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Jurnpstart Overview 

Participating in Jurnpstart 

Signing Up for an Account 

Starter Edition Overview 
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Graduating to Standard Edition 

Hosted Business Pages Overview 

Getting Started with Hosted Business Pages 

Maintaining your Hosted Business Page 

Glossary 
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Payment Options 

Postpay (Credit card and debit card) 

f4c.w 1oca does it kke to Dmcess my ~ayrnent informalion? 

How do I anme charoes? 

How do I visw charqes'? 

In whs: iocatioos is Davnmnt by direci. debt  availablr? 

Prepay (Bank transfer) 

f i ~ w  do l enabie ActiveX in internet Exclcrw? 

Prepay Overview 

Bank Transfer 
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Troubleshooting Disapproved Ads 

Account 

. How do= Gooclb handie ~ersi'nal d a ~ ?  

Wiil rnv ~enoriai ir~bmia;ic?i be shzr-ed? 

User Feedback 

Working with My AdWords Account 

Potential Reasons and Solutions 
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Troubleshooting Tools 

Account Cost 

Account Cost Overview 

CPM Pricing for Site-Targeted Campaigns 

How do= CPM oricinci wcjik'?' Why is it beina offered? 

How rmch do sits-tarrrehd ads mst? 

Whal k ma miain?~im sllswabie max GPM for sits-tarw?:ed ads? 

Budget 

The Google Budget Optimizer: Automatic Budgeting 

1Vha;'s the Gooale Euclaei Ootirnize:(TMi boi? . Can I view my Gnacle Budaet OaiimizerFM) CPCs? 

How wiil the Goosle Budcel Qrjiirnizei.(TM~ tsoi affect nw ad ~ositisn? 
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How do I edit or tmdas my accouri?? 

H0.a do I rAse ;nv account? 

Whai's a Gooaie Ac~wknt? 

I scrr;~ti;iws zee error :~?es,ssi?ass when I 3 s  n' edit my accc,i;nt. U'hv'? 

Ss& I l?ave more than t5n~.Da~aIe.24~xa~j:.3. 

!-iw c!t> I visw sr ~&:@-!n~.e~~~;~.n~.j~~~:o:<j:< ... 

i-low do I reac5va'tc rw asmunc 

!.~r~@~.mw.~~ss'.?!orr!.~.N.~:vv..w~.~.U. 

!.kc'.~~~.beios.sc.c.:.t:~~b~fo.th~e!~~~i!!.~~se~.Y.!fi~?. 
Whai if I am autcmaticaligc_oqcls.jyoqq~ cut sf my account? - - -. -. -. -. - -. -. -. -. - -. - .. - -. -. - - -. . . . -. .. -. -. -. - -. -. -. - -. - -. -. -. -. -. -. -. 
Can I have dilferenl Loains fsr different ~rc.ducts'? 

Il'hai is mv MWords account number? 

Overview 

~hr.i~..G~os!o~~kins.n:~.l~..u~d~~~..~n~.~4d.\Rio~d.~S!.u~i~~aWhaff d.~.!..r!o:l 

!~.m.u~1~~.w.~!!.rren.t..Si;.n:~~!~.A~~.~~~.r:f.t~.b.~.m~.~:rl.V.!.ndds.io~in~..~.~-..1??.~t.ok2. 
Can I k e e ~  the came enail and  assw word when I update mv locrin ir!fw~&on? 

)ic.w do I sion in tc. AdSYortis after u~da6na mv iogin'? 

1 shijre my AdWords arxount with oCiers. How will Uiev access MWor3s afier I update my loain? 

Wha: hapoer~s after i update mv locin? 

Wiii rnv P.dSenss louirr zhenae i f  I update inu AdWorits loain? 

Do I need a G~nail amxsr~nt in order b ilpdate n;v MLYords Icr;ir, inf,?rmeon? 

Tips and Troubleshooting 

I'm hsvinu Bauble ioocit?a in to AdSenss and AdWr~iris. Why'? LVhaZshouId 1 do? 

I need helir cpdaiiriq tw M'EJ'cr!*s loain. Cari vou offsr some tirjss? 

I urjdated mv MWords azmunt and now i c3nY  lo^ iri. What% iwrona? 

