout a city or cities. (Please note this regional
option is only available in some countries.)

Customized: Your ads will only appear to customers searching for results in {or tocated

m) a spec:f ied distance from your business. This opfion is best suited for businesses serving a specific area.

Regional and customized targsting is designed to benefit advestisers who want to reach customers in
specific geographic areas. For these advertisers, it's a powerful way to reach more qualified

prospects.

If this seems appropriate for your business, you may want to create a regionally-targeted or customized
campaign in addition to a country-targeted campaign.

Sometimes we're unable fo determine the intended region or the physical
location of a searcher. This may occur when:

. - The searcher hasn't entered location-specific ferms in his or her query.
R . The searcher has amhiguous location terms.
The searcher’s intemet service provider (ISP) employs a proxy sesver, preventing us from

ldenhfymg his or her
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1P address.

Because we can't determine the searcher’s location in these cases, we'll show nationally-targeted ads
instead of regionally-targeted ads.

Helpful Tip: Need help with finding your ad? Qur Ads Diagnostic Tool can let you know whether yourad is
appearing on the first page of search results, and identify why a particutar ad or group of ads may not be
showing. You can access the tool at any time via the Tools link on the Campaign Management tab.

The AdWords systern first analyzes a searcher’s query to establish what region that person is searching for.
It may also take note of the person’s Internet Protoco! (IP) address to see where he or she is searching from.
The system will then examine these factors and others to determine the best targeling for your ads.

If the AdWords system can't idenlify appropriate targeting for your ads, it wilt show national/giobal ads

Your regionally-targeted and customized ads can appear alongside search results for Google users in
your targeted location(s). We identify a user's geographic location by using the computer’s {P (Intemet
Protocol) address.

In the United States, your regionally-targeted and customized ads can also appear alongside Google
search results for location-specific search queries (such as 'New York pizza'), regardiess of the searcher’s

geographic focation.

it your campaign is opted in to Google's search and content networks, your customized or regionafty-
targeted ads can also show on some sites and products in the Google Network. However, they cusrently
won't appear on AOL. Only country-targeted ads will appear on the entire Google Network.

Remember, you can still reach prospects on all partner sites {including AOL). by creating additional,
country-targeted campaigns. Just remember to include tocation-specific keywords and ad text in your

Yes. Simply create new campaigns, each targeted to different geographic locations, to maximize your
advertising reach. For example, your account might contain a campaign showing ads to one or more
countries, a campaign showing ads to regions/cities, and a campaign only showing ads within a set distance
from your business location. You can then madify the ad text in each campaign to make your ads more
relevant to your target prospedts in various geographies.

When you're taitoring your ad text, remember the following:

. You won't need to include place or region names in the ad text of your ;egnonaﬂy—!a;geted
orcustomtzed campaigns because the AdWords system will automatically focus your ads to the region
you've specified. Users searching on broad keywords, such as 'refrigerator maintenance,’ will still see your
ads.

. You should, however include place or region names in the ad text of your country-
targeted campaligns if you want to attract users outside your area. In this instance, you would include more
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spedific keyword phrases and place names in your ad text, such as ‘New York refrigerator maintenance.’

AdWords will identify your chosen region or city i your regionally-largeted ads lo
distinguish them from country-targeted ads. For example, the following ad is
regionalty-largeted to the New York, NY area:

WidgetWodd
Wide variety of widgets.
Check out our special deals.

widgets.googie.com
New York, NY

If you use customized targeting, the location wifl not show in the last ine of your

23512 AM

campaigns.

I you select the customized targeting option for your campavgn(s) your ads will only appear to customers
searching for results within (or located within) a specified distance from your business. The region where
your ads appear will be typically be a circle around your business location.

. . First you sel the center of this region with your business address or falitude and.longitude
coordinates.
. You then set the advertising distance (the radius of the circle) in miles or kilometers.

The AdWords system will translate searchers” locations into latitude and lengitude
wordnat&s and determine whether they €all into your target region.

You can target your ads to multiple languages and over 250 countries. You can also target regions/cities
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within a limited number of countries.

You may change these language, country, and regional seltings at any time.

No. Your campaign may only target regional areas in the same country. However, you may create a
separate campaign for each unique country containing areas you'd like to target.

If you select the customized targeting option for your campaign, your advertising region will be a circle
around your business location. However, you can modify the shape of your advertising region by choosing at
feast three latitude and longitude points on the map. The AdWords system will connect these points to
define a targeting area of virtually any size and shape. Your ads will appear to pecple searching within this

Yes. Because campaigns with regional and customized targeting focus on a namower audience, keyword
traffic estimates may be lower than those for nationally-targeted campaigns. The actua! difference in traffic
estimales will be determined by the regions you target.

We've found that we can determine the searcher’s desired location cotrecty in the majority of tests we've
run. In addition, because your ads clearly display their target regions at the bottom of the ad text, chances
are minimal that a searcher not interested in that area would click on your ad i it were incorrectly targeted.
Therefore, we won't issue credits for incorrectly targeted ads.

Reaching my audience : Making my keywords work for me : Selecting the right keywords

Aﬂersetﬁngyowadverﬁsinggoa!s,ﬂreneadslepistobtﬂldotnyourkeyunrds.ﬂiscansomeﬁmbe
daunting, especially #f you're just beginning, but here are 4 steps to get you started on the path to creating
an effective keyword list
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1. 1. Expand youwr keyword list lo include as many relevant words as possible.
2. 2 Target the keyword fist by using keyword matching options.

3. 3. Scrub or refine the keyword list.

4. 4. Group the keywords in thematic dusters to be paired with different ads.
Step 1: Expand

First, review your site content io iden6ify which keywords (word combinations and phrases) describe the
main categories of your business. Write down every relevant keyword under each category you find. Expand
the fist by indluding aft of your brand and product names as well as plurals and synonyms for each word or
phrase on your inifial list. Also, remesber lo think fike your customess. How might your customers ask for
your product or service? (Don't worry about capitalizafion — our system is not case-sensitive.)

¥ you're still looking for more keywords after your own brainstorming, try out our keyword tool.

Step 2: Target

Now if's time to target your keywords using Google's keyward matching oplions. These enable you to pin
point ad defiver so your ads reach people precisely when they are searching for what you have to offer. You
can choose to designate each of your keywords as a broad, phrase, exact or negative malch. Each type of
match provides a varying degree of exposure.

For example, a broad-matched keyword will allow your ad to appear on your keyword as well as variations
and synonyms of that keyword that the AdWords system identifies as relevant. However, a negative-
malched keyword will never trigger your ad. Decide which of your keywords you would fike to place where
along this spectrum.

Step 3: Scrub ) ]
ARer creating, expanding, and targeting your &ist of keywords, it's time to refine it. To do this, review

your list and make sure you're satisfied with what you've come up with. Eiiminate any keywords that

may be imelevant.

Step 4: Group

You've already created different ‘buckets’ for your words based on your product fines. Now it’s time to do
even more refined and granular grouping into thematic categories, which are calted Ad Groups. Organizing
and grouping keywords is crucial because you have to wiite ad copy targeted to each group. :

The best place to start your keyword search is on your own website. Reading through your web pages will
help you identify the key themes and terminology associated with your business or product lines.

Then, take a minute to try to think fike your customers (your target audience). What are the terms your
customers would use to describe your product or service? Often these colloquialisms are overiooked,
yet they are vatuable aHemnatives for your keyword list.

Finally, the keyword tool can provide you with terms. It will give you common search queries including or
pertaining to your keywards. You can use the relevant results 1o supplement your fist And you can add any
irelevant terms to your keyword st as negative matches.

Our system doesn't recognize URLs as keywords; therefore, Google AdWords ads won display for
keywords in the form of a URL (www.domain.com, for exampie). If a user searches for your domain URL,
your webslte will appear In the Google search resuilts, but no ads will appear. We recommend that you
select keywords that are relevant to your products and services and refrain from using URLs as keywords.
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The Keyword Tool is not guaranteed to produce keywords that will improve your campaign’s
performance. It is a useful too! for helping you discover keywords that may be related to your account.

However, some of the terms may not be relevant for you. In this case, you may consider adding them as
negative matches.

All keywords you add to your keyword Eists are subject to review according to both our editorial discretion
and policies, which are applied outside any data the Keyword Too! may return on a given search. The
altematives you may receive for your submitted keywords are not edited to ensure that we provide the most
accurate representation of Google search behaviors, and of what keywords may trigger your ads. Please
also note that the Keyword Tool does nat take the individual performance or content of your existing ad(s)
into account when returning keyword altematives.

You may notice occasional changes in your Keyword Tool results for a given keyword. As part of our
ongoing effort to improve the Google AdWords program for advertisers and users, we may periodically
update our keyword index (o give you more relevant and current keywords.

Learn more aboaut building an effective keyword fist.

Reaching my audience : Making my keywords work for me : Keyword matching options

iy

Keyword matching options are four different methods of targeting your AdWards
ads to users. With some options, you'll enjoy more ad impressions; with others,
you'li get fewer impressions {but potentially more clicks). By applying more
focused matching options to your keywords, you.can reach the most appropriate
prospects, reduce your cost-per-click (CPC), and increase your ROI.

Your options are:

Broad Match - This is the default option. If you include generat keyword or
keyword phrases-such as fennis shoes-in your keyword list, your ads wrill
appear when a user's query contains fennis and shoss, in any arder,
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and possibly along with other terms. Your ads will also automalically show for expanded matches, including
plurals and relevant variations. Because broad matches are sometimes less targeted than exact or phrase
matches, you should create keyword phrases containing at least two descriptive words each. You can also
try the keyword toal and the other three matching options to further refine your targeting. Finally, keep in
mind that other advertisers may have bid for the same broad-matched keyword combinations that trigger
your ads,

increasing your actual CPC amounts, Using exact, phrase, or negative matches can help you keep your
costs low.

Phrase Match -  you enter your keyword in quotation marks, as in "tennis shoes,” your ad will appear when
a user searches on the phrase fennis shoes, in this order, and possibly with other terms in the query. For
example, your ad will appear for the query red fennis shoes but not for shoes for tennis. Phrase matching is
more targeted than broad matching, but slightly more fiexible than exact matching. To ensure your ads are
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as targeted as they can be, you may want to include at least two descriptive words in your keyword phrases.

Exact Match - If you summound your keywords in brackets-such as {feninis shoes]-your ads will appear
when users search for the specific phrase tennis shoes, in this order, and without any other terms in the
query. For example, your ad won't show for the query red lennis shoes. Exact matching is the most
targeted option. Although you won't receive as many impressions with exact matching, you'll fikely enjoy
the most dlicks, because users searching for terms in this manner typically want precisely what your
business has to offer.

Negative Keyword - If your keyword is tennis shoes and you add the negative keyword —ed, your ad will
not appear when a user searches on red lennis shoes. You can apply this option for a keyword at both the
Ad Group and campaign level.

To leam more about the benefils of keyword matching options, view our brief onfine dema.

You can also easily change the match options for multiple keywords throughout your account with our find
and edit keyword ool located in the Tools section of the Campaign Management tab.

With expanded matching, the Google AdWords system automatically runs your ads on highly relevant

" keywords, including synonyms, refated phrases, and plurals, even if they aren't in your keyword lists. For
example, if you're currently running ads on the keyword web hosting, expanded matching may identify the
keyword website hosting for you. The expanded matches will change over time as we leam more about
which new keywords best suit the true meaning of your ads.

Expanded malching only applies to your broad-matched keywords. This feature doesnt affect keywords
you've specified as phrase maiches (keywords sumounded by double quotation marks) or exact matches
(keywords surrounded by {] brackets). Also, expanded-match terms aren't included in our calculations for
your minimum CTR requirement; therefore, they don't affect your ad's rank.

Google AdWords provides an easy way for you to monitor the status of your
keywords and their assodated ads.

You can proactively monitor your keyword performance by reviewing the
status column on your keyword summary page. Each of your keywords
{except any negative keywords) will be identified by one of the following
states:

Normaf: Targeted keywords are above the minimum 0.5% CTR on Google search pages,
and ﬂlerassoaated ads show regularly. There's cumrently fittle to no risk to your adverising exposure.
However, every Ad Group can use occasional optimization, so you may want fo consider periodic re-
evaluation of your ad text and keywords.

. in trial: Keywords are skightly below the minimum threshold and are in evaluation unti
we're statistically confident their CTR is below or above 0.5%. These keywords may become normal or
disabled. They may also be slowed, giving you an opportunity to refine them as needed.

There are a limited number of in trial keywords per account, so when this
fimit Is reached, additional keywords will be moved to on hold status with
priority given to those keywords with higher predicted CTRs. Accounts
that have proven to perform very well will be rewarded with a greater
number of in trial keywords. The limitation placed on the number of
keywords that may be placed in tria! helps ensure that advertisers
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continue to see the most targeted, relevant ads via the AdWoxds program.
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- On hold: Your account's in trial keyword fimit has been reached, and these additional
keywords are slightly below the minimum threshold. As more space becomes available, these keywords will
move into in trial status, with priofity given to those keywords with higher predicted CTRs. There is no Emit
placed on the number of on hold keywords you may have within your account. You may want to refine these
keywords.

Disabled: Disabled keywords no fonger trigger your ads. If you still feel strongly about
usmg these keywords, you have a few opions.

If ‘normal’ appears beside your keywords, your keywords are performing adequately. and you don't need to
take any action unless you'd like to.

Broad and phrase keyword maiching options alfow your ads to appear for queries that don't exactly match
your keywords. This provides you with additional ad coverage without having to generate an exhaustive

keyword list. However, what if not all variations work well for you or what if a keyword isn't as targeted as it
could be to begin with? There is a greater chance that you'll accrue less-targeted dlicks and inflate your
costs. We take a couple steps to help prevent this.

First, your broad- and phrase- matched keyword variations must maintain a high relevance factor
(automatically determined by analysis of Google search queries, your ad text, keywords, and CTR).
The evaluation of these matches is, in most cases, stricter than the CTR performance requirement for
the exact keyword form.

Additionally, the keyword variations and expanded broad matches are monitored closely and can be
disabled if they don't achieve a high enough relevance factor. (Your original keyword can confinue to be
activa even if some of its variations are disabled.) This way, your keywords aren't penalized for
underperforming variations or expansions.

Expanded matching offers the following benefits:

Because your ads are associated with additional keywords, theyl appear more often to
your potenhal customers. And because these new keywords are so relevant, your ads show to people who
will fikely be interested in clicking on your ads.

. Expanded matching is a “smart” feature. it automatically retains only the I’ughest—
pelfonnmg new keywords. After a few cycles, it leams what addiional keywords to create in the future
based on the mast successful combinafions.

. The AdWords system constantly monitors all user queries and bases its optimization on
the analysis of these queries. Il increases your relevance to prospects by automatically tuning your fists over
time-without requiring any additional effost from you.

You can view sample matches by entering a keyword info the keyword tool. You can add the expanded
matches to your account manually. However we recommend you let the system automatically tune your
matches over time as it continually analyzes your performance.
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Yes. if you don't want your ads appearing on particular expanded-malch keywords, you can add that
particular keyword as a negative malch in your keyword list.

Also, expanded matching only applies to broad-matched keywords. The system won't create expanded
ratches for any of your phrase- or exact-matched keywords. Therefore, if you don’t want expanded
matching on any of your keywords, you can simply tum them into phrase or exact matches. (Keep in mind
that narowing your advertising focus with phrase or exact maltching may decrease the number of ad
impressions you receive. However, because your ads will be more relevant to target users, your clickthrough
rate may also improve.)

Reaching my audience : Places where my ads will appear : The Google
Network

The Google Nefwork is made up of sites and products who partner with Google to publish targeted
AdWords ads via their site or producl. Google can target your ads to search results and relevant web
content on a wide variety of sites and products to help you reach a vast and highly-targeted audience. We
are constantly expanding the number of sites and products in our network through our premium services
and our online Google AdSense program. All web

sites and producis are reviewed and monitored according to the same rigorous standards, so as the
network grows, your AdWords ads will continue to appear only on high-quality sites and products.

Besides appearing on search results on Google.com, AdWoerds adveriisers can choose to have their
keyword-targeted campaigns appear on our search network, our content network, or both. New keyword-
targeted campaigns are automatically opted in to distribution on the Google Network, so if you want your
ads to appear on search and conterd sites and products, then you don't need to do a thing. To leam how
to view or edit your distribution preferences, please dick here.

As an AdWords advertiser, you also can elect o create site-targeted campaigns, in which you choose the
exact sites where your ad will appear rather than choosing keywords 1o lfigger your ads. Site-targeted
campaigns appear only on content sites in the Google Network, and only websites and only on the specific
sites you select. They don appear on other sites in the Google Network or on Google.com. To feam more
about site targeting, please see click here

Gther Google Network facts you might fike to know:

. No additional fee to participate in this program.
Some siles and products show as few as the lop 3 ads per page, so the higher your
averageadposltnn the more exposure you'll get.
. All ads are reviewed before appearing acoss the Google Network. 50 you may see your
adappearon Google first. Please nole that if you edit a previously reviewed ad, your ad will show on the
Google Network once il is reviewed again.

Google offers several ways for you 10 join the Googla Netwark and display AdWonds ads on your site.

AGS for A fast and easy way to unieash the true p ial of your web content pages. Web publishers of any size can
app!yonma QOnce approved, you can publish AdWords ads on your site within m ¥ your site sves more than 20 mifion page views a
month, you inay be digitle for premium service.

Google AdSense for search -V that a minli of 5 mitkan searches per month can dsplay AdWords ads on their search resuits
pages-
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You can select individual sites where your ads will appear by ruaning a site-targeted AdWords campaign.

You're given the chaice of site targeting or keywurd targeting each time you create a new campaign. Each
new campaign can use site targeling or keyword targeting, but not both. Site-targeted ads appear only on
content sites in the Google Network, and only on the individual sites you select. The don't appear on search
network sites or on Google.com. Keyword-targeted campaigns appear across the entire Google Network,
but are not efigible for site targeting.