I sirailed in tci Ad\njords and was taken b We wrona acmuiit. Wiiv7 U'hat should I do? 

I iilst chen~ed my louia. Whv is n?r old ernail aiso listed on the A c c ~  .ss page? 

Tips and Troubleshooting 
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Keyword Tool 

Traffic Estimator 

Matching Options 

Generating and Editing Keywords 
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Guidelines and Requirements 

Creating Mobile Ads 

Troubleshooting Ads Overview 

Troubleshooting Text Ads 

VShv do 'iriadi.vr, for seaich' kevvxrds remain active for content? 

Why doss the nane of a reqior? appear urdemeaih my sd? 

Troubleshooting Image Ads 

I'm receivi~a arr 'incorrect inrails size' mesaaae. Wkai now? 

Ad Groups 

i:!our.~o.!..~~~!@.~..n.~~.~i?d~.G!o!!~!.?. . HGW do I oause an Ad Grou~3 

Lesson: Ad GTOUDS. Ads. and Maximum Cosi PET Click 

How do I delete or mdalek an Ad Grouo? 

https ://adwords .google.com~support? fulldump= 1 
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Search Network 

Can I show my ads on search caaec but not mntent p a a ~ ?  

What %,ill mu ads look like on search results ~aaes'? . How car I track seaxh and content rretwnrk ciieks? 

Content Network 

Excluding Certain Content Sites 

Site Targeting Overview 
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Something else 

Page 36 of 489 

Wiil tbe Analvtics JavaScript code irrterfsrz with orrr websit& code? . 1 a n  receivka arr 'invzlid irwtl' w r w  when I attemot :o create a new arofila. 

Ad campaigns 

How do I h a  mv iinks? 

How does Gcoale Ane1uti;;s differ from Adwords Conversion Trackin?'? 

The links ts rnv siie alresdv contain my clwrr c.am~aigr! irackina variablss. Can I c;se these variables instead of Gcoale Analv?icsl? . Can Gcoaia ArraivOcs back non-AdWords online adveitisi:io camrjaions? 

Carl I import ccst dab %.om cdrer PPC pioarairs skch as Yahoo! Ssarch Marketina IOveiiureY? 

E-commerce revenue 

Whv are h e  numbers in Gcmle Analutic's e-mmmerce renoris different frnm h a  numbers I cet from mv shopoina cart service? 

Mv R31 reo~r ls  show 0%. H w  do 1 set up R31 trackina? 

Conversion Goals and Funnels 

:-to1!<.~o!.se:.cl.r?.9~~?:.-~:?. 

U~~~~.~.~.!_I_Ius~.aac:.t.r?.~!..e:.~~.me~ee~~!.~.es..~.~..m~Y~~~J.?!.a.~.~.~~ 
Hovr do I sei UD a a i s  and fann~,ls br dvnamicaliy generated pas-? 

** 

The URLs b r  ssch s t e ~  in nsi DsRrmi Fur~!lel Path are identical. How can 1 track each step as if it wers a aninue IJRL? 

How do I set urj acais and Fdnnels for Fiasb pai1a7 

Flash, downloads, and Javascript events 

0- 

f l ~ w  do I track fles (such as ?CF. AVI, or W%W! that zre downloackd from rrw site? 

How do I irack Flash exnts? 

How tic> I V ~ c k  JavaScrir2 evet??~? 

i-iow do I .jack AJAX awlications? 

Domains and directories 

Hcw do I track unique areas within my website smantelv? 
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Improving Performance 

Performance Overview 

Ad Position 
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j 

doesn't my ad xrpear at the br: of sverv search resuits pacie7 

Lssorr: .AG R~arlkinp 

How iire keword-kroded ads ranked? 

Clickthrough Rate (CTR) 

. IS there a mininilm reauired clickthmuch rate or ailxfitv Wreshofcl? . Lessco:- 

Refining Keyword Lists 
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Improving Ads 

Managing Multiple Accounts 

MCC Overview 

Managing Accounts 

I!~i~.d.~..!.!hk.~r~.n!.i.r:.b~.~.~!.~~~couf!r?. 
whats the difference balveen 'User Inier?ace and API' and 'APi onlV ac-s lwels in my MCC? 

Whafs mv ciienl manaaer twfi'? 

What hawens if 1 chaoe n v  client manacle:'? 

How do I mnaue other clien! narracer acsxtnts? 

LVhv is mvclianfs acccunl not showina or] We Mv Client Csri:el.view'? 

Whei liannens ts a siient scccunt histor# when linked tc, a ciient nwnsxaer accc,t;nS? 

https ://adwords .google.com~support?Mldump= 1 
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. Email your updates to the client service representative who is assisting with your optimization so your changes can be included in the optimization proposal. 

No. We're currently offering Google AdWords account optimizations at no charge. 

---.-p.-d+----*------pp*---- .--- -.-. 
Can I revert back to my original campaign if I'm not satisfied with the results of the optimization? - --- ....... ----->-- 

There isn't an instant'undo' function; however, you can always go back and manually update your campaign. 

..................................................................................................
What happens if I accept the adjusted maximum CPCs? 

If you select the option to Accept maximum CPC changes for your Ad Group, your keyword cost-per-click (CPC) amounts will be raised or lowered to the amount estimated to get you the most clicks for 
your existing daily budget. 

If you don'tselect this option, any new keywords will be set to your default Ad Group maximum CPC, and existing keywords will remain at their current CPC amount. 

Accepting the maximum CPC changes can help improve your Ad Rank, which is determined by your maximum CPC times the matched keyword's Quality Score. 

What happens if I decline the proposed optimization? 

If you reject our optimization, the proposed changes will be removed from your Campaign Management screen. Your existing campaign@) will continue to run as usual. 

------- "------ ---- -----"---"-----,,---"""-----"----"-"--"- ---- 
I received your campaign optimization proposal. What now? ..................................................................................................

Now i l s  up to you. You can accept our suggested modifications, reject them, request different changes, or review them later. 

To review our suggested opfmization modifications: 

Log into your account Click the second link in the invitation message at the top of your Campaign Management screen. 

Click Show Explanation of Your Optimization to read comments from the AdWords specialist who created your proposal. (This step is optional.) 

Review the changes in the Campaign Settings and Ad Groups tables. (Depending on the optimization, you might only see changes in one of the tables.) . Click the Approve or Decline radio buttons beside each proposed modification in the table. 

Once you've marked each suggestion in the table, click Optimize. All suggestions you've approved will be activated immediately. Suggestions you've declined will be removed from your account 

0 If you want to cancel this process and review the proposal later, simply click the Back button on your browser. 

If you want to cancel this process and permanently remove all suggested modifications from your account, click Decline All. 

You may contact your assigned specialist at any time to request an optimization for your other campaigns &#150; simply respond to the email you received from your specialist when the optimization 
process first began. 

You may also contact your specialist in the following manner: 
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Log in to your account. . On the Campaign Summary page, locate your campaign being optimized. Click View optimization beside this campaign. . On the right side of the Proposed Changes screen, click Questions about this? Contact an optimizer. 

Complete the ernail fields on the Contact Us page that appears. 

Click Send. 

What kinds of changes might you propose when you optimize my account? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Our specialists rely on a number of techniques when they optimize your account. These techniques include: 

Adding plurals, synonyms, and related phrases to your keyword lists. 

Fine-tuning yourtev~nrd rnakhim ootions. 

Revising your ad text 

Organizing your Ad Groups based on your products, services, or other categories. 

Our specialists have developed these techniques based on their experience managing numerous AdWords ads. 

Do you guarantee performance improvements? 

With our experience optimizing AdWords campaigns, we're confident that our optimizations will improve your account's performance. However, because many factors can influence the success of search- 
based advertising, we can't guarantee specific results. 

There's no waiting period for any of these changes. Any suggestions you accept and apply to your campaign will be activated immediately. 

---- -- "- 
What i f  I want to make changes other than the ones you're proposing? ------------ ----- ---a 

If you'd like to make changes other than the ones we're proposing, you may: 

Contact the AdWords specialist performing your optimization and request specific changes. 

Take note of the optimization ideas you like, then update your existing campaign after accepting or rejecting the proposal. 

------ - -------------- 
Can I edit an optimization before I accept in 

Only Google AdWords Specialists can make changes to optimization proposals. However, at any point during the optimization process, you can: 

S-end a m~:.ss3(ie to our AdWords specialists requesting specific changes. 