For more about site-targeted campaigns, please see our FAQ,

To make your keyword-targeted advertising as effeclive as possible for you and your users, we require that
your account and individual keywords maintain a minimum clickthrough rate {or CTR). However, while
tabutating and evaluating your CTR, we only consider activity on the Google search pages. Your ads
distributed to the Google Network are not used in evaluating your performance.

Reaching my audience : Places where my ads will appear : Showing my ads on search network

Mmmwybywwmm.mw.leasn,‘* fed a5 fnks
mdcould'ndudez-‘EwsdmAdsmymmdmmsideoldmm:mrdnmms
an example of what your ad coutd look fike on Google:

YowaiswﬂahaysappwmmeGooglesiamsih_mmmmmuwmwmmsmwmmdw
mmmmumnm«mmmmmd&m.

We d advert: m“m'mmwmmmumunmdm@xmmmmm
receive. Googils tachnology ensures that your ads appear ondy on high-quality pages and products that are direclly refevaqt 10 your senvica. As
aways with Google AdWords, you onty pay for dicks you receive, 30 you have nothing to lose bt potential custamers.

Reaching my audience : Places where my ads will appear : Showing my ads on content network

i sk, - to as Content Targeting. is an innovative fealure of Google AdWords that enables you to gain more
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asstomers easier han ever before. on our ] kayword ing tech gywphmhmyhgmdmwmmuﬁ
paganﬂfmowmvemdhgbqniypamwsmsandpmduds Thlsserwee forown as g, the
expernience of web users by displaying usetd ads, and it provi | b fits to Google adh

1. t. RO Porf Keyword-targetad adshqmwemﬁedbadshracost—pa—ddcﬁdyousdywsd
2 2. E; d reach” the ofp that see your ads, and drive more incremvental cficks o your

website than you could reach with search adverlising alona.
3 3. Save Time and Stoney: Conlextisal targeting 1S one of the fastest and easiest ways B gel your ads I more relevant places
on the Web._ And you onfy pay for dicks that you receive.

By electing to show your ads on the Google content network, you can expand your reach to prospects
visiting a variety of high quality websites that are relevant to your business. However. there may be times
where—for any reason—you feel that certain websites aren’t appropriate for your ads. If this is the case, you
can apply the AdWords site exclusion feature to prevent your ads from appearing on these sites. With the
site exclusion feature, you can enjoy the benefits of advertising on the content network while still precisely

controlling your targeting.
Please note the following about the site exclusion feature:

. This feature is available only to advertisers who are opted in to the content network.

- The content network is continually evolving and growing. As a result, we can't provide a
hst of all sites which are efigible to show your ads. By using this feature you can simply filter unwanted sites
in case they are of become past of the content nefwork.

- - You may edit your list of excluded sites at any time, and as often as you like.

If you'd like {0 use the site exclusion feature, follow these simple instructions.

ety cppediods B aneent oatciik

To prevent your ads from appearing on specific websites, you may apply the
AdWords site exclusion feature. First you may wish to confinm that you're opted
nto the content network. You can then foltow these instructions:

1. 1. Log in to your AdWords account.
2. 2 Click Toots at the top of your Campaign Summary page.
3. 3. Click Site Exclusion under the Modify Your Campaigns header.
4. 4. Select your campaign from the drop down box and click Go.
0.s. In the field under "Add sites to be excluded,’ list the websites you want to exclude from showing your
ads.
. . Add only one website per line. Do not separate websites with commas or other
punctuation.

R Enter websites at the domain (www.example.com, example.com), subdomain
(toplc.example com), or path (www.example.com/stuff) level onty.

. Do not enter individual pages (www.example.com/main.htm{).

bttps:tadecords.google a 5 ch €63 of 116)&2r2005 8:35:12 AM
& When you're done. dsck Save List. You'll see a confirmation page mformlng you how many websites
you've chosen to exclude.

Please nole that you may exclude sites only at the campaign level. That is, if your account contains
mulliple campaigns, you must create a list of excluded sites foreachcampangnrfyou want to filter
unwanted websites completely.

With the AdWords site exclusion feature, you have several options for filteting websites. You may enter a
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domain, subdomain, or path name. You may not enter individual pages.

The format of each entry on your site exclusion list detemines how the AdWords system will filter sites.

Acceptable formats:
. Domain: www.example.com
. Domain: example.com
. . Subdomain: unwanted.example.com
. . One path name: www.example com/widgets

- One path name: example.com/widgets

Unacceptable formats:

. Muttiple path names: www_example.com/widgets/redwidgets

.Individual page: www.example.com/index.html. Site Exclusion Scenarios: In general, entering
domains will prevent your ads from appearing on any page on or within that domain. However,

entering subdomains or paths will only prevent your ads from appearing on any page on or within that
subdomain or

path.

For instance:

if you enter example.com. ..

Your ads will not appear on example com, www_example.com, www1.example.com,
www._example.comiwidgets, www.example.com/widgets/page.htmi, or unwanted.example.com.

If you enter www.example.com . ..

. . Your ads will not appesr on www.example.com, www.example.comlwidgets, etc.
.. Your ads may appear on www1_example.com or unwanted.example com.

i you enter www.example.comiwidgets . ..

Your ads will not appear on www.example.com/widgets or

;yww_exarrmle,condwidgetsfpage.hml.
. - Your ads may appear on www.example.com.

Text-based ads.on our content network are the same ads that appear on the
search results pages of Google and our global search pariners._ in addiion,
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AdWords advestisers now can place image ads on content network sites if they
choose. Although ad placement will vary, AdWords ads are typically identified as
sponsored links. Ranking for ait contextual ads is determined just as on search
results pages—based on various factors like the maximum cost-per-click you have
selecled, the dickthrough rate that your ad has established on Google.com. and
the quality of your ad text and keywords.

Google AdWords Ads on Content Network

=l rds ) o Y 1 (69 of 11§)8/ 5 33512 AM
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Your keyword-targeted ad is ranked on the search results and content pages based on various
performanca factors including: maximum cost-per-click (CPC), dickthrough rate (CTR), and ad text. Having
relevant ad text, a high CPC and a strong CTR will sesuit in a higher position for your ad.

Visit our Optimization Tips page to learn more about account optimization, inciuding how to maximize
performance for your ads and improve your ad’s position without having to raise your maximum CPC. You
can also leam about how to optimize ad serving for yous ads on this page.

When you choose a maximum CPC for your keywords, our Traffic Estimator gives you the estimated
average ad position per keyword. This estimate is based on your maximum CPC and the average CTR for
gach of the keywords you've chosen.

Though you set just one maximum CPC for a given keyword, cortent network
dicks arenl priced the same as search dicks. Google’s smart pricing feature
eutomatically adjusts the cost of a keyword-targeted content click. So if our data
shows that a click from a content page is less likely to tum into actionable
business resuits - such as online sales,

I roogk. 1 (70 of HE)2/2005 3:35:12 AM

;e;nsttatlons phone calls, or x{ewsletter signups - we reduce the price you pay for that click. With no extra
effort for you, Google technology helps ensure you get strong RO! from your AdWords advertising, wherever
your ads appear.

¥ you are a new or existing AdWords advertiser, your keyword-targeted ads automatically begin appearing
on relevant conlent sites and products. Utilizing our advanced search technology, Google scans the content
of a Web page and automatically selects ads to display that have keywords closely matching the subject of
the page. For example. if users look at a Web page about building hummingbird feeders, they may see
Google AdWords ads for hurmmingbird feeders or hummingbird food. Or, if a users view a page containing
hrownie recipes, they may see ads about chocolate brownies or delicious dessert recipes. You don't have fo
waste time trying to find the right content venue to display your ads. Our advanced algorithm makes it easy
by displaying your ads automatically for the most relevant content.
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1. _1Awebusavisilsawebpagelooldngforilemstopurdtaseﬂ\aténemlaledtoywrprodud.
2. 2 Your ad is matched automaticatly to the relevant page each time it is viewed.
3 1 With cost-per-click pricing, you pay only when a user clicks on your ad.
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match between your ad and an inferested reader. With Google A you your campalgn fo the perk metrics you want.
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We recognize that you may have display concems specific to your company or brand. For instance, you may
not wish your ad to be shown next to an article about your company eamings. To customize Google
contextual advertising for such specdial circumstances, we recommend you apply appropriate negative
keywords or site exchssion to your campaign. (For the example given, you might choose "eamings’ as a
negative keyword, or you might choose to have your ads blocked from that entire website.) This will help
ensure your ad s nol shown alongside content with the specific themes you wish to avoid. You can update
and change these negative settings at any time. To leam more, please see our how-to pages on negative
keywords and sile exclusion,

You may also wish to consider a site-targeted campaign, which allows you to select the precise sites
where your ad will appear. For more on this AdWords feature, please visit our Site Targeting FAQ.

The perfk of your does nat affect the ranking of your ads in any way. Wowmmmmmmm
Srdaicy @ min sgh rate {CTR} in arder i ensure your isas as sibie for you and for asers. However,
wo only consider the p of your ad on Google search pages when your and advertising

doundnoaﬂmmpuhnmunawm (Jid:s&nmmnqemgmeanaddﬁaﬂqmﬂﬂedmdshryma{mmmm
1 of your

Campaigns that produce great business resuls on search typically do well in the content networic Ad Groups with keyword fists that are focusad
around a theme, product fine, of brand tend fo pedform better than Ad Groups with ists of unretated keywords. And, just 3s in search advertising. ad
ext with a specific call 1o action oulperformas ad taxt tar's simply descripive, which may attract more browsers than buyers.

&:oghhasammhudsahguaﬂshhebmma-(amaendmm iate content We use i d Dgy 10 detect pages
mmmﬂaﬂmlﬂma&ms«ndmmhaddsﬁw;mhzvamlsmplaaebnnneéaﬂymadsdheydoawearm
apage with @ i conterd P Bke Fodbes.com and many other distinguished properties trust that our Gers work,

Reaching my audience : Site-targeted campaigns

Site-targeted campaigns are a new enhancement to Google AdWords. Site
targeting lets advertisers choose individual sites in the Google content network
where they'd like their ads to appear. If you want to place your ad on a single
intemational website, you can. if you want {o target dozens of sites about
basketbali or orchids, you can do that too. Site targeting lets you hand-pick your
audience, big or smali.

When you set up a site-targeted campaign, you first name the sites where you'd
like to adverise, or just give us a fist of words that describe your site. The
AdWords matching system does the rest, analyzing your input and creating a fist
of available Google Network sites for you to choose from.

Remember that a site must be part of the Google Network in order {o be available
for your site-targeted campaign. Being part of the Google Network means the site
has agreed o sun ads provided by Google, which in tum allows your AdWords ad
to compete for that space.
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As with all AdWords advertising, you'll compete for space with other
advertisers. ¥ you choose very prominent and popular sites, you'll need a
higher price o win the ad position. The minimum cost-per-thousand (CPM) bid
for a site-targeted ad is US$2.00.

Who should have site targeting? Should 1?
Anyone who has an AdWords account can run site-targeted ads.

Site-targeted campaigns can be a good option for businesses who want to
promote an éxisting brand or a new product to a large audience. But they also
work for smail advertisers who want to reach a very precise audience. As
always with AdWords, we suggest that you experiment and see what works
best for you.

Of course, if you're happy with your keyword-targeted ads, there’s no need to
change. Site targeting is not replacing

N dwoedz googic oy =1 (72 of 11622005 8:35:02 AM
keymrd targeting, and everythmg you love about your AdWords keyword-targeted campaigns remains
the same. Site targeting is simply one more tool that AdWords advertisers can use to bring their message

1o highty-targeted groups of web users.

How do | create site-targeted ad campaigns?

To create a new site-targeted campaign, please click here. For more general information about site
targeting, pi see the complete FAQ.

You can create a site-targeted or a keyword-targeted campaign at any time. Each new campaign can use
site targefing or keyword targeting, but not both. Site-targeted ads appear only on the Google content
network, and only on the sites you select.

To creale a new site-targeted campaign, follow these steps:

. . Log in to your AdWords account at hitp:/fadwords.google.com (f you've nat already logged
in).

On the Campaign Summary page, dlick the ‘Create a new site-targeled campaign’ fink just

above the table of existing campaigns.
. Follow the sign-up wizard instructions to create your campaign.

In CPM adverlising, advertisers set the maximum amount {max CPM) they're willing to pay for each 1000
impressions their ad receives. The price paid is the same whether users click on the ad or not. This is
different from cost-per-click (CPC) campaigns, where advertisers pay only when their ad receives a click.

Advertisers have told us that CPM pricing is a tool they'd fike to have avaiable for their AdWords
campaigns. Some adverfisers want the flexibility to reach customers early in the advertising cycle. with
ads designed to increase awarengss but not necessarily generate clicks or traffic. Others prefer the
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traditional industry metrics of CPM campaigns. As a result, we're making CPM pricing available to those
who prefer .

CPM pricing is currently available only with site-targeted ads_ Advertisers select the sites where they'd like
their ad to appear, and set a max CPM that applies for all those sites. CPM ads are then ranked for display
according to their max CPM, competing with other CPM ads and with keyword-targeted cost-per—click
(CPC) ads. A CPM ad occupies the entire ad space, with either an image ad or an expanded text ad.

As always, the AdWords discounter automatically reduces any winning CPM bid so that the amount
charged is the minimum necessary to keep the ad’s position on the page. As a result, the max CPM an
advertiser sets is rarely the amount actuafly paid.

Google ads with CPM pricing continue to have a very high level of relevancy. CPM advertisers use site
targeting to select the specific audience that will be interested in their message. CPM ads compete with
keyword-largeted cost-per-click ads, and high relevancy continues to boost the ranking of those CPC ads.
We also have set a high minimum CPM value to ensure that advertisers choose their ads and their
audiences with care.

For more about how CPM ads are ranked, please see How do CPM and>CPC ads compete with each other?

When you fun 3 sit d A you setthe pﬂcawuwamlopayhevuynnusam
memmmm%bcﬁmmmmmmmammm
targeted campaign. you set the maxinum pdce you want to pay every fime someone chcks on your ad. This is the
maximimm cost per click. of max CPC.

Becausa e two pricing systems are diffesent, AGWords uses 3 system of elfective CPM, or «CPM, 1o compare
and @0k them. ’

For geted ads, the A dy ic ranking sysiem considers tive ad"a cost per click (CPC),

cﬁ:kﬂrmmra!ze(Cl’R) and othier relevance factors, all taken across 1000 impressions. The resulting
figwe is the ad's eCPM, or eflective cost per 1000 impressions.

For any avaiable ad poshion, the eCPMs of keyword-targeted ads are compared to each other and to the max
CPM grices of slgible site-targeted ads. The highestranking ad wins the posion and & desplayed 10 Sie user.

. cogh /i {73 of 116181272005 3:35:12 AM
Mmad’Cadsdsphyed.ﬂsdwdodyﬂmewdtsmmnACPMadls god 107 20 Hmg i clickaed of nol. No matter
which type of ad wins the position, the AdWord: the competition and enstres that the winning ad &s charged only whatis

necessary to malntain its @nking abave the next-highest ad.

She-tapeted ads can appear orly on the Google soatpr Msmwmmwmhwﬂwwm
compele. On search results pages and other Google I properties, key potod ads ] ole as they aways hava.

For eore on CPM pricing, see How does CPM pricing work?

When you create a site-targeted campaign, the sign-up wizard wilt give you the chance to enter the
URLSs of sites where you'd like your ad to run. You'l also be asked to enter terms that describe the kind
of site you're looking for.

if the URLS you enter are part of the Google content network, you'fl be able to select them for your ads. (if
not, you'll see a message telling you that they're not available_) The AdWords system will also use the sites
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and terms you enter 10 generate a list of other Google content network sites that may be a good fit for your
ads.

The final choice of sites is entirely up to you. Remember that with site largefing, your ad will run onfy on
sites which are part of the Google content network, and oy on the individual sites you specify_

Site-targeted campaigns can include text ads, image ads, or both. Site-targeted ads appear in the same
format sizes and the same page positions as standard keyword-targeted ads.

After sefting your adverlising goals for a site-targeted campaign. the next step is io select the sites where
your ad will appear. Here are some keys to creating an effecfive site list

1. List the sites where you know you'd bke to adverlise.
2 Expand your site kst

3. Growp Your sites by theme.

4. Create your campaign and your final list.

pWNe

Step 1: List your preferved cites.

These are the sites where you already know you'd like to advertise. When you create your campaign
you'll enter these siles and then have the chance to see and select all those that are part of the Google
content network.

Skep 2: Expand your site list

if you know of only a few sites (or no sites) where you'd like to advertise, list some sites you like on topics
that relate to what you're looking for. When you create your campaign the AdWords system can use those
sites to generate a list of Google content network sites where you may want to advertise.

Slep 3: Group your sites by theme.

Review your list and look for themes within the overall list. Consider aeating separate Ad Groups with
highly specific ads for each of these smaller groupings. The more precisely you target your audience, the
better chance of success your ad will have.

Siep 4: Croate your campaign and solect your final sHtes.

When you create your campaign, the set-up wizard will include a segment for identifying and selecting sites.
As a first step you'tl enter all or part of your sile fist. We recommend that you enter multiple site URLs, to
give the system the broadest possible view of your interests. The wizard will generate a fist of the most
closely related sites in the Google content network. Then you' be able to select your final site list from all
these available sites.

Site-targeted ads appear only on websites that are part of the Google
content network. This includes many advertisers, large and small, who run
AdWords ads on their content sites.

Site-targeted ads aren't eligible lo appear on the Google search network, on
search results on Google.com, or on related Google proparties like Gmall. if you'd
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like to appear in these locations, we suggest running a keyword-targeted
campaign.

Site-targeted ads require a max CPM price of US$2.00 per 1000 impressions. You may, of course, set
"a higher amount. A higher max CPM increases the likelihood that your ad will appear regularly on
your selected site(s).

The Google content network consists of thousands of sites of alt types, large and small, professional and
personal. Because the roster of sites grows and changes day by day, we can't publish a fist of sites. The
best way to check for an individual site is to enter it in the sign-up wizard while creating a site-targeted
campaign. if that site is available, it will be listed for you to select as a target site for your campaign.