Take note of the optimization ideas you like, then accept or reject the optimization. You can then incorporate our edits with your own changes. 

https ://adwords .google.corn/support?fulldump= 1 
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Can I accept some proposed optimization changes and not others? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

You must accept or reject all proposed changes within an Ad Group. However, you can simultaneously accept all changes in one Ad Group while rejecting all changes in another Ad Group. 

What kinds of campaigns can you optimize? 

Google AdWords specialists may propose optimizations for any of your active and paused campaigns. (Please note that if you accept changes for your paused campaigns, you'll still need to reactivate them 
on your own.) We don't offer optimizations for deleted campaigns. 

Can I review the optimization first? What are my options after I review it? 
--<- -*----.----- .... -.------.-<-.---<----<--<---..----?--.--*------- 

Our optimizations are only suggestions. You'll always have full control over every part of your AdWords account. If you see a proposed account optimization when you log in, you may: 

Accept all of the proposed Ad Group changes. 

Reject all of the proposed Ad Group changes. 

Email the specialist who created your optimization proposal and ask for different changes. 

Ignore the proposal and review it later. 

Section 7 - Modify Campaigns 

Optimizing your campaigns regularly will help you keep up with users and market trends and ultimately reach your advertising goals. 

Evaluate your campaign performance and make changes as necessary. 
Allow your ad performance to educate you about effective stategies for achieving your goals. As you observe your ads over time, you might notice things that are working especially well (or not so well). For 
example, if you find users aren't responding to a particular call-toaction in your ad text, delete that ad and try something else. You can find instuctions for editing your account settings M. 

Section 6 - Track Performance 

Monitoring your results allows you to ensure you're getting a good return on your investment 

Check your account statistics. 
Your CTR, minimum bid, and keyword status are good initial indicators of how well your ads are performing. Your ~cco~n.:.@ti.s?.i~. are reported at the campaign, Ad Group, and keyword or site levels. They 
indude clicks, impressions, CTR, average CPC or CPM, cost, average position, conversion rate, and cost-per-conversion. 

Create reports. 
You can create cusbn repcrts that tell you exactly what statistics you want to know, from the campaign level to the keyword or site level. 

Use web analytics. 
Gooole hnalvlics helps you analyze what people are doing on your site. Detailed information about user behavior can help you create more targeted and effective landing pages. 

Section 5 - Website 

Ultimately, your website determines how well your ads convert, so be sure it's designed to let users complete the action you want them to take. 

Polnt users to the right landing page. 
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Typical internet users decide quickly whether to stay on a website or move on to another. When users click on your ad, they should anive at a landing page clearly displaying the information or product 
offered in your ad. If users don't immediately find what prompted them to click on your ad, they're more likely to leave your site without converting. 

Evaluate your site design. 
Take a close look at your site's overall layout and functionality. Sites that are attractive, easy to navigate, and informative tend to be more profitable. You might consider using Gooik? ,t\;ialvtii.s. to get a 
better idea of how well your site is working. 

Keep the user experience in  mind. 
As you design or redesign your landing page and website, make the user experience a high priority. For example: 

Place important information and images on the top left, where the eye naturally goes first. 

Help people get what they want in three clicks or fewer. 

Cut out popups and popunders. 

Create a simple process for users to complete transactions. 

Read our @~jd,~J~~~~j~~.i~&~g~~?~c:~~~(i.dt&~~j~[i& to learn more about providing a quality user experience for your visitors. 

'Ihe content of your ads should capture users' attention and set your business apart 

Include keywords in  your ad text (for keyword-targeted ads). 
Include your keywords in your ad text (especially the title) to show users that your ad relates to their search. If your ad shows when a user searches on a keyword in your Ad Group, the keyword will appear 
in bold in your ad text. Also, users tend to search for products and services, so avoid using your company name in the ad title unless your goal is brandlcompany name recognition. 

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

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

Test multiple ads in  each Ad Group. 
Experimentwith different offers and call-to-action phrases to see what's most effective for your advertising goals. Our system automatically lo&is.&s within an Ad Group and shows the better-performing 
ad more often. 

----- - -- - 
Section 2 - Organize 

A well-structured account is easy to manage and allows you to effectively target your audience. 