When you create a site-targeted AdWords campaign, you'll see the system’s estimate of the maximum
impressions available per day for the sites you've selected. This is marked as ‘Max. Impressions { Day’ In

the signup process.

Because site impressions vary from day to day based on many factors, the AdWords system can't predict
the number of impressions that a given site will have each day. Instead, the maximum impressions per day
offers an estimated tota! of the available impressions for afl the sites you've selected. This may help you
dedide if you have selected enough sites to satisfy your advertising goals.

Note that the impressions per day is an estimate of the total page views for those sites — not the number’
of impressions your ad will receive. Your ad's total impressions will depend on your CPM pricing. the
popularity of the site with other site-targeted and keyword-targeted ads, and other factors.

All AdWords advertisers now have the option of creating site-targeted campaigns. However, we anficipate
that many advertisers will continue to prefer traditional keyword-targeted campaigns. ¥ you are already
running keyward-targeted campaigns, you don't need to take any action — your ads will confinye running as
they have been.

To leam how to creale a site-targeted campaign in your existing account, please see this FAQ.

Keyword-targeted campaigns allow you to choose the keywords that will tigger your ads. Keyword-targeted
ads can appear on Google.com, on Google search partner sites, and on content and pariner sites in the
Google Network. Keyword-targeted ads are priced on a cost-per-click (CPC) basis: you set the price you'd
fike to pay each time a user dlicks on your ad, and you pay only when the ad generates a click.
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With site-targeted ads, you select the exact content sites on the Google Network where you'd like your ad to
appear. (Site-argeted ads don't appear on Google.com of on search pariner sites.) Pricing for site-targeted
ads is cost-per-impression, or CPM: you set the price you'd like to pay for each 1000 impressions, and you
pay for each impression whether a user clicks on your ad or not.

Both keyword-largeted and site-targeted campaigns are available to all AdWords advertisers. Each
can include image ads, though image ads also appear only on content sites in the Google Network.

Yes. Any individual campaign can contain only site-targeted or only keyword-targeted ads and Ad Groups.
But you can run both site-targeted and keyword-targeted campaigns in your account at the same time.

?:)u can change your;nax EPM on the AdGmup levet of your &unpalgns. Here’s how:

- Leog in to your AdWords account at http:/fadwords.google.com.
- On the Campaign Summary page, click the name of the appropriate site-targeted

campaign.

. - Click the name of the Ad Group you want to edit
. Click "Edits Sites and CPMs’ (located above the graph).
- Set your new maximum CPM.
. Click "Save.’

The site too! helps you find and choose the Google Network sites where your site-targeted ads may run.

The site tool has two parts. In the identify Sites stage, you describe your site and the kind of sites where
you'd like to adveriise. In the Choose Sites stage. you select your actual target sites from a list of
candidates presanted by the AdWords system.

To identify your sites, foiow these steps on the first page of the site tool:

1. 1 Inthe Ien-hand box, titled Sites, enter the URLs of any websiles where you'd like your ad
to appear. Al this stage, don't worry about whether the site is part of the Google Neiwork or not.
2. 2 In the right-hand box, titled Descriptive Terms, enter single words which describe your site.

3. Click ‘Continue.’ The URLs and descriptive terms you enter will be analyzed by the AdWords system
and then used 10 generate a full fist of available Google Network sites. Enter as many URLs and tenms as
you can: the more details you provide, the betler the system will understand the kind of site you're tooking
for.

Once you dlick ‘Continue,’ you'll see the Cheose Sites page, with a list of available Google Network sites
that match the details you entered.

A site must be part of the Google Network [?} lo be listed as a candidale. if you request 3 site that's not
part of the Google Network, you'll see it listed under "View unavailable sites.’ {For more details, see Why
is the site | want not available?)

Now if's time to choose your target sites:

1. 1. Check the box next to all sites where you'd like to adverfise.
2. 2 Click "Add’ to move those choices to your list of selected sites.
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3. 3 Now click the ‘Refresh candidale sites' button. The system will analyze your choices and
create a refined list of candidates.

4. 4 Select and add more sites from the new candidate list. Click 'Refresh candidate sites’ again.

5. s. Repeat until you're happy with your final kst of sites.

6. Click "Continue’ to continue setting up your campaign. Each time you hit 'Refresh,’ the AdWords
system analyzes the selections you've already made and uses them lo find related or similar sites. Then i
presents these sites for your consideration.

Of course, we can't guarantee that your ad will run on every site you pick. Some sites have a fimited
amount of ad space available, and you will be compeling with other advertisers. Some sites may not run
cestain ad formats (like banners or wide skyscrapers) or may halt advertising for other reasons. We
suggest you experiment with severat different sites over time and look for the combinations that work for
you.

An individual se must be part of the Google Network in order tn be avaitable for your site-targeted campagn.
Being part of the Google Neiwork means the site has agreed 1o nan ads provided by Googie, which in tum afiows.
your AdWords ad i compete for thal space.

The site must also be a contend sife in order to be avadatie for site-targeted campaigns. Some siles on the
Google Network rsn ads only on search reswults pages. which cant be sefected for site targetiog. if you'd ke your
ads to appear alongside search resuits, or bt related products fke Gmal, try nunning a keyword-targeted
campeiga.

-

X & aiso possidle that e s2s you selected mray have opted out of site targeing Some
of their own, prefer ot to run site-targeted ads_

AdWords quality commitment : AdWords policies & security

As 2 pravider of space for advertisements, we cannot disput dvert: and owmers. As stated in our
Terms and Conditions_ mnwehmmmummmmmm We encourage rademark owners to
resolve their disputes diractly with our -t P y the i may have sindar adverficements on other sites.
k.amuﬂay.maenﬁxghpeﬂumalinﬁad' jon of ints. Please note that any such inves§gation wit only affect ads

_served on or by Google. Tradesark caims can be fied at any time. The trademark owner is not required (o be a Google AdV¥ards advestiser in order
o e aclam_

" ™

Ta leam more about Google's Wrademark policy and how ta submit a trademark complaint, piease review ow ful it p

As part of our ongoing effort to improve the Google AdWords program for advertisers and
users, we may periodically update the AdWords Terms and Conditions. Al AdWords
advertisers are required to accept these new Terms and Conditions in order to advertise with
the AdWords program.

You may have received an email from us, or a notification within your account, requesting that
you log in and accept our new Terms and Conditions. You can do so by logging into AdWords.

Please note that you'll have a limited amount of time (generally 30 days from your initial
notification) to log in and accept the new program Temms and Conditions; otherwise, we'll need to
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pause your account until you've made this change. To avoid interruption of your AdWords
advertising, we recommend that you log in and make this change as soon as possible.

The Google AdWords Editorial Guidelines, posted on the Google AdWords website, define the
criteria all

ads must meet in order to run on Google. These guidelines focus on helping you to create clear,
effective, and informative ads in order to meet your sales goals. Please review the Editoriaf
Guidelines before creating your ads.

Please nole that in the cases where minor changes to your ad are required in order to comply
with our Editorial Guidelines, a client service representative may edit your ad for you. This
prevents your ad from being disapproved and lets your ad continue ta run.

Here are a few examples of edits we may make for you:

. _-Removing an exclamation point
. .Removing or adding an extra space
. -Fixing a spelling error

Google shall not be responsible in the event that a change is not made to your ad text and a
disapproval results. Therefore, it is important for you to follow the Editorial Guidefines to help
ensure that your ads continue running.

We allow affiliates to use AdWords advertising. Please note that we'll only
display one ad per search query for advertisers sharing the same top-
fevel domain in the Display URL. This means that if you're an affiliate
advertiser, your ad may not show for a query because another affiliate or
the website that runs the affiliate

program also has ads using the same {or a similar) domain in the

Display URL. Also, your site should not mirrar (be similar or nearly
identical in appearance to) your parent company’s or another

advertiser’s site.

For example, for the domain googfe.com, we would determine the
following URLs and Display URLs to be equivalent:

-home._google.com
-www _google com
-google.com
-www.google.com/home
-www.Google.com
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However, we'd determine the following Display URLs to be distinct, since each has a

different top-fevel domain:

N www._google.co.uk*
- -www.google.fr
- -www_google.com
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*Domains with a country-specific extension are considered distinct.

For more information about this change, please review the January 2005 Google
AdWords service announcement

Helpful Definitions:
Display URL

This is the URL displayed on your ad to identify your site to users. This URL displayed is limited
{o 35 characters:; it need not be the same as the URL your ad finks to, but it should be an actual
URL that is part of your site.

Domain

Website domains are a naming procedure by which web users may identify a particular website
address and location {e.g., www.google.com). They are usually made up of two parts: a name
and a calegory. The following are common URL domain categories: .com {commercial), .edu
{education), and .gov (govemment). Domain categories can also be country-specific, for example:
[r {France) , .br (Brazil), or jp (Japan). In some cases, one category is appended to another
category, for example: examplename.co.uk, examplename.com.ph, examplename_org.uk).

In order to ensure that AdWords ads benefit our users, advertisers, partners, and Google, we
maintain high standards for ads accepted into the AdWords program. For a list of affected
products and topics, please see our Content Policy. Application of content policies will always
involve an element of discretion, and we reserve the right to reject of approve any ads.

All AdWords ads are reviewed by our support staff to make sure they meet Google's guidelines.

" Ads may be disapproved for various reasons, including misspellings, Inappropriate content,
unacceptable phrases like ‘Click here,’ or other details which can make ads confusing, offensive
or ineffective.

When an ad does not meet Google's guidelines, we temporarily block the ad from running and
send you an email explaining why. You'll also see the word ‘Disapproved’ next to any such ad in
the Campaign Management section of your AdWords account. To get the ad running, just
make the appropriate edits and save your changes. Your ad will be automatically resubmitied to
us for review.

For more details, please review the Editorial Guidelines and Content Policy.

As of May 2004, all online pharmacy-related ads and keywords for U.S -
targeted campaigns must be associated with a valid SquareTrade 1D.
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Make sure you're prepared.

Leam more about the Google Online Pharmacy Qualification Program.

S word: 3 o infadex py?balidunag=1 (78 of 1168/272005 $:33:12 AM

Already a member of the SquareTrade Licensed Pharmacy Program?
Submit your SquareTrade 1D in your AdWords account.

Don’t yet have a SquareTrade 1D?
Leam more and submit an appfication.

Not an online phammacy or pharmacy affiliate?

Let us know. If you feel that this poficy does not apply to you, please send us an exception
request through your AdWords account You'll be notified by email when we've reviewed your
account.

Based outside of the U.S. or Canada?

The SquareTrade program is only open to pharmadies based in the 1.S. or Canada. ¥f you
are based outside of these countries, you must edit your AdWords location targeting fist to
remove the U.S.

AdWords doesn't allow unusual spellings, double exclamation points or other visual gimmicks.
Our goal is to provide users with useful, relevant ads in a format that is easy to read and
understand.

Our experience shows that your ad will gather the best response if you simply describe your
product or service in a clear and straightforward way. The more you emphasize the unique
benefits of your product or service, the better your results will be.

if your business name requires unusual spelfing, extra capital letters or other unique characters,
you can request an exemption from the AdWords team when you build your ad. The AdWords
team will review and, if appropriate, approve the wording of your ad.

For more information, please see the AdWords Editorial Guidelines.

We understand that making an advertising purchase onfine involves a
great deal of trust on your part. We take this trust very seriously, and
make it our highest priority fo help ensure the security and confidentiality
of the information you provide. Google uses industry-standard SSL
{secure socket layer) technology to protect every interaction you have
with the AdWords system. This protects your credit card and other
personal information. Once we receive your information, we not only store
it behind 2 firewall, but also encrypt the sensitive payment information.

pes
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When payment information is submitted through our online form.
Google works with third-parties to verify and process your informnation.
Your personal information is encrypted and neither Google nor our
payment partners share or sell your personal information. The
information you provide us will be used solely for the purpose for which
it was provided. For more details, please see our Privacy Policy.

For credit card & debit cards: Billing information is checked against the
account information by our third-

party payment processor. if the information submitted is invalid, the
payment information will not be

accepted. if the information is valid but there are discrepancies, the thud—
party processor retuns a fraud

score based on the number of discrepancies between the credit card
account and the AdWords account

information. High fraud scores are flagged by our system for review by
an AdWords Specialist

For bank transfers: Google works with a third party service provider to
offer our advertisers a secure way to fund their AdWords accounts using
bank transfers in many different currencies and countries. When you pay
via bank transfer, your payments are initially sent fo a bank account in
your country that belongs to this service provider, which securely
processes your payment and sends the funds to Google. Since your
payment is made to this third party, their name or the name of their local
subsidiary may appear in the bank account name to which you are
instructed to transfer your payments.

if you have any other payment or security concems, please contact us.
One of our client service specialists would be happy to answer your
questions.

Our AdWords Specialists review all of our ads to ensure that they meet Google's advertising
standards.

These standards can be found in our Terms and Conditions and in the Google AdWerds Editorial
Guidelines. Google strongly believes in the importance of relevant, high-quality advertising, which
benefits both our advertisers and Google users. By creating clear, well-targeted AdWords ads,
youll reach your potential customers more effectively and help ensure a positive user experience
that will build users' confidence in AdWords ads. The resuit will be higher traffic to your site,
increasing the potential retum on your ad investment.

in May of 2004 we began requiring that all online pharmacy advertisers and affiliates targeting the
U.S. with their AdWords ads be a member of the SquareTrade Licensed Pharmacy program. To
be fair to all of our pharmacy advertisers, we make no exceptions. If you have not been granted a
SquareTrade seal, we are unable to show your ads in the U.S. or Canada.
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Partnering with a 3rd party to verify the credentials of online phanmacy advertising through
Google AdWords helps enhance the integrity of the online prescription drug market place as well
as the Google AdWords program. Users gain security, knowing that online pharmacies found
through Google AdWords are trustworthy. And users are more likely fo complete a transaction
with a business they know they can trust.

If you are targeting the U.K_, you may not include prescription drug names in your ad text or
keyword fist.

We created the Editorial Guidelines to help improve your ad campaigns as well as the Google
user expesience. If we see that your ads don't follow these guidelines, we will let you know and
offer suggesfions on how o improve your ads. Often, our system will automatically detect when
your ads should be refined. In this case, you may receive a message when you create your ads,
or you may notice a link {under the affected Ad Group in your account) to a diagnostics page
detailing the possible issues with your ads.

Our AdWords Specialists review your ads and can help you oplimize your campaigns. If your ads
do not meet our guidelines or are performing poorly. we'll notify you by email. We'll often stop
running your ads until you're able to make the necessary changes. As soon as you've made and
saved the changes, your ads are automatically resubmitted to us for review.

The cookie that Google adds to a user’s odmpuler when hefshe clicks on an ad expires in 30
days. This measure, and the fact that Google uses separate servers for conversion tracking and
search results, protects the user’s privacy.

Users who don't wish to participate in tracking aclivities can easily not accept this cookie by
setting their Intemet browser user preferences. These users will simply not be included in your
conversion tracking stafistics.

Google is committed to providing an optimal user experience as well as
giving you the most effective online advertising possible. To do this, we
need the help of both our advertisers and users. If you're an advertiser,
you can help by creating concise, informative, and well-targsted ads. -
Since such ads often generate the highest clickthrough rates (CYRs),
you'll see campaign performance improvements, and our users will see
usefu, informative ads.

Google is not responsible for advertisers' websites including, but not
limited to maintenance of such web sites, order entry, payment
processing, shipping, cancellations, retums, or customer service.
However, we value customer service and hope that our advertisers
provide quality sesvices. If poor service is rendered by one of our
advertisers, suggest that you contact the Better Business Bureau or
Consumer Affairs division of the city where the company is located, as
they will be able to investigate your case and act on your behalf.
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Such organizations provide the most effecfive forum for addressing cases of consumer
dissatisfaction.

Yes. Google's security standards are stringent; we use data encryption and secure servers, and
do not coflect or store personal information. In addition, only those pages containing the Google
conversion code are tracked.

Google is firmly committed to the privacy of our advertisers and users. While Google does add a
cookie to a user's computer when he/she dlicks on an ad, this cookie expires in 30 days, and
Google does not associate a user’s search activity with his/her ad click history. Further, Google
does not collect or track personally identifying information, and does not reveal individual
information to third parties.

Users who do not wish to participate in tracking activities can easily disable Google's
conversion tracking cookie in their Intemet browser’s user preferences settings. These users
will not be included in your conversion tracking statistics.

For more information on Google's privacy policy, please click here.

No. The information you provide will only be used by Google, and only in our efforts to sefve you
better. We will not share your personal information, unless required to resolve a charge dispute or
by legal process. Please also see our Privacy Policy and Terms and Conditions.

We understand that making an advertising purchase online involves a great deal of trust on your
part. We take this trust very seriously, and make it our highest priority to ensure the security and
confidentiality of the information you provide. Google uses industry-standard SSL (secure socket
layer) technology o protect every interaction you have with the AdWords system. This protects
your credit card and other personal information. Once we receive your information, we not only
store it behind a firewall, but also encrypt the sensitive credit card information.

When credit cards are submitted through the secure online form, they are checked against the
account information by our third-party credit card processor. [f information submiitted is invalid, the
credit card will not be accepted. if the information is valid but there are discrepancies, the third-
party credit card processor relums a fraud score based on the number of discrepancies between
the credit card account and the AdWords account information. High fraud scores are flagged by
our system for review by an AdWords Specialist.

AdWords quality commitment : AdWords click quality

Google's proprietary technology analyzes clicks to determine whether
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they fit a pattern of use intended to artificially drive up an advertiser's
clicks or a publisher’s eamnings. Our system automatically identifies most
dlicks generated by unethical users and automated robots, and filters out
these clicks before they ever reach your reports. Google has three
powerful tools for protecting your clicks:

Detection and filtering techniques: Each click on an AdWords ad is
examined by our system. Google looks at numerous data points for each
dick, including the IP address, the time of the dlick, any duplicate clicks,
and various other click patterns. Our system then analyzes these factors
to isolate and filter out clicks deemed invalid.

Advanced monitoring techniques: Google uses a number of
unique and innovative techniques for managing invalid click
aclivity that surpass the standard methods. We can't disclose
details about the
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software except to say that our team of pioneefing experts is constantly working to expand and
improve our technology in order to stay ahead of changing trends in invalid cfick techniques.

Human expertise: In addition to our automated click protection techniques, we have a team of
human experts who use specialized tools and techniques to examine individual instances of
invafid clicks. This team is a key component of our strategy to expose, monitor and track invalid
click activity, ensuring a high level of click quality. When our system detects invalid clicks, a dlick
protection expert examines the affected account to glean important data about the source of the
invalid clicks.

L_earn more about invalid clicks hefé.

There are valid reasons for an ad to receive muttiple dlicks from a single source. The
following are some possible scenarios:

. {ndividual users may fegitimatety click on your ad more than one time when
comparison shopping or returning to your site for more information.

. An Intemnet provider may assign identical IP addresses to multiple users by
geographic area.

. You may see an increase in traffic if your ads have recently been approved to run
on search and content sites and products in the Google Network, if you recently opted in to the
Googie Network, or if new sites for which your ads are relevant join our content network.

. Click traffic may vary due to seasonal interests or current events. For example,
fluctuations due to seasonal promotions ar special sales are common, and keywords popular at
particular times of the year will also experience a higher click volume regardiess of whether you
have made proactive seasonal changes fo your account content.

These scenarios all represent legitimate users accessing your advertisement in expected ways.
If you are uncomfortable with the increased click volume, we recommend oplimizing your
campaign.
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While we're constantly working to improve our invalid click detection capabiliies, we can combat
the problem best by working together. We encourage you to contact us if you believe you have
been affected by invalid clicks.

We have a team of experts who invesfigate invalfid click activity on a case-by-case basis.
Including some or all of the following information may help expedite their time-intensive

investigation:

1. The campaign(s). Ad Group(s), and/or keyword(s) associated with the suspicious clicks.

2 The date(s) and ime(s) of the suspicious click activity.

a Any data in your weblogs or reports that indicate suspicious IP addresses, referrers, or
requests.

4 A paragraph describing the trends in logs and/or reports that led you to believe the dlick
aclivity is

invalid. The verification and research process can be fime consuming, and we appreciate
your patience while our investigation team reviews your account. Please allow 3-5 business days
for us to respond. lf you have any additional information, please be sure fo let us know so we can
include it in our review. -

o leam more about our dick protection strategies, click here.
To leam how Google deals with invalid click activity, cfick here.

You might consider using tracking URLs to monitor click activity on your
ads. Tracking URLs make it possible to accurately identify all the traffic
that comes from Google (or other sources) to your website. Once you
know the sources of your clicks, you can track which keywaords generate
sales and give you the best return on investment.

To take advantage of tracking URLs, just place a parameter at the
end of your URL. For example, if your URL is www. yourdomain.com,
your tracking URL would be www.yourdomain.com/?referrer=Google.
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lmportan( to test each new tracking URL in your own web browser to verify that it’s linking
propedy to its specified page. If you find that a tracking URL isn't finking properly, you might
want to eliminate the forward slash after the domain. For example, instead of
www. yourdomain.comv/?referrer=Google, try using www. yourdomain.com?referrer=Google.

Once you've created your tracking URLs, you can lock at your web server logs or third
party tracking software to get traffic data for your ads.

Web server logs provide electronic recordings of where your website traffic originates. To open
the log file in your Web server software, use a text editor such as Notepad. This log file has an
entry for each click to your site. To see how many clicks come from a particular source, just count
the entries where the source (such as "Google’ or Google Network sites and products) appears in
the referring URL.

What else can { do?
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If you believe your accoumt reports reflect click activity that is more extreme than ordinary user
behavior or that exhibiis strange pattems, please let us know.

Google actively impiements several click protection techniques in order to combat invafid click
activity. Clicks that Google determines invalid are automatically filtered from your reports. In
addition, we apply the following policies for the protection of AdWords advertisers:

. If our experts find that invalid clicks have escaped automatic detection, you'd
receive a credit for those clicks. This credit will appear as an Adjustment on the Billing Summary
page of the "My Account’ section in your AdWords account. (Other types of credits, such as
promotional credits and overdelivery credits, may also be labeled Adjustment.)

. Any adverfiser or pubfisher participating in invalid click activity or any related
offense is subject to

_ legéi prosecution. We will also take the appropriate action on the related account. if you
believe your account reparts reflect click acfivity that is more extreme than ordinary user behavior
or that exhibits strange pattemns, please click here for more information and instructions.

Other Sources of Clicks

If you notice click activity that doesn't fit your usual pattemns, please keep in mind
following possible explanations: :

- individua! users may legitimately click on your ad more than one time when
comparison shopping or returning to your site for more information.

. An intemet provider may assign identical IP addresses to multiple users by
geographic area.
. You may see an increase in teaffic if your ads have recently been approved to run

on search and content sites and products in the Google Network, if you recently opted in to the
Google Network, or if new sites for which your ads are relevant join our content network.

. Click traffic may vary due to seasonal interests or current events. For example,
fluctuations due to seasonal promations or special sales are common, and keywords popular at
particular times of the year will also experience a higher click volume regardiess of whether you
have made proactive seasonal changes to your account content.

These scenarios all represent legilimate users accessing your advertisement in expecled ways.

For more information about our click monitoring system, please visit our Click Quality FAQ.

Some sources of invalid clicks include:

. Manual dlicks intended to increase your advertising costs or to

increase profits for website owners hosting your ads.

.Clicks by automated toals, robots, or other deceptive software. We
closely monitor these and other scenarios to better protect you from
receiving invalid clicks. To leam more about what we do to combat invafid
clicks, please click here.
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Google constantly monitors for, and strictly prohibits, invalid cfick activity. We work hard to
maintain the integrity of our advertising program and {o make sure you're being billed for
legitimate clicks on your ads. If we discover that you've been charged for invalid clicks in the past
two months, we'll apply credits to your account.

You'll find any credits, including credits for invalid clicks, in your billing summary as a line item
labeled Adjustment. Please note that other types of credits, such as promotional credits, may
also fall under the Adjustment line item.

You might see a discrepancy between your weblogs and the reports in your account. If your
weblogs show more clicks than your reports, keep in mind that our proprietary click protection
technology filters out most invalid clicks before they ever reach your reports. To maintain the
integrity of our advertising program, we work to make sure you're being billed for legitimate
clicks on your ads.

If your weblogs show fewer dlicks than your account reports, this discrepancy occurs when clicks
to your ad are not detected by your web tracking software. The information below should help you
reconcile your weblogs to the statistics reported within your account.

How our system works

Since our results pages host your ads, we are able to detect and record all types of clicks to
your ad. if you are looking for more accurate reports than your current web tracking system,
many users have found that the weblogs from their server are more reliable for comparisons
with our reports.

Additionalty, Google's reporting technology can record clicks that other web tracking programs
may miss. Some tracking programs may not register clicks that occur while the destination site
is down, or they may have limitations on the kinds and sources of cficks they detect.

Reconcile your weblogs

The following variables are the most common for those advertisers concemed about a
discrepancy between their reporting statistics versus those reported via Google AdWords:

Google Network statistics: Google displays ads on a growing netwark of
search and content sites and products. Typically, Web tracking software is not abfe to recognize
clicks from the Google Network as being Google's clicks. These are generally labeled with the
third party site name, not as clicks from Googfe. If your ads are currently, or have ever been,
distributed to the Googie Network such as About.com, AOL, and Netscape, we recommend you
visit our Google Network FAQ to determine whether some of the referrers to your site were from
the Google Networlc

. Time dnscrepancaa' Time discrepancies between different tracking programs
can throw off click estimates. Be sure to compare the appropriate time periods. All of our reports
are accumulated on U.

S. Pacific Standard Time (08:00 Greenwich Mean Time). To ensure the highest level of
accuracy, fhere is a delay between the moment when a user actually dlicks on your ad and when
that click is reporied as a statistic within your account. This delay represents the time required to
evaluate and report the click as a valid one.

- IP selection: Your system may filter out visits from your P address; however,
AdWords does not. Also, if you currently use a shared ISP provider (such as AOL or Earthlink),
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you may be sharing one or more IP addresses with other users. Therefore, muitiple clicks from
the same IP address could be legitimate cficks from muttiple users; each one would be reported
as an individual, valid click within your account

Our proprietary click protection technology filters out most invalid clicks
before they ever reach your reports. To maintain the integrity of our
advertising program, we work to make sure you're being bitted for
legitimate clicks on your ads.
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However lfyou feel thal your account reports reflect invalid clicks, please let us know by
following the steps listed here.

Please note that by creating an AdWords account, advertisers agree 1o accept the Google
AdWords

reporting system and reported metrics as provided via the AdWords program Terms and
Conditions. We rely on our own servers' weblogs to supply the most accurate site traffic data to
include in your reports. Similarly, we rely on our data to determine whether or not a credit for
invalid dicks is due. If we discover that you've been charged for invalid dicks in the past two
maonths, we'll issue an appropriate credit, but we're unable to retroactively change reports.

AdWords quality commitment : AdWords ad relevancy

At Google, we continually strive to enhance the user experience by improving the quality and
relevance of advertising on Google, and make ongoing improvements fo ensure that your ads
perform as best they can. We do this by only showing your ads when they're relevant to user
searches, which may mean more clicks for some ads and fewer clicks for others.

For example, an advertiser specializing in Mediterranean cruises may have selected cruises
{broadmatched) for their campaign. Previously, this keyword may have been disabled due to
poor performance on more popular queries such as Caribbean cruises. Instead of disabling alt
broad match variations of cruises, we will now show this ad for specific query vanahons that are
more relevant to the ad, such as

Mediterranean cruises.

_Google recognizes that AdWords advertisers know their businesses best. If you're ads are not
appearing for keywords that are crucial to your campaign, we encourage you to focus on
optimizing your account to maximize its perfomnance. You can leam more about optimization
and our keyword matching options by reviewing the additional optimization tips fisted here.

One of the reasons that keyword advertising works so well is because users find that AdWords
ads are relevant to exactly what they are looking for. Improving upon keyword performance
ensures that we maintain this standard. As a result, you will reach your potential customers more
effectively and help develop a user confidence that continually brings users back to AdWords
ads. This results in higher traffic to your site, thereby increasing the retum on your investment.
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If you've experienced an increase in cost-per-click (CPC) or campaign
spending overall, this is most likely due either to a market-driven increase
in advertiser CPC bidding, or to an improvement (increased clicks) in your
own campaign's performance.

if you're concemed about your account costs, we recommend that you
either lower your CPC séttings or that you decrease your daily budget to
ensure that you spend an amount that you are comfortable with. Please
note that a decrease in your CPC setting may result in Jower positioning
for your ad(s), which will in tumn result in fewer clicks.

Here's how to edit your CPC or your daity budget:

Edit Your CPC

To edit the maximum CPC at the "Ad Group Details’ level, please follow
the steps below:

1 Log in to your AdWords account.

2 Click the campaign containing the Ad Group you wish to edit.

3.Click the appropriate Ad Group.

4.Check the appropriate box{es) next to the keywords you wish to edit.

s. Click Edit CPCsfURLs at the top of the Keyword table.

s. Enter the new amount in the Maximum CPC field next to the appropriate keyword.
7.Click Save Changes when you are finished.
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Edit Your Daily Budget
To edit your daily budget, please follow the steps below:

1.Log in to your AdWords account.

2 In the Campaign Summary table, select the checkbox(es) next to the campaign(s) you
wish to edit.

3.Click Edit Settings in the heading row of the table.

“ Enter the new amount(s) in the Daily Budget field(s) on the left side of the Edit
Campaign Settings page.

s.Click Save Changes at the top or bottom of the page.

Note: Your daily budget applies to individual campaigns, not your total adverfising spend.
For example, if you have three ad campaigns, each with a US$5.00 daily budget, your
maximum daily advertising spend would be US$15.00.

I your ads are dropping in display rank, it's probably a sign that users are finding competing
ads more relevant to their needs, or that other advertisers have raised their maximum cost-
pet-click for those keywords.

We recommend that you further optimize your account to make sure that your keywords are
targeted as precisely as possible, and that your ad messaging is as clear and direct as possible.
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You can learmn more about optimization and our keyword matching options by reviewing the
information and helpfut links below. You may also wish to consider increasing your maximum
cost-per-click for those keywords you are most concemed about.

Additional Optimization Tips

To refine your keywords and ad text and to improve your campaign performance, follow the steps
below:

1. Use multiword, specific keywords to replace singular and/or general keywords. Try
using our Keyword Tool to refine your keywords.

You can also view our keyword matching demo.

2. Create new Ad Groups which contain your target keywords in your ad headlines or
text. Whenever a user's search keyword appears in the text of your ad, the word will be printed in
boldface to help emphasize its relevance.

3. Use keyword matching opfions to help weed out imelevant searches. For ideas on
negative keywords, fry looking at the irelevant results from our Keyword Tool as potential
negative keywords.

4._ Use descriptive and specific ad text to highlight the relevancy of your ad.

5. Delete poorly performing ads with low clickthrough rates (CTRs) to improve the overafl
CTR for your keywords and campaign.

6. Review more tips on improving your CTR.

tideston orerst deis o Socp oy A e GRS

A decrease in clicks is most likely due to a decrease in impressions for
your keywords or to a decrease in the average position of your ad.

If your ads are dropping in display rank, it's probably a sign that users are
finding competing ads more relevant to their needs, or that other
advertisers have raised their maximum cost-per-click for those keywords.
You may wish to consider increasing your maximum cost-per-click for
those keywords you are most concemed about.
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The AdWords system is designed to provide the most relevant, targeted ads available. We
therefore recommend that you further optimize your account to make sure that your keywords are
targeted as precisely as possible, and to make your ad messaging as clear and direct as
possible. You can learn more by reviewing our full page of Optimization Tips.

The AdWaords system works best for everybody — advertisers, users, publishers, and Google too -
- when the ads we display match aur users’ needs as cksely as possible. We call this idea
‘relevance.’

We measure relevance in a simple way: typically, the higher an ad's clickthrough rate (or CTR,
the ratio of clicks to impressions), the more refevant it is to the keywords it's tied to. When your
ads are highly relevant, they tend to eam more clicks, move higher in ad rank, and bring you the
most success.

We use several methods to help make AdWords ads as relevant and effective as possible.
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-We measure relevance, and rank relevant ads higher. Ad Rank is determined by various
performance factors including: CTR, ad text, and the maximum cost-per-click (CPC) for each
keyword. You can help move your ad higher by bidding more, but your ad must also prove
poputar with users on that keyword to be ranked highly.

-We disable keywords that don't perform well. If your ad has a low CTR on a given
keyword, it means those users are not finding your ad relevant to their needs. At first your ad(s)
may appear only rarely on searches for those keywords defivering a low CTR. This gives you the
chance to improve your keywords. If a very low CTR conlinues, we disable these keywords
completely so that you can focus your budget on keywords that get results. Leam more about
minimum CTR and the AdWords performance monitor.

-We show your ads on closely-refated queries. The AdWords system seeks out the most
likely variations of your broad-matched keywords and shows your ads on those terms. For
example, if you're an advertiser specializing in Alaskan cruises, you may have selected the
keyword cruises for your campaign. With a keyword that broad, your ad might aiso show on
searches for Panama Canal cruises or Greek island cruises. But our system analyzes your ad's
performance and identifies specific query variations that are more relevant to your ad. This results
n more traffic to your site, fewer inappropriate clicks, and a better return on your invesiment.

As your ads accrue impressions, our system analyzes your keywords and assigns each an
ongoing status: in frial (under evaluation), normal (performing well), on hold (waiting to go in
trial) or disabled (unsatisfactory). To learn more about these states, please see Keyword status

tabels and definitions.

Google recognizes that AdWords advertisers know their businesses best. If you're concemed
that your ads may not appear for keywords that are crudial fo your campaign, we encourage you
to focus on optimizing your account to maximize its performance. Review our helpful tips for
oplimizing your account.

Tracking & interpreting my results : My reports

P S AL o
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Search Total and Content Total, which appear in your Campaign Summary and
Report Center reports, are the two types of sites where your keyword-targeted
ads can be displayed within the Google Network.

Search Total shows the impressions and clicks your ad has received from
saarch results pages ganerated by Google and by Google Network search
partners. On these sites, your ads are displayed alongside the results from
searches matching your keywords. {if you ept out of Google Network search
sites, then the Search Total numbers will reflect results only from searches
generated by Google.)

Content Total shows the impressions and clicks that your ad receives on content

sites or praducts in the Google Network. On these sites, your ads are displayed

alongside content relevant to your keywords. Your ads may appear on Rews siles,
personal web pages, emails or many ather types of content sites and products. : .

See examples of where your ads may appear on the Google Network.
When you create a new keyword-targeted AdWords campaign, your ads are
automatically ‘opted in’ to run on the

ey ulldump=t (§7 of 1 16)2/22005 8:15:12 AM
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preferences. Since selecting both search and content sites allows your ad the broadest possible exposure,
we recommend you remain opted in. However, the choice is entirely yours.

Hor ta) dowekiad srspatio aspecic camodon?

To create a report with statistics for a specific campaign:

1.Log in to your AdWords account.

2 Click the Reports tab at the top of the page.

3. Click Campaign Report

. View: For averaged statistics, select summary data (default). Otherwise, select
daily, monthly, quarterty, or yearly mefrics from the drop-down menu.

s. Date range: For a general date range, click the radio button next to the first drop-
down box and select your dates. For a more specific date range, click the radio button next fo the
second drop-down box and select your beginning and end dates.

5 Ad Distribution: Use the drop-down box to select the ads you want included in
this report: ads running on search results only, ads running on content network pages only, or aft
ads.

7.Campaign status: Select your campaign status from the drop-down box.