Organize your campaigns by topic. 
Create separate campaigns for each of your product lines, resources, or brands. This helps you monitor your advertising more easily and make the necessary adjustments to improve your campaign 
performance. Ask yourselfwhat you want to achieve with each campaign. Then structure your campaign based on this goal. View e diacrarn and lezrn mora about the structure of your account. 

Target the right languages and locations. 
For each campaign, you can choose to target your ads to particular bncuaars and locakms (plus choose your budget and other settings). Be sure to target only the languages and locations that are 
relevant for your business. For example, if you ship your products to locations within a certain distance of your business, target the country, territory, region, or city related to the area, instead of to 'All 
Countries.' 

Create highly specific Ad Groups. 
As with your campaigns, each Ad Group should center on a single product or service to ensure your ads reach the most qualified users. Build a list of jtevwc& or .&es, then separate them into related Ad 
Groups. Create ads that pertain directly to that list. For example, if you sell mp3 players, and you've organized your campaigns by brand, create multiple Ad Groups based on the models of each brand. 
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Avoid duplicate keywords across Ad Groups. 
Google shows only one ad per advertiser on a particular keyword, so there's no need to include duplicate keywords in different Ad Groups or campaigns. Identical keywords compete against each other, 
and the better-performing keyword ~ g g e r s  your ad. 

Section I - Goals 

Your optimization stmtegy depends on the objectives that you define for your campaigns. 

With specific goals in mind, you can work strategically to achieve your objectives, track your performance, and make the modifications necessary to get the results you want. Here are some typical 
objectives and sample focus areas for each goal: 

"I want to get more clicks." 
Focus on Jwvwsrris and sites. Increase your ad exposure by adding keywords and sites to your Ad Groups. 

"I want to increase my clickthrough rate (CTR)!' 
Focus on ad quality. Attract more clicks by refinim vodr ads, and eliminate exka impressions by choosing highly targeted kewcrds arid sites and using necrafve kevwords. 

"I want to improve my return on investment (ROI)." 
First, focus on your ads and your kevacrds a;id sites to amact the right audience. Then focus on your website. Be sure your landincr Dace ~ r ! d  sib are set up to let users find what your ad offers. 

------------- -- 
Section 3 - Keywords and Sites . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . - . . . . . . . . . . . . . . . 

The more relevant your keywords and sites to your goals, the more easily you can reach yourpotential customers. 

Keyword-targeted campaigns 

Choose your keywords carefully. 
Include specific keywords that directly relate to the specific theme of your Ad Group and landing page. For optimal ad visibility, include relevant keyword variations, along with singular and plural versions. If 
applicable, consider using colloquial terms, alternate spellings, synonyms, and product or serial numbers. The Kemcrd Too! can help generate lists of possible keywords. 

Take advantage of keyword matching options. 
With some keywords, you'll get more ad impressions; with others, you'll get fewer impressions but potentially more clicks. By strategically using kemcrd mathina oplions, you can reach the most 
appropriate prospects, potentially reduce your actual CPC or CPM, and increase your ROI. For example, use rieuative ke\wocck to reduce irrelevant ad impressions and increase your Quality Score. 

Use unique keyword URLs. 
Keyword Destination URLs send users to a specific landing page, ensuring your customer arrives immediately at the most relevant page for the keyword that triggered your ad. Edit individual keyword URLs 
by clicking 'Edit Keyword Settings' above your keyword table. 

Site-targeted campaigns 

Choose your sites carefully. 
Include sites that are relevant to your products or services, and be sure to choose enough sites. The more relevant sites you target, the better the chances your ad will show. We provide three ways to 
choose sites: enter URLs, describe topics, and select demographics. For an effective list, we strongly suggest&~j~ig.aJj.~~~sg-.me&o~~.. 

If necessary, target site sections. 
If an entire website isn't relevant to your ads, you have the option to target only the relevant p a ~ % - ~ f - ~ ~ s j ~ g .  This option may be appropriate for you if the site covers a variety of topics, not all of which are 
relevant to your advertising. For example, if you sell kitchen appliances, you might choose to advertise only on the food section of a news site rather than placing ads across the entire site. 

How much does AdWords cost7 

In the Google AdWords program, the cost of your campaigns really depends on you - how much you're willing to pay and how well you know your audience. It all boils down to knowing your own goals and 
applying them to your account. 
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There is a nominal, one-time activation fee for Google AdWords. After that, you pay only for clicks on your keyword-targeted AdWords ads, or for impressions on your site-targeted AdWords ads. You can 
control your costs by selecting how much you're willing to pay per click or per impression and by setting a daily budget for spending in your account. 

For example, a new advertiser paying in USD can activate their AdWords account with just US$5.00, and can then choose a maximum cost-per-click (CPC) from US$O.Ol - US$100. 

Daily budgets start as low as I cent up to whatever limit the advertiser is comfortable spending. ,~jtszt~rce.ti&a3s require a minimum CPM (cost per thousand impressions) price of US$0.25, or the local 
currency rate, per 1000 impressions. 

Learn More 

Find your local currency rate with the c;g;:?-umfc-m..fbddr. 

Use the ~.~y#g~~-T'T'cl to explore possible keywords for your account and their potential costs. 

Learn about ~~!~c~ng.~~.k: .~?.c ' .~~r ; .d .~d~i !~ .b~d~%t.  

Leam how to &g .~c ! . y~~~c .~bb  even more. 

When do you bill (for post-pay advertisers)? ..................................................................................................

With the AdWords post-pay option, you pay only for clicks (or impressions for site-targeted campaigns) you've actually received. (If you prepay for your advertising costs, visiti~&~.<J~-you~-for-g~p~p~) 
You're not billed in advance. Google bills you after 30 days, or when your reach your credit limit, whichever comes first. 

Credit Limits and Billing Cycle Explained 

When you create and activate your Google AdWords account, Google charges you a one-time activation ke. Then, we set your initial credit limit at US$50 (or your local currency rate). 

Your credit limit is raised in increments each time your account hits its credit limit before 30 days have ended. The initial credit limit of US$50 is first raised to US$200, then to US$350, and then to the final 
limit of US$500. Each time you reach your credit limit or after 30 days, a new billing cycle begins. 

Billing Cycle Example 

For example, lels say that advertiser Alan opens an AdWords account and starts accruing costs on Oct. 1: 

On Oct. 5, Alan reaches his initial credit limit of US$50. At that time, we charge him for the amount accrued (which might be in slight excess of the credit limit if he accrued costs quickly). Alan's 
credit limit is increased to US$200. A new billing cycle begins. 

On Oct. 25, Alan again reaches his credit limit of US$200, triggering AdWords to charge him for costs accrued. Google again raises his credit limit to US$350, and initiates a new billing cycle. . On Nov. 18, Alan accrues more than US$350 in charges. Google bills him and raises his credit limit to US$500. 

Alan's next bill will be processed on Dec. 18 or when he exceeds the final US$500 credit limit -whichever comes first. 

This depends on the pevmnt o o k n  you choose. 

If you choose the post-pay payment option (such as by credit card or debit card), your ads start ~ n n i n g  on Google and accruing costs almost immediately after you submit your billing information. If you 
elect to prepay for your AdWords account, your ads start running after you submit your payment information and we receive your first payment 

Do I pay for every click on my ad? ..................................................................................................

With Google AdWords cost-per-did (CPC) pricing, you pay whenever someone clicks on your ad. With site targeting and cost-per-impression advertising, you pay whenever your ad is displayed, whether a 
click occurs or not. See our hich for more information about sources of legitimate clicks. 
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How are ads ranked? 

We've outlined how ad ranking works for both the search and content network below. 

Ad rank for the search network 

Keyword-targeted ads are ranked on search result pages based on their maximum cost-per-click (CPC) and Quality Score on Google.com. (For the top positions above Google search results, we use the actual CPC.) 
The Quality Score is determined by the keyword's performance history on Google: its clickthrough rate (CTR), relevance of ad text, historical keyword performance, landing page quality, and other relevancy factors. 

Ad Rank = CPC X Quality Score 

Having relevant keywords and ad text, a strong CTR on Google, and a high CPC will result in a higher position for your ad. Because this ranking system rewards well-targeted, relevant ads, you can't be locked out of 
the top position as you would be in a ranking system based solely on price. 

Ad rank for the content network 

For a keyword-targeted ad's position on a cgr:.@~tgage, our system considers two things: 

The Ad Group's content bid or, if content bids aren't enabled, its maximum CPC 

The ad's past performance on this and similar sites 

For a sj&--&~~.&-d. ad's position on a content page, our system considers only the Ad Group's maximum cost-per-thousand impressions (CPM). Le.xr: how site-targeted ads and keyword-targeted ads compete for 
positioning on a content page. 