8. Conversions: Select the ‘Conversions' box to include conversion data in your report.

9. Report Name and Scheduling: To save your report preferences for fulure use,
enter a name for your template under Report Name and select 'l want to run this report in the
future_’ To have this report run on a regular basis, click ‘every’ and use the pull-down menu to
choose a time frame. To save the report parameters without scheduling a regular report run,
select ‘on demand (only when | request it).”

10. Emait: Select this box if you wish to be nofified by email when your report is
completed.

11. Click Create Report.

Google provides full online statistical, conversion, and financial reporting for the Google
AdWords program. You can view all your account reports onfine 24 hours a day, 7 days a week.
In addition, we'll be happy to email most reports to you on your request. (Very large repotts, over
2MB when zipped, cannot be emailed.)

Statistical Reporting: See your average actual cost-per-click {CPC), the number of times
your ads were shown (impressions), how many times users clicked on your ads {clicks), and
your ad and keyword clickthrough rates (CTR). This reporting is available for each of your
keywords, text ads, image ads, Ad Groups, campaigns, and account. You can also download
reports based on any of these variables, and more, with our advanced reporting features.

Financial Reporting: Review a detailed billing summary and itemized payment details that
include invoice dates, invoice Rumbers, specific and summary campaign costs, and billing
adjustments. You can also print out both invoices and receipts for your records.

Conversion Reporting: Track your AdWords conversions (successful sales, leads, or
submissions) with our basic and custom conversion tracking feature. You can also include these
details when you download customizable reports.

We mazke extraordinary efforts to provide accurate reports. For that reason, no measurements
other than those maintained by Google shall be accepted for reporting or payment purposes. If
the reports you receive from Google do not coincide with your own, there are a number of
possible explanations. First, be sure you're comparing the same reporting fime periods. if there
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are still discrepancies, it could be because we host your ads and therefore are able to record
clicks that other tracking software programs may miss. For example, our software can detect
clicks that ccour while your site is down. In addition, your system may filter out visits from your 1P
address, whereas Google does not.

Reports can be downloaded in one of four formats: _csv (for Excel), .csv.,
tsv and .xml.

.csv (for Excel) files are encoded in UTF-16LE, and are compatible with
most U.S. and intemational versions of Microsoft Excel.

fladwords googk. 7% (5% of 116)3/2/2063 83512 AM
csv (oomma-separated values) and .tsv (tab-separated values) files are encoded in UTF-8.
These formats are recommended for users who prefer o process or review report data in text-
only format.

xmi {extensible markup language) is a web-friendly format which is a good choice for
publishing data to multiple formats. Reports in .xml also feature extra precision, with currency
values fisted in micros, or millionths of a unit.

Users with extremely large reports should note that UTF-16LE files are larger than those encoded
in UTF-8, which can result in longer loading times. Some users find that UTF-8 files also work
with their Excel programs; if your files are very large, you may wish to consider trying .csv or tsv
instead of the .csv (for Excel) format.

Reports over 100 megabytes {mb) in size can be downloaded in .xmi format only. We
recommend splitting reports of this size into multiple smailer reports covering fewer keywords
and/or shorter date ranges, which can then be viewed in all formats.

The dlickthrough rate (CTR) and cost-per-ciick (CPC) for contextual advertising can vary
significantly from the CTR and CPC for your search campaigns. CTR on content pages is
typicalfy lower because content pages tend to offer more information to compete with ads for a
reader’s attention. Fear not: content CTR does not affect your ad’s rank on search pages.

Lower or higher CTRs don't necessarilly mean that your ads are performing poorly. it's important
1o focus on the totat profit you eam from the clicks received. To maximize your profitability, you
should adjust your CPCs to get the highest number of profitable clicks across search and content.
This may mean you adjust your CPCs up or down. if a particular Ad Group does not meet your
metrics, try moving that Ad Group into a campaign that you don't run in the content network. it's
easy to measure your conversions with Google's free conversion tracking tool.

To create a customized report:

1.Log in to your AdWords account.

2.Click the Reports tab at the top of the page.

1. Select Custom Report.

4 Select the information you would like in your report. (See below for an
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explanation of each report parameter.)
s. Click Create Report.

Here are more details on the customized report parameters:

View: For averaged statistics, select ‘Summary data’ (default). Otherwise, select daly, monthly,
quarterty, or

yearly metrics from the drop-down menu.

Date range: To see statistics for a general date range, click the radio button next to the first drop-
down box

and select your dates. For a more specific date range, click the radio button next to the second
drop-down

box and select your beginning and end dates.

Detail Level: Click Show options for additional account detaits that can be displayed on your
report. You

may include any of the following in your final report by selecling the checkboxes beside them:
Keyword names: Click the radio buttons to choose "All keywords' or ‘Only these keywords.” For
the latter,

enter your specific keywords in the field.

Keyword status: Make selections from the drop-down box to broaden or narow the keyword
status scope

that will be shown in your report.

Campaign names: Make selections from the drop-down box to include specific campaigns or
campaigns

with a parficular status in your report.

Ad Group names: Make selections from the drop-down box to include specific Ad Groups or Ad
Groups

with a particular status in your report.

AdWords type: Make selections from the drop-down box to include content results, search
results, or both

in your report.

Values: Select the checkbox(es) beside the statistic type(s) you would like to show in your report.

Ad text: Select the checkbox({es) beside the ad text element(s) you would like to include in
your report.

Conversion Values: You may inciude any of the following in your final report by selecting the
checkboxes

beside them:

Number of Conversions: Select to include how many conversions were recorded in the
specified date

range in your report.

Converslon Rate: Select to include the number of conversions divided by the number of ad
dlicks in your

report.

Cost-per-Conversion: Select to include the total cost divided by the total number of conversions

in your

¢

Number of Transactions: Select to include the total number of conversion events.
Cost-per-Transactions: Select to include the total cost divided by the fotal number of
transactions.

Total Value: Select to include the overall value generated by conversions of a specific tracking

type.

Average Value: Select to include the total value of all conversions divided by the total number of
conversions.

Value/Cost Ratio: Select to include the total value divided by total cost for all ad clicks. if you
entered in

your revenue of profit value while setting up conversion tracking, this value will equal your ROL.
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Value/Click: Select to include the conversion value generated per dlick in your report.

Page Views: If you selected this tracking type during the conversion tracking setup process,
select to

include page view statistics in your report.

Sales: If you selected this tracking type during the conversion fracking setup process, select to
incude

purchases/sales statistics in your report.

Sign-ups: If you selected this tracking type during the conversion tracking setup process, select
to include

sign-ups statistics in your report.

Leads: if you selected this tracking type during the conversion fracking setup process, select to
include

leads statistics in your report

Default: If you selected the basic conversion tracking setup, conversions will be labeled as
‘Default’ with a

value of one. Select to inchide default statisics including default transactions in your report.
Saving and Scheduling: To save your report preferences for future use, enter a name for your
template

under Report Name and select 1 want to run this report in the future.” To schedule this report to
runona

regular basis, click "every’ and use the pull-down menu to choose a time frame. To save the
report

parameters without scheduling a regular report run, select ‘on demand {only when | request it)."
Email: Click the email box if you wish lo be nofified by email when your report is completed.

Currently, Google can report only conversions for ads shown on Google and some Google
Network sites or products. This means that not all conversions originating from your AdWords ads
wifl be reporied. However, your conversion rate, cost-per-conversion, cost-per-transaction, and
value / click are adjusted to reflect only those sites from which we can track conversions.

In addition, remember that Google AdWords conversion tracking only reports conversions that
occur within 30 days of an ad dick_ If a customer converts after the 30 days have passed, we
don'‘t report that conversion. When viewing conversions for a specified ime period, note thal
conversions are assigned to the date on which the ad dlick occurs, not the date on which the
conversion occurs. Also, we won't be able to report conversion for users who disable cookies.

If you are using the AdWords conversion tracking tool, you will find general conversion data down
to the keyword level on the Campaign Summary page. Our Report Center offers full conversion
reports and allows you to see customized conversion data. To do this, simply select the Show
conversion statistics checkbox when requesting reports. In addition, the Custom Reports
option in the Reports Center allows you to add all possible conversion statistics to your reports.

The best method of tracking specific clicks is to use a unique Destination
URL for your keywords. A simple way to do this is often to add some
URL parameters.

The Fast Track tag is a simple tag that you can add to your Destination
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URLSs. it wiit allow you o distinguish

e googic. o & {90 of 1{618/2/7003 3:35:12 AM
Ihe clicks you receive from search and content sites in the Google Network For example. if
your URL is www._ycursiteinfo.com, you can use the following tag for your Destination URL:

www.yarsiteinfo.com type={ifsearch:GoogleAdWordsSearch}{ifcontent GoogleAdWordsContent
}

When using this code, your third party tracking will be able to identify how many of your wisilors
enter your site via your Google AdWords ad. More importantly, a click on your AdWords ad from
Google or a search partner would appear in your weblogs as the following:

www.yoursiteinfo.com ?type=GoogleAdWordsSearch

A click from one of our content partners would appear as the following:
www.yoursiteinfo.com? type=GoogleAdWordsContent

The final measure of success for any adverlising praogram is whethér or not it is bringing you
profitable sales. As a result, tracking the performance of your AdWords campaign is an important
part of ensuring the highest possible retumn on your advertising investment. Google studies have
shown that the performance of your search campaign is a good predictor of the performance of
your contextual ads. This means that if your ads are bringing you profitable sales on search
pages, then dlicks from contextuat advertising are likely to bring you profitable customers as well.
Alternatively, if your ads are not optimized for search pages, they are less fikely to bring you the
performance you are looking for on content sites and products.

By using Google conversion tracking you can allow you to dearly identify the ads that are
bringing you customers. Conversion tracking displays the rate of sales that you are

receiving from your advertising

campaign, for both our search and content networks, on your Ad Group report page.
Reviewing your total number of conversions and the value of these conversions can help you
determine if you should increase your budget or further optimize your ad groups fo receive
more targeted visitors.

Unless you choose specific keyword matching options, your keyword targets will likely match a

~ large number of different queries through broad maltching. For example, targeting domain name
will match queries for domain name registration and free domain name, which might have

been individually targeted by another advertiser at a different cost-per-click (CPC). if your

maximum CPC is high enough to land your ad in the first position for the query free domain

name, but only in the fourth position for domain name registration, your average position might
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furn out to be 2.4.

if you have received any impressions for contextually-targeted ads, you can fun a report for your
contextual advertising statistics. To run a report, please follow these steps:

1.Log in to your AdWords account.

2 Click on the Reports tab.

a, Select the type of report you would fike to run (i.e. Keyword Report, Ad Group
Report, Campaign Report).

4 From this report page, complete the form.

s Besida the AdWords typa field, select 'Content-targeted only’ from the drop-down box.

& Click Create Report.

The performance f;our AdWords ad 6r kéywords varies depending on sev actors, indudng'
user behavior and changes in Web content. Web traffic varies from day to day, and this expected
fiuctuation may affect the performance of your campaign.

In addition, holidays or popular news topics may dramaticaily influence the number of
impressions and clicks you receive. For example, dusing the holiday seasan, advertisers for
decorations and seasonal frees can experience significant changes in the number of visitors to
their sites. Another example would be a popular celebrity endorsing a particular clothing brand; in
this case, advertisers of this brand may then receive more impressions and clicks.

if you have received any impressions for contextually-targeted ads, you can fun a report for your
contextual advertising statistics. To run a report, please follow these steps:

1.Log in to your AdWords account.
2 Click on the 'Reports’ tab.
- 2.Select the type of report you would ke to run (i.e. Keyword Report, Ad Group Report,
Campaign Report).
« From this report page, complete the form.
5. Beside the 'AdWords type' field, select ‘Content-Targeted only’ from the drop-down box.
6.Click the 'Create report’ button. - o

If the ad served percentage (%) is different for each ad in your Ad Group, please keep in
mind that it is normal for ads to appear with varying frequency. The following factors
influence how often a given ad appears.

1. Ad optimization*: If one ad has a higher dlickthrough rate (CTR), it will show more
frequently than the other ads in your Ad Group. Our system automatically favors those ads with
higher CTRs within an Ad Group by showing them more often than those ads with lower CTRs.
This means that when you create multiple ads per Ad Group, the ads that are proven fo drive
more traffic to your site will appear with greater frequency than ads with lower CTRs.

2 Time: If an ad is created late in the day, it will have a lower ad served percentage
at the end of the day than the existing ads. This difference will decrease over time.

3. Approval status: If an ad has yet to be reviewed and approved by AdWords
Specialists, it}l only appear on Google.com. If it isn't yet generaling impressions on the Google
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Network, an ad will have a lower ad served percentage.

*Note: When you create a campaign, optimization is already selected. if you choose not to take
advantage of this feature, ads within an Ad Group will be shown in even rotation. Please note
that without ad opfimization, ads with lower CTRs will be served as often as your better
performing ads, which can lower your average position and result in less relevant clicks.

You can view or change your ad optimization settings at the campaign level by doing the
following: .

1.Log in to your AdWords account.

2 In the "Campaign Summary’ table, select the checkbox(es) next to the campaign(s) you
wish to edit.

1 Click "Edit Settings' in the header row of the table.

4. Check or uncheck the box next to ‘Automatically optimize ad serving for my ads’ (under
section 4).

s.Click 'Save Changes’ at the top or bottom of the page.

Yes. To generate reports across multiple accounts in your My Client Center:

1.Log in to your My Client Center account.
2 Then click the Client Reports tab. For more information about My Client Center reports,

You can email your reports to one address or to many addresses. Here's how:

1.Log in to your AdWords account at https://adwords.google.com.

2 Select the Reports tab at the top of the page, then click Download Center.

3 Find the Email Preferences text box at the bottom of the Download Center
page. Add the email addresses to which you'd like the report to be sent.

+ Click Update.

If you previously requested email delivery and now would like to end it, please follow these steps:

1.Log In to your AdWords account at https://adwords.google.com.

2 Select the Reports tab at the top of the page, then click Download Center.

3 Find the Email Preferences text box at the bottom of the Download Center
page. Remove any or ali of the email addresses listed.

4 Click Update. '

if you don't request email delivery, your reparts wilt stit run as scheduled and youli be able to
view them in the Download Center; you simply won't receive them by email.

Important information About Your Google AdWords Statistics

. Reporting is not real-time.

. Clicks and impressions received in the last 3 hours may not be included
immediately.

. Conversion tracking reports are delayed by 24 hours.
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Common Reporting Questions

. How does participation in the Google Network affect my account performance?
What if | don’t see my conversion statistics in my reports?
Why are my reports showing lower conversion numbers than 1 think | should be

Why are my average positions reported as fractions (such as 1.5)?

TETONT

Only keywords which received at least one impression during the reporting period will appear
on a given report. For example, if your report covers the last seven days, and your keyword
flowerpof’ received no impressions during those seven days, then 'flowerpot’ will nat appear
on the reporL

If you don't see a particular keyword, try expanding your report parameters to cover a larger date
range. You also can run a custom report especially for one or more keywords. To do so:

1.Log in to your AdWords account.

2 Select the Reports tab.

a Click the Custom Report link.

4 Chick the Show aptions link.

s Select the ‘Include information on anty these keywords' radio button, and enter
your keyword(s) in the field below.

6. Fill out all other parameters on the report. In particular, select 'impressions’ and
any other details you want reported in the Values field.

7. When you have completed all fields, click
Create Report. Your report should appear shortly in
your Download Center.

Some highly detailed keywords simply may not receive any impressions. Those keywords which
receive no impressions for a 90-day period will eventually be disabled. Please click here for
more information on the topic, 'Whal happens o keywords with no impressions after 30 days?

L ook for the -friendly gra on the graphs-only view of your report. Hese's how to
find it:

1.Login to your AdWords account.

2 Click the Reports tab at the top of the page.

1. Click Download Center.

4. Click the name of your chosen report under Recently Created Reports.

s Look under the heading View Report. If graphs are available for this report, you
will see links fitted View graphs only’ and "View data and graphs.’ (i graphs are not available, you
will see just the link "View data only.") Click "View graphs only.’ '

6. On the graphs page, select the Printer-friendly
graphs [ink. All your graphs should now load on one
page, ready for printing.
Graphs may not be available for all reports. For instance, reports with fewer than two data paints

{such as a report on a single keyword for only one date) can't be graphed because there are no
trends to chart or compare.

Similarly, please note that any report in which you selected 'Summary’ as the view parameter will
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not have graphs, because the summary view presents the average of all metrics for a given date
range. If you feel a graph should be availabie for a given report, please check and adjust your
parameters and run the report again.

Not exactly. When you run a report for a campaign, the report includes the pesformance of all
Ad Groups within the campaign. At this time it isn't possible to exclude paused Ad Groups from
your reports.

In the future, if you'd ke to view statistics for your campaign that exclude paused Ad Groups,
you may consider moving the Ad Groups into a separate campaign before pausing them.

To implement this strategy, first defete the Ad Groups that you want to pause. Then, re-create the
same Ad Groups in a separate campaign. Your original campaign will then contain only active Ad
Groups. Keep in mind that the performance history for the Ad Groups you delete and recreate
will be fost in the process.

To create a new campaign, please log in to your account and find the Create a New Campaign
links near the top of the Campaign Summary page. Click the link to create either a site-targeted
or keyword-argeted campaign, and follow the steps in the campaign sign-up wizard. After
you've created the new campaign, follow these steps to create new Ad Groups:

1.In the Campaign Summary table, dick the ad campaign that will contain your new Ad
Group.

2. Click Create New Ad Group above the table. Enter your ad text and an Ad Group
name.

a Click Create ad and continue when you're finished.
4. Enter your keywords in the field provided. Click Save Keywords when you're finished.
5. Enter the maximum CPC you want to pay, then click-Calculate Estimates.

Daily reports run every day at 1:00 am. Weekly reports run at 2:00 am every Monday. Monthly

reports run at

3:00 am on the first day of the month. All reports are run in the Pacific time zone of the United
States.

It's a matter of just a few clicks to run any report on a daily, weekly or
monthly schedule. Here are the steps:

1.Log in to your AdWords account

2 Click the Reports tab at the top of the page.

3. Choose a report type.

4 View: Select a viewing option from the drop-down menu {(summary data, or daily,
monthly, quarterly, or yearly metrics).