Improving your ranking 

Optimization Tips Page: Visit our Ohrtirnizatior? Tirx page to learn more about account optimization, including how to maximize performance for your keyword-targeted ad and improve your ad's position 
without having to raise your maximum CPC. 

Traffic Estimator: Use our TrsRc Esfrnato: to see how changing your maximum CPC can affect the ad position of your keywords on the search network. 

Content Bids: Use content bids to better control your ads' position on the content network. 

How is an AdWords account structured? 

There are three levels to Google AdWords: Accounf Campaign, and Ad Group. The diagram below shows the account structure and the settings that are applied at each level. In summary: 

o Your account is associated with a unique email address, password, and billing information. 

o At the campaign level, you choose your daily budget, geographic and language targeting, distribution preferences, and end dates. 

o At the Ad Group level, you create a& and choose keywords. You can also select a maximum cost-per-click (CPC) for the Ad Group or for individual keywords. 

Within each Ad Group, you create one or more ads and select a set of keywords to trigger those ads. Each Ad Group runs on one set of keywords. If you create multiple ads in an Ad Group, the ads will 
rotate for those keywords. 
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When you log in to your account, you can see your ads' clickthrough rates (CTRs) listed below each of the ads. If a particular ad is not performing as well as the others (if it has a low CTR), you can delete 
or refine it to improve the overall performance of your Ad Group. 

Unique email address 
Password 

Billing information 

Daily budget 
Location targeting 

Language targeting 
Distribution preference 

End dates 

Daily budget 
Location targeting 

Language targeting 
Distribution preference 

End dates 

One set of keywords One set of keywords One set of keywords One set of keywords 
One or more ads One or more ads One or more ads One or more ads 

Google AdWords is a quick and simple way to purchase highly targeted cost-per-click (CPC) or cost-per-impression (CPM) advertising, regardless of your budget. AdWords ads are displayed along with 
search results on Google, as well as on search and content sites in the growing ,C;oog!c.Hohyprk., including AOL, EarthLink, HowStuffWorks, & Blogger. With searches on Google and page views on the 
Google Network each day, your Google AdWords ads reach a vast audience. 

When you create an AdWords keyword-targeted ad, you choose keywords for which your ad will appear and specify the maximum amount you're willing to pay for each click. You only pay when someone 
clicks on your ad. To save you even more money, our AdWords Discounter automatically reduces the actual CPC you pay to the lowest cost needed to maintain your ad's position on the results page. 

When you create an AdWords site-targeted ad, you choose the exact Google Network content sites where your ad will run and specify the maximum amount you're willing to pay for each thousand page 
views on that site. You pay whenever someone views your ad, whether the viewer clicks or not As with keyword-targeted ads, the AdWords Discounter automatically reduces the actual CPM you pay to the 
lowest cost needed for your ad to win the placement on that page. 

There's no minimum monthly charge with AdWords -just a nominal activation fee. Your ads start running within minutes after you submit your billing information. You can easily keep track of your ad 
performance using the reports in your online account Control Center. 

To find out more about Google AdWords or to begin creating your ads, visit the AddWords home was. 

How does AdWords know where to show my ads? 

The AdWords system examines several factors to determine the best targeting for your ads. If we can't identify appropriate targeting, we'll show national or global ads instead. 

First, we consider the Google domain being used (.corn, .de, .kr, etc.) to establish what region the user's search is for. We'll then target ads based on this information. We also analyze the actual search 
query the user submits, so if she enters a recognizable city or region, we'll show related location-targeted ads. 

For instance, a user accessing Google.fr is assumed to be interested in ads targeted to France, even if she isn't physically in France. Also, someone searching for San Francisco plumbers is more likely to 
be interested in ads targeted to the San Francisco area, regardless of what city or region she's in. 
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We may also consider a user's Internet Protocol (IP) address to physically identify what region she's searching from. We'll then show country- and territory-targeted ads instead. Therefore, if a user access 
Google.com from an Australian IP address, we'll display ads targeted to Australia, even though the user isn't accessing Google.co.au. 