5. Date range: Select the date range foryour report.
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5. Ad Distribution: Select the AdWords distribution network for your ads (the entire
Google Network, the search network only, or the content network only).

7. Conversions: If you have activated conversion tracking, choose whether you'd
like to include your conversion statistics.

8. Report name and Scheduling: Enter a unique name for your report. Check the
box next to "I want to run this report in the future.’ then select every day, week or month from the
drop-down menu.

9. Emait: Check this box to receive an email nofification for your newly created
report, and for all future reports for this same request. You may also choose to receive your
reports as attachments to the notification emails. To change the email address(es) associated
with your notifications, update the email address list at the bottom of your Download Center.

10.Click Create Report.
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Report Center will now generate this report automatically at your requested intervais. if you have
asked for email notification, the system will alert you when each new report is complete.

Now the AdWords Reports Center lets you create and manage reports with more flexibility. You
can save report templates, store up to five recently created reports, and enjoy easier graphing
and more file formats.

SCHEDULED AND ON-DEMAND REPORT TEMPLATES: Save any report as a template by
selecting "l want to run this report in the future’ when creating the report. Then save it to run on
demand, or schedule it to run automatically on a regular basis. The report and its parameters
will be saved in your Download Center.

STORED REPORTS: The new Recently Created Reports area lets you download and view
your five latest reports. Older reports are automatically deleted as new ones arive.

MORE FILE FORMATS: View your report online in HTML, or download reports in multiple
formats, including . csv (for Excel), .csv, .tsv, and xml.

ENHANCED GRAPHS: Viewing and downloading graphs is easier than ever. And our new
*Printer-friendly graphs’ page gives you all graph views in one page for easy printing.

To delete a recently created report which has been stored in Report Center:

1.Log in to your AdWords account.

2 Click the Reports tab at the top of the page.

3.Click Downioad Center.

4. Find the stored report under Recently Created Reports and click ‘Delete” in the
far right column of that report.

To delete a scheduled report template, follow steps 1-3 and then look for the report under
Scheduled and On-Demand Reports. Choose Delete’ in the far right column of that report.

You can save a report template as a scheduled report or as an on-demand report. Both modes
save the parameters of your report for future use. Scheduled reports allow you to create a report
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and then set it to run automatically every day, week or month. On-demand reports doa't run
regulady, but are available for whenever you choose to run them.

Every user can have up to five scheduled reports, and can keep as many on-demand reports
as they wish.

In order to minimize download ime and give all AdWords users the best possible performance,
we email all reports in Zip format. (Zip allows a large file to be saved in a smaller, compressed
version of the same file.)

To open a Zipped report file:

- Be sure that you already have a Zip utility installed on your computer.

. Open your report file from within this message by double—clicking the file in your
e-mail program._ You can also download the attachment to a location on your computer, locate the
file, and open’it by double-dlicking on the file.

Note: if you choose to have your reports emailed to you, they will be emailed in Zip format as
long as they are under the 2MB file size limit

You can sort by column any time you're viewing an AdWords report on your browser. Just click
the title at the top of the column you wish to sort by (for instance, 'Impressions’ or ‘Maximum .
CPC’). To reverse the order of ranking, click the black up/down triangle which appears at the top
of your selected column.

Tracking & interpreting my results : Tracking leads to sales {AdWords ads) : Starting to
track your conversions

e T &

Pt SENCEN TS

Al you need to get started with conversion tracking is an AdWords account with running ads and
keywords. For additional conversion tracking setup information in printable form, please
download our Conversion Tracking Setup Guide (viewing this file requires Adobe® Reader).

To successfully place the conversion code into your website, you or someone in your
organizafion must also have a working knowledge of and access to that code.

Google helps you obtain more detailed statistics by offering the following five tracking labels:

Purchases/Sales
Helps onfine commerce sites track purchases and sales to determine retum on investment (RO1).

Leads
Appropriate for sales organizations interested in tracking how many users requested follow-up
calls for more information from a member of the sales team.
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Signups
Designed for sites interested in tracking sign-up statistics for subscriptions or newsletters.

Views of a Key Page
Helps sites track how many times users have landed on a single page that's important to your
business.

Other
Tracks a category unique to your service or business.

No. it is not possible to see your website conversion rates by individual Google Network channel.
Conversion reports are cuirently avaitable only across afl sites in the Google Network. However,
you can now track conversions and ad activity across your other ad channels - such as Yahoo!
Search Marketing (formerly Overture) and email campaigns - with cross-channel tracking. To
leam more about and/or set up cross-channel tracking, visit your Conversion Tracking page in
ign Summary section of your AdWords account.
e e . -

Yes. It is possible to compare content conversion rates and search conversion rates. These
statistics are detailed within your reports down to the Ad Group level.

You are not limited to a specific software or operating system to successfully implement
conversion tracking. However, you must be able to add the JavaScript code snippet that we
provide to your conversion confitmation page(s).

Tracking & interpreting my resulits : Tracking leads to sales (AdWords ads) : About the
AdWords conversion tracking feature

In online advertising, a conversion occurs when a click on your ad leads directly to user behavior
you deem valuable, such as a purchase, signup, page view, or lead. Google has developed a
tool to measure these conversions, and wltimately, help you identify how effective your AdWords
ads and keywords are for you.

It works by placing a cookie on a user’s computer when he/she clicks on one of your AdWords

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

page. When a match is made, Google records a successful conversion for you. Please note that

the cookie Google adds to a user’s computer when he/she dlicks on an ad expires in 30 days.

This measure, and the fact that Google uses separate servers for conversion tracking and search i
results, protects the user’s privacy. =

A conversion is registered when an ad click leads to an event that you consider valuable.
Depending on the business, a conversion can be defined as:

.A purchase
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.A signup or registration

.A request for more information
-A page view

-A demo download / game play

The page where you confirm that a user has successfuily taken one of these actions is the
conversion page. The Google Site Stats text biock is placed (generally, the Thank you for your
purchase/subscription/visit page), and is then seen by the user after a conversion occurs.

When yau have access lo conversion data in your reports, you can make smarter online
advertising decisions, particutarly about what ads and keywaords you invest in. Given better
data, you can befter measure your overall retun on investment (ROI) for your AdWords
campaigns.

For example, Bob owns an onfine business that seils eBooks. He knows how many clicks his
AdWords campaign gets, but would like to know specifically which keywords are converting to
sales. With basic conversion tracking, Bob can get this valuable information. With customized
conversion tracking, he can also report the dollar amount of each sale and get the total revenue
generated by each of his keywords as compared to the total cost of the keyword. With conversion
statistics, Bob discovers that the keyword independent eBooks has a retum on investment (RO1)
of 500%. Consequently. he optimizes his campaign by increasing the spend on that keyword,
thus maximizing his AdWords ROL

We offer two types of conversion tracking tools - one for AdWords ads
and one for non-AdWords ads. If you're using the AdWords conversion
tracking toal, clicks originating on Google.com and selected Google

hulldy 1(97{!16)8’2/“005!35 12 AM
Nelwork snes will be tracked. If you're using our cross-channel tracking tool, dicks originating on
other networks where your non-AdWords ads appear (such as Yahoo! or Lycos) will be tracked in
addition to clicks on Google.com and our network sites. To set up cross-channel conversion
tracking, visit the Conversion Tracking page in the Campaign Summary section of your
AdWords account.

Google's conversion tracking feature is completaly free. All you need to get started with
conversion {racking is a Google AdWords account with running ads and keywords, and a
basic knowledge of your website code.

By opting to use Google's conversion tracking feature, you are solely responsible for:

. Following all activation instructions as outlined in the conversion tracking FAQs.
Ensuring that the Google Site Stats text is visible at all times. You may not
pamaﬂyorfully hide or madify the text block in any way.

.-
s
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-Following all usage instructions as outlined in the conversion tracking FAQS. Please note
that we reserve the right to exercise our discretion regarding appropriate usage of the conversion
tracking feature.

To ensure a positive overall user experience with Google, we have always encouraged user
feedback regarding our services (ex: Google Search, Tootbar, and AdWords). We've also
encouraged users to email us about their experiences with specific sites they've visited via
Google. This input from our users helps us to address any potential issues and is cusrently nol
available for public use or access.

While we cannot comment on future plans for our feedback system and whether we will make this
information available in the future, we look forward {o hearing from our users about their
experiences Via this updated feedback format.

Please note that Google will only use any information cofiected to improve our overall user
experience. To leam more about Google's privacy policy, click here.

. Oy P
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We're happy lo hear that you're interested in gathering additional feedback more specific to
your own website. If you'd like to collect feedback from your customers, we recormmend
placing a link to your own feedback form on your site's confirmation page. Our updated form
should not detract from your overall website and does not preciude you from taking this
additional step. '

Also, per the tenms of our free conversion tracking feature, advertisers may not modify the
conversion tracking code supplied via the program, if even to send users to a more customized
{ocation. It is Important that users see our posted explanation of Google Site Stats and how we
monitor their interaction with an advertiser's website.

Click here to leam more about conversion tracking and feature requirements.

We are somty to hear that you do not want users to access our Google
ratings form via your website. Please note that it is not possible to opt out
of this feature. The Google Site Stats logo must be posted on the
websites of advertisers using AdWords' free conversion tracking feature.

This change is an update to an existing feedback format for users who
successfully complete an AdWords conversion. This is a valuable user
resource and we do not believe this change will detract from your
existing visitors' experience with your website.

fbia/iod np=1 {9% of 116)872/2005 335:12 AM

lfryou truly'do not want to display the Google Site Stats logo or potentially lead users to our
feedback form, you will need to remove the conversion tracking code from your website.

)
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Click hera to feam more about conversion tracking and feature requirements.

To ensure a positive overall user experience with Google, we have always encouraged user
feedback regarding Google services {e.g.. Google Search, Toolbar, and AdWords). We've also
encouraged users t0 email us about their experience with spedific sites they've visited via Google.

We've changed the format for Goagle Site Stats feedback from simple email to a more intuitive
form. While we cannot comment on future plans for our feedback system, we look forward to
hearing from our users about their experiences.

How can users reach this form?

First, a user must dick on the AdWords ad of an advertiser who has enabled conversion tracking
for their website. After successfully completing a transaction on the advertiser's site, the user will
then see the website owner’s confirmation page, and our Google Site Stats logo. Clicking this
fogo will defiver users to a page that explains how we have tracked their conversion. This same
page will also provide a link to our Google Ratings form.

We are collecting some user information from the ratings feedback form; however, this
information is not available for public use or access.

While we cannot comment on future plans for our feedback system and whether we will make this
information available in the future, we look forward fo hearing from our users about their
experiences via this updated feedback format. Please note that Googile will only use any
information collected to improve our overall user experience. If you'd fike to feam more about

Google's privacy policy, click here.

Tracking & interpreting my results : Tracking leads to sales (AdWords ads) :
Implementing conversion tracking on your site

To sel up Google AdWords conversion tracking on your site, you will need to place a snippet of
JavaScript code on your conversion confirmation pages (the Thank you for your
purchasefsubscription/visit' page). When you activate conversion tracking, Google will
transparently assign an advertiser 1D and enable conversion tracking for your account. The
code snippet will show a visibie Google Site Stats text block on the user-facing end pages to
indicate that a conversion has been completed. Here's what happens: '

- A user clicks your AdWords ad.

. Our googleadservices.com server places a temporary cockie on the user's
computer.

- If the user reaches one of your designated conversion confirmation request
pages, hisler computer passes back the cookie and requests that our server send the
conversian tracking text.

. Google records the conversion event and correlates it with your campaign, Ad
Group, URL and keyword.

. At the next report update, you will see conversion statistics from the campaign
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level down to the

keywotd level You can also track canversions and your ad activily across your other
advertising channels - such as Yahoo! Search Marketing (formerly Overture) or email campaigns
- with cross-channel conversion tracking. To set up cross-channel tracking, visit your Conversion
Tracking page in the Campaign Summary section of your AdWords account.

filling in this opﬁbné( field. However you
can further customize your statistics by entering conversion values.

What you enter into the (Advanced aplion: conversion value) Value field will depend on your
conversion type and how your site is set up. For example, if aft of the conversions recorded on a
conversion confirmation page are evaluated the same way, and you measure signups as worth
US$20.00 to your company, you would simply enter in the numeric value 20. If you're tracking
page views as conversions, you could also enter a constant number such as 1 as your value.
This allows you to track the total number of signups or leads that the visitor generated.

The number you enter here must be formatted with the decimal separator appropriate for your
interface fanguage. For example, in the US English interface you would use a dot (20.50)
whereas other interfaces may call for a comma (20,50) to denote the same value. Currency
symbols ($ and E) and characters other than your decimal separator are not accepted.

If the value is not a constant but instead changes (as with a shopping cart), you'l need to place a
dynamic variable (such as Total_Cosl) into the field in order to track properly. Make sure that the
value of the variable will be the total value of the purchase(s) when the page is loaded.

When you select Refresh, the value you entered is inserted into the Google code. Once you
place this individualized fracking code within your website code, a conversion occurs, and
your conversion statistics are updated, you'll get detailed conversion tracking data in your
AdWords report.

To keep the lext block as unobtrusive as possible, we recommend placing it in the lower right-
hand comer of the conversion page (the Thank you for your purchase/subscription/Visit page).

However, the text block should still be avaitable for your visitors to view. You should not hide, -
obscure, tamper with or distort the text block in anyway. Piease note that you may only select :
the background color for your text via the conversion tracking setup page; you may not alter the

color of your text. Finally, the text block should also be placed no further than a quarter of the

screen away from the last fine of content on the page.

To install the text block on your page, you'll need to place the JavaScript code snippet between

the <body> tags of your web page HTML, closer to the </body> tag. You should not add the o
code to dynamically-generated header and footer code. Doing so will cause you to track every

page sharing the same header or footer, leaving you with meaningless conversion stafistics.

Please be sure to copy-and-paste the entire code snippet we provide. The conversion code you
place within your site code should not interfere with any other code, including other tracking code.
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I your conversion confimnation page is secure (the URL begins with htfps:/}, then you should
choose the https:// secusity level option. This changes the security level of the JavaScript code
snippet, and ensures that your customers won't see a security alert when they complete a
conversion.

You can easily verify that you have inserted the code snippet corectly
on your website by completing a test conversion on your site. You
should see the Google Site Stats text on your post-conversion page.

To verify that the code and conversion reporing are working comrectly,
you can wait for a conversion to ocour on your site from an AdWords ad.
Once this happens, check the conversion column in your reports to see
that the conversion registered. Please note that updates to your account
information take at least an hour.

Finally, you can also verify the full process yourself by searching on
Google, clicking on one of your ads, and
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completing a conversion on your site. We recommend that you wait for a conversion to occur,
though, because this method costs you an ad click. You should see a small but cleasty visible text
block on the conversion pages where you've placed the code. Again, you should then check your
conversion reports to ensure that the conversion has recorded comrectly.

You do not need different code to track conversions by campaign, Ad Group, keyword, or other
statistic types. By placing the one snippet of code on one or more of your site’s conversion
confirmation pages, you will automatically receive all of those conversion report statistics.

Google has chosen to use visible ‘Google Site Stats' text for the conversion tracking process to
make this process apparent to users. Our goal is not to place our brand or promote our
company onh your web pages; however, we feel that it is important to be honest with and respect
the privacy of users being tracked.

For example, if users see and click on this text, Google provides them with information about not
accepting the conversion tracking cookie if they wish, and we assure them that none of their
personal information is being used or recorded i any way. Users can also leam more about
conversion tracking itself by clicking on this text, and will also have the opportunity to provide
feedback about their experience with your site.

Previously, our conversion tracking feature used a visible image for confirmation pages. Now,
our simple text format will fit more seamlessly into your website pages. You'll be able to choose
the format of your text and select a color that coordinates with your website design.

We ask that you place your conversion tracking code (and therefore, the text block) in a comer
of your confirmation page (the page after a transaction has taken place). Please nole that this
text block must appear as is; the conversion tracking code generated via your account must not
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be altered in any way. Please note that you may only select the background color for your text,
you may not alter the color of your text either during or after the conversion tracking setup
process.

NOTE: if you've already implemented the conversion tracking code and currently have the
Google Site Stats image on your confirmation page, the code will continue to function as noamal
without any impact on your account statistics. If you'd like to use the new simple text format, you'l
need to go through the code generation process from start to finish. To do so, follow these steps:

1. Log into your AdWords account.
2_ Click Conversion Tracking under the Campaign Management tab.
3. Click Get conversion tracking code in the box to the left-hand side.

When you place the conversion tracking code snippet on your conversion confirmation page and
a conversion occurs via an AdWords ad, a small but visible text block containing the text Google
Site Stats will appear wherever you've placed the code. By indicating the language of your
website, we can match the text to your site’s language. Therefore, we ask that you select your
website language when setting up conversion fracking for your account.

Tracking & interpreting my results : Tracking leads to sales (AdWords ads) : Advanced
conversion tracking

Google has chosen to use visible Google Site Stats text for the
canversion tracking process to make this process apparent to users. Our
goal is not fo place our brand or promote our company on your web
pages; however, we feel that it is important to be honest with and respect
the privacy of users being tracked.
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Far example, if users see and dlick on this text, Google provides them with information about not
accepting the converslon tracking cookie if they wish, and we assure them that none of their
personal information is being used or recarded in any way. Users can also leam more about
conversion tracking itself by clicking on this text, and will also have the opportunity to provide
feedback about their experience with your site.

We made the Google Site Stats text block as unobtrusive as possible, and ask that you place it
in a comer of your confirmation page (the page after a transaction has taken place).

Users will see the Google Site Stats text after clicking on your AdWords ad and making a
transaction if you placed the code snippet on your confirmation page (the Thank you for your
purchase/subscription/Visit page). i users are confused or concemed, they can simply click the
text to leam mare about conversion tracking and reassures them that Google respects their
privacy by not recording any personal information. Users will also have the option to provide their
feedback about their experience with your website.
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To implement conversion tracking, Google gives you a JavaScript snippet to paste on the pages
you wish to track. This code builds a URL that passes parameters back to Google and allows you
to display the Google Site Stats lext on your page. The query string data is used in the following
way:

. google_conversion_id: A unique value that allows Google to idenfify the

adverfiser receiving the conversion.
google_conversion_value: A numeric value defined by the advertiser equaling
the value of the conversion.

. google_conversion_label: The type of conversion that occurred (purchase,
sign-up, page view, or lead). Google does not cusrently support advertiser-defined conversion
types. Consequenily, you cannot customize this string.

google_conversion_Janguage: The fanguage of the conversion tracking
Google Sﬂe Stats text that appears on your website.

If your conversion rate exceeds 100% - i.e. 101%, 102% - it may be because certain browser
types prevent us from recognizing Google custorners retuming to a specific webpage as a repeat
customer. Therefore, each time the retuming customer revisits your conversion page, we dlassify
him/her as a new customer and record a conversion (instead of a fransaction). in effect, your
conversion rate may surpass 100% at times.

The conversion tracking code snippet will show a visible Google Site Stats text block on your
website's user-facing confirmation pages to indicale that a conversion has been completed. This
text will only appear to users who have been referred to your site by Goog!e- Here's what
happens:

. A user clicks your AdWords ad.

. Qur googleadservices.com server places a temporary cookie on the user's
computer. .
. if the user reaches one of your designated conversion confirmation request
pages, his’her computer passes back the cookie and requests that our server send the
conversion tracking text.

- Google records the conversion event and correlates it with your campaign, Ad
Group, URL and keyword.

. Al the next repart update, you will see conversion statistics from the campaign
level down to the keyword fevel.

Yes. You can track more than one kind of conversion by creating a
cusiomized report in your account The AdWords Create Report section
lets you generate reports showing performance statistics and conversion
data for your account, campaigns, Ad Groups, keywords, ad text, ad
image, and URLs.
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To creale a customlzed report:

1.Log in to your AdWords account.
2. Click the Reports tab at the top of the page.
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3 Click Custom Report Select the information you'd like in your report (see below
for an explanation of each report parameter). Schedufing: If you think you'd like to repeat the
report later, select 'l want to run this report in the future.” Then choose a daily, weekly or monthly
run schedule, or chaose ‘on demand (only when { request it)" to save the report to be run later
manually from your Download Center. Email: Check this box to receive an ematl notification for
your newly created report (and all future reports from this same template).

a.Click Create Report.
Customized report
parameters:
View: To see averaged statistics, click the radio button next to "Summary data.’
To see staﬂsncs by day, click the radio button next to ‘Daily metrics.’

. Date range: To see statistics for a general date range, click the radio button next
to the first drop-down box and select your dates. For a more specific date range, click the radio
button next to the second drop-down box and select your beginning and end dates.

. Detail level: Click 'Show options’ to view additional account details that can be
displayed on your report. You may include any of the following in your final report by selecting the
checkboxes beside them:

. Keyword names: Click the radio buttons to choose "All keywords’ or ‘Only these
keywords.’ For the latter, enter your specific keywords in the fieid.

. Keyword status: Make selections from the drop-down box to broaden or narow
the keyword status scope that will be shown in your report.

. Campaign names: Make selections from the drop-down box to include specific
campaigns or campaigns with a particular status in your repost.

. Ad Group names: Make selections from the drop-down box to include specific Ad
Groups or Ad Groups with a particular status in your report.

- AdWords type: Make selections from the drop-down box to include content
results, search resuits, or both in your report.

. Values: Select the checkbox{es) beside the statistic type(s) you'd like to show in
your report.

. Ad text: Select the checkbox(es) beside the ad text elemeni(s) you'd fike to
include in your report.

. Conversions: Select the checkbox{es) beside the conversion data you'd like to
include in your report. )

. Report name: Enter a unique name for your report.

You can frack conversions by ad text and keyword, at the same levels as you track ad clicks
today: campaign, Ad Group, URL, and keyword.

There is no kmit on the number of conversion pages you can track. To define conversion pages,
you simply place the conversion code on them. Please note that you should track only
conversion pages {the Thank you for your purchase/subscription/visit page).

When the conversion code is added to the pages you want to track, you'll automatically get basic
conversion statistics (an overall number of conversions completed). You can also use an optional
feature that caiculates the value of your clicks based on a numeric amount you assign to the
conversion. Leam more.
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No. It is not possible to isolate specific conversions that occur on your
website. Google AdWords conversion tracking provides you with overall
conversion data. The reason is that tracking conversions of specific users
would violate user privacy.

Google's conversian tracking server complies with P3P privacy policies
{(in English). For more information on Google’s privacy policy, please chck
here.

Yes. You can stop either AdWords or cross-channel conversion tracking {or both) from the
Conversion Tracking page in the Campaign Summary section of your account. Please nole
that if you pause your campaign, Google will stop collecting and displaying conversion
information for your account. Also, even if you choose to stop conversion tracking, your
historical conversion data will always continue to appear in your Report Center reports.

After you stop conversion fracking from within your account, review the relevant section below for . .
the type of tracking you'd like to stop; additional steps may be required if you'd like to fully disable
(rather than temporarily stop) conversion tracking.

Stop AdWords Conversion Tracking

After you click Stop AdWords tracking, the conversion statistics columns will no longer appear
on your Campaign Summary tables. Cross-channe! conversion tracking will still be available as
long as you keep the JavaScript code snippet on your conversion pages. if you don't need cross-
channel fracking, we suggest that you remove the code snippet from your conversion pages.

To start tracking again: If you ever change your mind, you can always retum to the Conversion
Tracking tab and set up AdWords conversion tracking again, with one difference. if you never
removed your original tracking code from your website pages, you won't need to add it again
(unfess you'd fike to change the tracking parameters, values, or place them on different pages).
When you're finished with the setup process, dick Continue to Cross-Channel Setup.

Stop Cross-Channel Tracking

After you click Stop cross-channel tracking, the Cross-Channel tab and your cross-channel
statisfics will no longer appear on your Campaign Management page. In order to stop sending
data to Google, please do the following:

- Remove the cross-channel JavaScript code snippets from your landing pages.

. Change the tracking URLs in your nan-AdWords ads back to their old format,
removing the special text that was added to enable cross-channel tracking. (if you'd still like to
use regular AdWords Conversion Tracking, be sure to leave the code snippets intact on your
conversion pages.)

To start tracking again: if you ever change your mind, you can always retum to the Conversion

Tracking tab and set up cross-channel conversion tracking again, with one difference. If you

never removed your original tracking code from your website pages, you won't need to add it

again (unless you'd like to change the tracking parameters, values, or place them on different

pages). However, you will need to modify the tracking URLSs for your non-AdWords ad

campaigns again. When you're finished with the selup process, click Test Setup. -
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We want to notify the user that his/her site activity is being tracked. However, because we also
want b protect the user’s identity, we atso make it clear that we don't record or use the user’s
personal data in any way.

Conversion tracking will not have an impact on how fast yous web pages load. The JavaScript
snippet communicates with our conversion tracking server so quickly that site visitors shouldn't
notice any change in page loading performance.

Tracking & interpreting my results : Website analytics : Urchin and
AdWords conversion tracking

These two products, though separate, are geared toward a similar
purpose - helping website cwners

analyze their website perfonmance so that they can make better business decisions

and get great performance results.

AdWords conversion tracking

in online advertising, a conversion occurs when a click on your ad leads directly to user behavior
you deem valuable, such as a purchase, signup, page view, or lead. Googie has developed a
tool to measure these conversions, and ullimately, help you identify how effactive your AdWords
ads and keywords are for you.

It works by placing a cookie on a user’s computer when he/she dlicks on one of your AdWords
ads. Then, if the user réaches one of your conversion pages, the cookie is connected to your web
page. When a match is made, Google records a successful conversion for you. Please note that
the cookie Googie adds to a user’s computer when he/she dlicks on an ad expires in 30 days.
This measure, and the fact that Google uses separate servers for conversion tracking and search
results, protects the user’s privacy.

Urchin website analytics

If you'd like to take advantage of more robust website analytics, we encourage you to try Urchin
On Demand for just $192 per month. In addition to basic conversion tracking, Urchin also offers
sitewide pageview analysis, advanced goal definition, conversion funnel analysis, and various
advanced conversion reports. Click here to learn more about Urchin and try out our free demo.

AdWords is all about showing targeted ads to web searchers so that they choose the ads that
are most relevant fo them. But what happens after they click on your ad? Urchin will provide you
with the actionable information that you can use to increase your ROl by tracking conversions,
improving your content, and optimizing your AdWords campaigns.

Consider web analytics as the next step in conversion tracking - don't worry, we'l still be
supporting our free Conversion Tracking tool - we want to provide you with as many tools as
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possible to improve your advertising campaigns and make the web experience better for
everyone.

-For information about Googles acquisition of Urchin, visit http-/Avww_google.com/urchin
-For mare information about Urchin, wsit hitp:/Avww urchin com.

We'lt continue to offer our conversion tracking tools via the AdWords product and encourage
users to pick the conversion tracking toof that serves their needs.

This shouldn't affect your use of our free AdWords conversion and cross-channel tracking tools. If
you'd fike to take advantage of more robust website analytics, we encourage you to try Urchin On
Demand for just $199 per month_ In addition to basic conversion tracking, Urchin also offers
sitewide pageview analysis, advanced goal definition, conversion funnel analysis. and various
advanced conversion reports. Click here to leam more about Urchin and try out our free demo.

For more information or assistance with AdWords conversion tracking tools, review the
AdWords Conversion Tracking FAQ.

Tracking & interpreting tny results : Website analytics : Urchin website analytics

Urchin anonymously tracks how visitors interact with a website including
where they came from, what they did on a site, and whether they
completed any of the site’s conversion goals. Website owners can then
review this information in easy to read reports.
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Urdm works much rke Googles Conversion Tracking tool. Urchin places a cookie on a user’s
computer when he or she visits any website where Urchin has been instafled. As the user
navigates throughout the site, Urchin uses the cookie to identify which pages the user visited and
where he or she exited the site. Urchin then provides the website owner with aggregated (totaled
across all the visitors of that site), anonymous information about general user behavior. Urchin's
cookie is a first-party cookie. (A first-party cookia is a unique cookie provided by the particular
server a visitor accesses when visiting a website.)

_ Installation of Urchin On Demand is similar to conversion tracking, and just as simple. To sign up for
Urchin On Demand in one of the available languages, follow the steps below:

1 Vistt the Urchin home page and click sign up today. if you want to switch languages, use
the drop-down menu at the top of the page.

2 Enter your contact and bliling information. You'll also be asked {o accept the License Agreement.

3. Check your email inbox for a message from Urchin. Click on the link in the message and
then choose a password for your Urchin account.

4. Download your UTM (Urchin Traffic Monitor), the JavaScript code to place on your website.

5. When you downtoad your UTM, you'll also receive a Rle with instructions on how to install
the code. Follow the instructions to install the UTM on your website.

6.Log in to your new Urchin On Demand account and set your conversion goals. You may wish to
refer to the
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Urchin reference article on setting your goals. At this point, you'l be ready to start evaluating your
websitt_a performance.

Far more information on a variety of topics related to instalting and maintaining your Urchin account, see
the Urchin Asticles or the Urchin Documentation Center (Engtish only).

Yes, Urchin can track aff types of online media including banner ads, referral finks, email
campaigns, organic and paid search. Urchin is able to track any fink into a site and can perform
retum-on-investment {RO!) calculations if the cost data is imported. We're pleased to announce
that Urchin will automatically import the cost data from Google and calculate the ROf from
AdWords campaigns.

Uschin currently offers both an On Demand service and a downioadable software product. Urchin
On Demand has the latest report set such as GeoMap Targeting and Website Overlay reports. All
website data is hosted on Google servers. Instailation requires simply adding a snippet of
JavaScript on pages you wish to track. Set up is simpler than the software version and may resuilt
in a {ower total cost of ownership.

Urchin software is hosted on the website owner’s system and only has a subset of the reports
that are available in Urchin On Demand. The data is stored on the website owner’s system.
This version is more difficult to install as it requires additional [T expertise to configure and set

The Urchin websile (hitp/Avww.urchin.com) and support team are available to answer any questions you
may have about the product.

-Click here to open a support ticket for your Urchin product or view the Urchin
Documentation Center {(English onty).

-For more information on Google's acquisition of Urchin, and what this may mean
for you if you're an Urchin user,
click here.

Currertly, Urchin On Demand is
avallable in the following
languages:

. Chinese

-Dutch

-Enghsh (US)

French

Geman

Ltatian
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JJapanese
JKorean
.Portuguese

.Spanish Sign up for Urchin On Demand in one of these tanguages here. To switch languages, use the
drop-down menu at the top of the page.

We're working difigently on making Urchin available in more languages, and we appreciate your
patience. Urchin software is available in vasious countries through resellers. To check availability of the
Urchin software in your language or country, please visit http2/’www_urchin.com.

Tracking & interpreting my resuits : Tracking leads to sales {non-AdWords ads) :
Cross-channel tracking overview

Google's cross-channel tracking gives you quick and easy access to the performance data for alt
your onfine advertising channels - including pay-per-click ads on search, email, banners, and
more - all from one convenient location. From your AdWords account interface, you'll leam which
campaigns are producing the highest conversion rates so you can make more informed decisions
about where and how to spend your advertising dolflars. As an added banus, this tool is available
free of charge.

Cross-channel conversion tracking is a lool for analyzing and comparing all your online
advertising efforts in one location. The process for recording a conversion is the same as
recording an AdWords conversion. The difference is that instead of tracking conversions for just
thase using Google.com and the Google Network, this tool tracks conversions and ad
effectiveness across other locations where your ad might appear. Cross-channel tracking
statistics will appear within your AdWords account on a separate Cross-Channel tab on your
Campaign Summary page.

We'll provide you with a Google tracking URL(s) for each channel campaign - such as Yahoo!
Search Marketing (formerly Overture) or banner ads - that you set up. You'll use this URL(s) as
the Destination URL for your other channel’s ad(s). When a user clicks on this ad from any
location, we'll place a cookie on the user’s computer, which in tum sends information to the
Google server about the activity of the click. We'll record the location from which your user found
your ad and ather details, such as the specific keyword query used.

We obtain detafted cross-channel tracking data from the parameters located,in the Google
tracking URL we provide for you. This Google tracking URL appears as follows (where the
letters in alt caps represent customizable text specific to your information):

HTTP//YOURDOMAIN.COM?2gkw=KEYWORDHKE YWORD &gad=CHANNELADINO
‘For example, if your Destination URL is http://electronics.com/canon.htmi, your keyword
phrase is ‘canon cameras,” and your Google ad 1D ("gad 1D"} is A9078783, your Google
tracking URL will appear as:
htip-//electronics.com/canon.htmi?gkw=canon+cameras&gad=A9078783

For more information on how to set up cross-channel tracking within your AdWords account,
please click here
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First of all, youl need to have AdWords conversion tracking enabled for
your account. After you set up conversion tracking from your Conversion
Tracking page in your AdWords account, you'll see the option to
Continue to Cross-Channel Setup.
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There are two set-up options - one for PPC channels and one for non-PPC channeis. You'll
need to set up one or more campaigns for each channef that you want to track. The easiest way
to set up cross-channel tracking is to create a separate channel campaign for each Destination
URL that you use. For instance, if you've created three different ads poinfing to unique landing
pages for Yahoo! Search Marketing (formerly Overture). you'll want to create three different
channel campaigns in the cross-channel tracking setup wizard.

In overview, here are the steps to set up cross-channel fracking:

1. Choose an advertising channel.

2 Create a campaign for this channel

3 Insert our JavaScript code into your website’s landing page. Then, insert the
auto-generated URL(s) into your related channef’s ad.

4. Test your setup.

VERIFY YOUR CROSS-CHANNEL TRACKING SETUP

The best way lo verify that you have correctly set up your cross-channel campaign is to
complete a test conversion on your site. You should see the Google Site Stats text on your
fransaction confirmation page.

You can also verify the full process yourself by conducting a search on Google, clicking on one of
your ads, and completing a conversion on your site. We recommend that you wait for a
conversion to occur, though, because this method will cast you an ad click. You should see a
small but clearly visible text block on the conversion pages where you've placed the code. Again,
you should then check your cross channed reports to ensure that the conversion has recorded

correctly.

Please note that conversion statistics reporting within your account may be delayed up to 24
hours.

Ttackiné campaigns are mock ad campaigns that represent your cross-channel campaign setup.
When you create one within the cross-channel conversion tracking wizard, you're only creating
the shell of your non-AdWords ad campaign.

Rest assured that you aren't creating additional AdWords advestising or influencing the existing
ad campaigns within your non-AdWords advertising accounts. The sole puspose of these mock
campaigns is to help us organize how we set up tracking for and eventually report yaur
conversions within your account.

Gaogle cross-channel tracking tool is free far AdWords advertisers. All you need to get started is
to have conversion tracking already enabled in your Google AdWords account and an active ad
campaign through ancther (non-AdWords) online advertising channel.
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For more information on how to set up cross-channel tracking within your AdWords account,
please click here.

e

By collecting and comparing performance data for ad campaigns that you may run across
different advertising channels - fike Yahoo! Search Marketing (formerly Overture), email, and
banner ad campaigns -you can find out which campaigns serve you best. When you've identified
the campaigns that produce more sales and leads for your service or business, you can edit your
campaigns to focus your dollars where they count. This means that you spend your advertising
budget on campaigns that gel you resuits.

While other providers charge monthly rates for a standalone tool, you can
take advantage of similar features from within your AdWords account for
free. This gives you quick, easy access to your performance data for
multiple advertising channels - including pay-per-click ads on search,
email, banners, and more - from one convenient location. You'll leam
which campaigns are producing the highest conversion rates so you can
make more informed decisions about where and how to spend your
advertising dollars.
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Tracking & interpreting my results : Tracking leads to sales {non-AdWords ads) :
Setting up cross—channel tracking

To keep the text block as unobtrusive as possible, we recommend placing it in the lower right-
hand corner of the conversion page (the Thank you for your purchase/subscription/visit page).
However, the text block should still be available for your visitors to view. You should not hide,
obscure, tamper with, or distort the text block in any way. Finally, the text block should also be
placed no further than a quarter of the screen away from the last line of content on the page.

When you set up crass-channel tracking, you'll be able to select the format of how the text block
is displayed on your selected conversion pages. You'll also be able to customize the background

No. You'll only need to paste the JavaScript code snippet into your designated conversion
pages once.

You can set up tracking campaigns for ail of your other online advertising channels. To get the
best averall picture of how all of your channels are performing in refation to each other, you
should set up one or more unique campaigns for each channel, such as search, email,
banners, and others. Each campaign should include one Destination URL for the most
comprehensive tracking.
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From the Cross-Channel tab on your Conversion Tracking page in your AdWords account,
you'll learn which campaigns are producing the highest conversion rates so you can make
more informed decisions about where and how to spend your advertising dollars for the best
overall return on investment (RO1).

The most efficient way to manage a price-per-click (PPC) channel campaign (see our glossary of
terms) with multiple keywords is to ufilize Tracking URLS for your top-performing keywords. As for
your additional keywords, you can group them under a single keyword, such as general, and use
the provided URL for any keywords that you don't wish to track. With this opfion, you won't have
to add unique URLSs for each additional keyword.

The most efficient way to manage a campaign with multiple keywords is to utifize Tracking URLs
for your top performing keywords. As for your additional keywords, you can group them under a
single keyword, such as general, and use the provided URL for any keywords that you dont wish
to track_ With this opfion, you won't have to add unique URLSs for each additional keyword.

-—F

in order to maintain the most accurate conversion data and ensure that this feature works
coirectly, Googie requires that you don't alter the tracking URLs provided for you.

Tracking & interpreting my resuits : Tracking leads to sales (non-AdWords ads) :
Cross-channel concerns

To set up tracking URLs for your Yahoo! Search Markeling {formerly
Overture) account, please follow these steps:

t.Log in to your Yahoo! Search Marketing account.
2 In your DirecTraffic Center, click Account Set-Up.
3. Under Yahoo! Easy Track, click the On button.
4.Click Submit.

gzl o o 1 (209 of 1) DS 5-35:12 AM

The best way fo maintain accurate conversion data for pay-per-click (PPC) channels is to
enable Tracking URLSs for your respective channel’s account. To leam more, please visit your
other provider's FAQ page.

TRACKING URLS DISABLED

When Tracking URLs are disabled or you don't have this option, you'll need to monitor each of
your non-AdWords campaigns more reguiarly. Each fime you modify or add a keyword in your
active non-AdWords ads, you'll need to update your Google tracking URL in order to maintain

accurate tracking statistics.

For instance, if you use the keyword “cats” for a Yahoo! Search Marketing (formerly
Overture) ad, and change this keyword to “cat food” in your Yahoo! Search Marketing
account, you'l need to use a new Google tracking URL that matches the keyword "cat
food.*
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To generate a new Google tracking URL, please follow these steps:

1.Log in to your AdWords account, and navigate to your Campaign Summary page.

2 Click the Cross-Channel tab.

3. Click on the appropriate channel campaign.

4.Click Get new keyword URLSs fink.

5. Enter your new keyword(s) into the correct box

& Click Continue.

1.Log in to your channe! account, and navigate to the listing containing the new keyword.

a Copy and paste each new Google tracking URL from your AdWords account into
the appropriate URL field of the ad within your channel account.

8 Save all changes in your channe! account. You should recsive tracking data
within 24 hours after someone clicks on your ad.

Shortcut: Altematively, you can make manual edits to your Google tracking URL when you
make any changes to your cuirent keyword in your channel account. Simply replace the
curent parameter located after gkw= with your new keyword(s). -

HTTP/YOURDOMAIN.COM?gkw=KEYWORD+KEYWORD&gad=CHANNELADINFO

CHANGING DESTINATION URLS
Whenever you change your Destination URL in any of your channel's ads, you'll need to
generate a new Tracking URL(s). Follow these steps when you change your Destination
URL:

1.Log in to your AdWords account.

2 Navigate to your Campaign Suminary page.

a Click Cross-Channel tab.

« Click the channel campaign that you want to edit.

s. Click the EdIt settings link at the top of the page.

& Enter your new Destination URL into the appropniate field.

7.Click Save Changes.

a.If you haven't already done so, paste the JavaScript code into your landing page's
code.

s Log in to your channel account, and navigate to the listing containing the new keyword.

10 Finally, paste the new tracking URL(s) generated into the appropriate URL field
of your other :
channel's ads.

11. Save all changes in your channel account. You should receiving tracking data within
24 hours after

someone dlicks on your ad. Shortcut: Alternatively, you can make manual edits to your
Gaogle racking URL when you make any changes to your current Destination URL in your
channel account. Simply replace the parameter at the beginning of the Google tracking URL
before ?gkw’ with your new Destination URL. In the example below, you'd replace
HTTP#YOURDOMAIN.COM with your new Destination URL.

HTTP://YOURDOMAIN.COM?gkw=KEYWORD+KEYWORD&gad=CHANNELADINFO

No. Your Yahoo! Search Marketing (formerly Overture) ads will not need
to be reviewed again if you add Tracking URLs. By simply clicking the On
button from the Account Set-Up page within the Yahoo! Search
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Marketing DirecTraffic Center, your existing URLs will be appended with information that will
allow you fo identify traffic driven by Yahoo! Search Marketing and its affiliate network.

For more information on enabling tracking URLs in your Yahoo! Search Marketing account,
please click here.

Your other online advestising providers should not penalize you for using Google tracking code
in your ads, just as they wouldn't penalize you for using third-party tracking software.

Your other channels should be aware that the Google tracking URLs are provided merely for the
purpose of tracking conversions. Please note that Google does not have a business relationship
with any of the various other online advertising channels, including Yahoo! Search Marketing
(formerly Overture), email, banners and others. However, Google objectively rmonitors your other
online advertising channels the same as a third party would.

No. You can conveniently set up crosschannel tracking without worrying about affecting or
interrupting ad delivery for your other non-AdWords advertising channels.

Tracking & interpreting my results : Tracking leads to sales {non-AdWords ads) :
Analyzing results

Once you've set up cross-channel tracking, we'll automatically start showing statistics for each
new keyword you add as soon as it gets a dick. Please note that conversion statistics reporting
within your account may be delayed up to 24 hours.

You can easily verify that you have comectly set up your crass-channel campaign by completing
a test conversion on your site. You should see the Google Site Stats text on your post-
conversion page. You can also verify the full process yourself by searching on Google, clicking
on one of your ads, and completing a conversion on your site. We recommend that you wait for
a conversion to occur, though, because this method costs you an ad click. You should see a
small but dearly visible text block on the conversion pages where you've placed the code.
Again, you should then check your cross channel reports to ensure that the conversion has
recorded comrectly.

Generally, muttiple URLs offer more specific keyword data but are harder to maintain. One URL
is easier to maintain but only provides one set of data for all your keywords. =

When you use mulfiple Gaogle tracking URLSs, you'll generate a URL for each specific keyword
for your channel campaign, and paste each URL into its corresponding ad. This allows you to
receive specific data for each keyword you add. Note thatif you have a large number of
keywords, you can add your top performers individually and use one URL for the rest,
aggregating them under one keyword such as general.
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Generally, one URL is easier to maintain but only provides one set of data for afl your keywords.
Multiple URLSs offer more specific keyword data but are harder to maintain.

When you use one URL for your campaign, you'l paste the same URL into multiple channel ads,
and receive one set of data. Basically, all of your traffic for your channel will be aggregated under
one Google tracking URL, and you'll see one set of statistics for that channel in your Cross-
Channel tab on your Conversion Tracking page.

Once you've set up cross-channel conversion tracking, you'll be able to
view detailed click stats, including
clicks and convession rate, for all of your related online advertising channels. You'l also be able
to compare how individual keywords convert across channels.

To view cross-channel conversion statistics:

1. Log in to your AdWords account.

2 From the Campaign Management tab, click on the Conversion Tracking link

a The Cross-Channel tab displayed on this page will allow you to access the
performance data for all of the channels which you've set up across the date range you specify.

My Client Center : Overview

In response to advertiser feedback, Google AdWords offers a powerful tool for handling multiple AdWords
accounts:

My Ctlent Center (MCC). MCC altows supporl for large advertisers with multiple AdWords accounts and
third-party

agencies, such as search engine marketers {SEMs), search engine optimizers {SEOs), and automated bid
managers

(ABMs), who manage and optimize multiple AdWords accounts.

With MCC, client managers can:

. Easily view up to 1,000 linked AdWords accounts, including other client manager
accounts, via the My Client Center view.
- See relevant information for all linked AdWords accounts in one place.

. Run reparts across multiple client accounts at once or downtoad the client "dashboand”
into a csv file.
. Use a single login to access all AdWords accounts.

.Create AdWords accounts and link them to this master account. Clients can, as always, log In 1o their
individual accounts and still maintain access to their login information. The benelit is primarily for the chent
manager, who can now access the clienf manager account via one login, as well as easily view all linked
AdWords accounts within the My Client Center view. The client manager account acts as a master account,
providing access to all AdWords accounts linked to it

A client manager account Is a Google AdWords umbrella account containing access to individual
AdWords accounts and other client manager accounts that have the same client manager. This
functionality is possible because AdWords accounts are linked to the client manager account,
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which acts as a2 master account

Client managers can access muitiple AdWords accounts via the dlient manager account login —
no more logging in and out to switch between AdWords accounts. In addition, client manager
account owners can now see all their individua! and dient manager AdWords accounts in one
place via the My Client Center view.

AdWords Accounts

AdWords accounts belong to their respective owners. Clients can access their own accounts at any
time and can tenminate the retationship with the cent manager at any fime. Although the cient account
is linked to the dient manager account along with other dlients, no dlients have access (o any other
accounts but thelr own.

Client managers can update campaigns and otherwise manage account tasks for thelr dlients bul do not
have access to change proprietary client information such as login information. Client managers can view
bifling summary history information and edit billing information for their client accounts.

Client Manager Accounts

Only a dlient manager and Google Client Sefvice Representatives have access to the client manager
account. Sy extension, they will also have access to informnation regarding all related accounts via the My
Client Center view. Like clients, client managers can terminate relationships with dlients at any time.

Your account will hot be-affected by this change. A client account can be
finked to or unlinked from a client
manager account without losing your campaign history or your access to any AdWords
program features. While you have access to unfink your account from a client manager’s
account, a client manager and your Client Service Representative only have the ability to link
accounts.

To unlink your account from your client manager’s account, please follow these steps:

1.Log in to your AdWords account.

2 Click the My Account tab.

a Click the User Preferences link.

4 Under Client Manager Account Access, click Disable manager access.

5. Click OK. Once unlinked, you can ask your new account manager to link your account to
your new manager’s account.

‘Once you or your Client Service Representative links another cient manager account to
yours, you can manage the account in the same way that you currentty manage other
individual AdWords accounts. This means that you retain the same granular level of
functionality for managing accounts. The main difference can be seen from your top-level My
Client Center view, which distinguishes client manager accounts from individual accounts.

To access one of your client manager accounts, log in to your My Client Center account From
here, you can navigate to other client manager accounts by doing one of the following:
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. Select the client account from the My Client Center Jump to client drop-down
menu listed at the top of the page. Client manager accounts are denoted by asterisks.

- Click on the account from the main client account box. Client Manager is
indicated beneath
Customer ID.

A dlient manager account is similar to a tree’s architecture in that each diient manager account
can support ather branches of individual accounts and client manager accounts. In um,
branches made up of client manager accounts can also produce other branches of individual
and client manager accounts, and so on and so forth. To help you navigate through this
structure, a breadcrumb located at the top of each account page records how marny account
levels deep you are. -

Individual AdWords accounts remain unchanged, except that they are now linked fo a client

manager account. For example, invoicing and payment methods are not affected when an
account is finked to a client manager account. Clients continue to have access to their bilfing and
login information. From the dient’s perspective, the account will look the same as ever, and is
accessible with the same login information as before.

With My Client Center, client managers can now switch between AdWords accounts without
using multiple unique logins or logging out. They can now view information across multiple
AdWords accounts within the My Client Center view.

If, as a client manager, you own a Google AdWords account with its own campaigns, we can
convert thal account into a client manager account. You wil retain your account history and you
can access your campaigns as any client would. However, agencies that did not previously have
their own AdWords account will be given new, fully functional client manager accounts.

When your existing service relationship with a client has ended, you will no longer have access to
that client. Therefore, if you or your client removes the link between the client and the dlient
manager accounts, you will not see that client listed within the My Client Center view.

on behalf of thelr Google AdWords advertising clients.

My Client Center : Features and Functions

Your My Client Center (MCC) provides functionality so you can easfly fink and unfink an existing or new
AdWords account to yours.

tinking an existing AdWords account

Yo link an existing AdWords account to your MCC:
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1. Retrieve your client'’s AdWords login email and password (which establishes your dlient's
pemission to {link the acoount 10 yours).

2. Log in to your MCC.

3.Click the Link existing account fink above your client accounts table.

4.Enter your new clienf's login email and password into the appropriate fields.

s. Click Submiit. Alternatively, if you don'l have your dient's login password, you can simply entes your
his/her login email into the corresponding field for Link existing account. When you hit Submit, the client
feceives a notification that fvites him/ her to fink {o your account. During this process, you'll see a pending
notification for the dient account in your MCC. Upon the client's acceptance, you'l receive a confimnation
rotification and the client account will be aitomatically kinked to your account.

Linking a new AdWords account

To create an AdWords account and fink it to your MCC:

t.Log in to your MCC.

2. Click the Create new account link above your client accounts table.

3. Complete the form, and click Create Account

. Click Create a campaign lo create your clienl's campaign in the AdWords sign-up wizard.
Then, retum to your MCC to enter your clienf's biffing information. You need to enter this information to
activate your new dlient account. You can also retum 1o this step later by clicking the clienls account in your
main MCC view.

Unlinking an account

To unlink an account from your MCC:
1.Log in to your MCC.
2 Click on the client account you would like to unfink.
3 Click the My Account tab.
4. Click the User Preferences link.
5. Under Client Manager Account Access, click Disable manager access.
& Click OK.

You can run many different report types through your My Client Center’s Client Reports tab:
Account, Campalgn, Ad Group, Keyword, Ad Text, Ad image, URL, and Custom. For each report,
you can choose to generate data for all or selected dlient accounts that are linked to your My
Client Center account. '

Google provides full online statistical, financial, and conversion reporﬂng to help you keep track of
your ads performance.

With My Client Center. you can manage other client manager accounts in the
same way that you manage individual AdWoards accounts. In order fo link
another client manager’s account to yours, you'll need the manager's login email

and password.

Please follow these steps to link the account:

1 Retrieve your client manager's AdWords login emad and passmrd (which establishes
your client’s permission to fink the account to yours).

2 Log in to your My Client Center account.

3. Click the Link existing account link above your dient accounts table.

4 Enter your new cliet manager’s login emat and password into the appropriate fields.
Note: You cannot send your dient manager a request {0 be managed email. This functionality is onfy
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available for client accounts.
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5. Chck Submit. You mt; fink to a maximum of two levels of client manager acoounts - above or below

yow own.

Your My Client Center reports offer much of the same functionality as your individual
AdWords account’s reports. The main difference is that instead of accessing data for just one
AdWords account, you can generate information across all or selected client accounts. Your
My Client Center reports offer:

- Muitiple file formats: Download reports in one of four formats, including.csv (for
Excel), .csv, .tsv, and _ xml.

. Stored reports: The Recently Created Reports area fets you download and view
your five latest reports. Older reports are automatically deleted as new ones artive.

- Scheduled and on-demand report templates: Save any report as a template by
selecting | want to run this report in the future when creating the report. Then save it fo run on
demand, or schedule it to run automatically on a regular basis. The report and its parameters will
be saved in your Download Center.

. Email reports: We'll send most reports to you on your request if you select the
Email field when creating reports. (Very large reports, over 2MB when zipped, cannot be
emailed.)

. Sort by column ability: Just click the fitle at the top of the column you wish to sort
by (for instance, Impressions or Maximum CPC)._ To reverse the order of ranking, click the black
up/down triangle which appears at the-top of your selected column.

. Download and print graphs: Please note that we cannot provide graphs for data
based on different

curencies across multiple accounts. Cumrently, you cannot receive cross-currency
reporting. Only the currency that your account uses will be shown.

For more information about reporting functions, please visit the My Reports FAQ.

You can run each report type - Account, Campaign, Ad Group, Keyword, Ad Text, Ad Image,
URL, and Custom Reports - for as many client accounts as you wish. When you select a report,
your'it have two options for choosing your client accounts. These opfions will appear beside the
Account(s) field as follows:

1. All account types - Runs data for all your client accounts
2 Manually select from list - Runs data for client accounts that you select from a list

If you manage other My Client Center accounts, you can run repotts across all or selected clients
knked fo these accounts. However, you must be in the client manager’s direclory - not one above
it - to do so. Here's how:

1.Log in to your My Client.
2 Choose the My Client Center account you'd like to access from your Jump to
client drop-down menu. Or, dick on the account in your account view.
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3.Click the Client Reports tab in the client manager’s account view, and run a report My
Client Center has a ree architecture. Because only the My Client Center directly linked to the
branch of client accounts has the functionality to run reports for them, it's important 1o be in the
correct directory when running reports across multiple clients.

You can now generate reports for all or sefected client accounts through
your My Client Center’s Client Reports tab. Here's how:
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1.Log in to your My Client Center.
2 Click the Client Reports tab.
i Click one of the different report types.
4. Complete the appropriate fields.

5. Click the Download Center link to view your new report. For more information-about
running reports, please visit the My Reports FAQ.

You can store up to five reports in your My Client Center’s Download Center. This total does not
count against the number of reports you can store in your individual account's Download Center.
Alsa, you can email or download reports so you can run as many reports as you need.
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