For this reason, it's a good idea to ~ 3 t 3  an additional country- and temtory-targeted campaign similar to your regionally targeted one - except with region-specific terms in your keywords and ad text 
Lesrr! m r e  

How do I contact an AdWords representative? 

Oursupport staff is always ready to help make your AdWords experience a great one. This help Center has answers to our most commonly asked questions. Feel free to search or browse the FAQ to find 
an immediate answer to your question. 

If the FAQ doesn't help, please use the ~ ~ ~ ~ n ~ o . ~ ~ & c f f f o o ~  to reach us. A client service representative will personally and promptly respond to your message via email. 

Once you've completed the account creation process, you'll need to activate your account. The Google AdWords team will send you an email asking you to click on a specific link to verify your email 
address. After your address has been verified, you can log in to your new account You'll see a message asking you to submit your billing information. Your ads will usually appear on Google within a few 
minutes after we've received your payment, with timing depending on the payment method you've chosen (credit card, bank transfer, etc.). You may notice that your ads appear on Google before appearing 
on Google partner sites. This is because all ads appearing on our partner sites must be reviewed for compliance with our Editorid Guidelines before they can run. 

What basic terminology should I know? 

We realize that certain AdWords terms and abbreviations may not be familiar to all of our advertisers. To make things easier, we've created a full -. 

Here are some of the most common terms you'll see as you get started: 

Keyword -The keywords you choose for a given Ad Group are used to target your ads to potential customers. 

Campaign - A campaign consists of one or more Ad Groups. The ads in a given campaign share the same daily budget, language and location targeting, end dates, and distribution options. 

Ad Group -An Ad Group contains one or more ads targeting one set of keywords. You set the maximum price you want to pay for an Ad Group keyword list or for individual keywords within the Ad Group. 

Impression (Impr.) -The number of impressions is the number of times an ad is displayed on Google or the Google Network. 

Keyword Matching Options -There are four types of keyword matching: broad matching, exact matching, phrase matching, and negative keywords. These options help you refine your ad targeting on 
Google search pages. 

Maximum cost-per-click (CPC) -With keyword-targeted ad campaigns, you choose the maximum cost-per-click (Max CPC) you are willing to pay. Our AdWords Discounter automatically reduces this 
amount so that the actual CPC you are charged is just one cent more than the minimum necessary to keep your position on the page. 

Maximum cwt-per-impression (CPM) - With site-targeted ad campaigns, you choose the maximum cost per thousand impressions (Max CPM) you are willing to pay. As with Max CPC, the AdWords 
Discounter automatically reduces this amount so that the actual CPM you are charged is the minimum necessary to keep your position on the page. 

Where do I even begin? 

Before anything else, you'll want to establish your advertising goals. You'll probably find it easier to build your keyword list and organize your keywords into different Ad Groups, each catering to a specific 
goal, once you can answer these questions: 

1. What does your company (or division) do? Do you have different product lines? What are they? 

2. Who's your primary audience (target market) for your products and services? Do you need to reach different audiences with separate sets of keywords or ads? 

https : //adwords .google. com/support?fulldump= 1 
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3. What are you hying to sell or promote? What do you want people to do (buy, visit, download, subscribe)? 

4. What results would you like to see? What would you consider a good return on your investment7 

Google offers several ways for you to join the Google Network and display AdWords ads on your site. 

G~.g!o.&~.~~.fl.~o-f~r~~.r,n.t.ant:A fast and easy way to unleash the tue revenue potential of your web content pages. Web publishers of any size can apply online. Once approved, you can publish AdWords 
ads on your site within minutes. If your site receives more than 20 million page views a month, you may be eligible for premium service. 

E ~ o a i e  AdSense for search -Websites that conduct a minimum of 5 million searches per month can display AdWords ads on their search results pages. 

Whafs the   hone icon on Gooale search results? How does it work? 

We're testing a new product that gives you a free and fast way to speak directly to the advertiser you found on a Google search results page - over the phone. 

Here's how it works: When you click the phone icon, you can enter your phone number. Once you click 'Connect,' Google calls the number you provided. When you pick up, you hear ringing on the other 
end as Google connects you to the other party. Then, chat away on our dime. 

We won't share your telephone number with anyone, including the advertiser. When you're connected with the advertiser, your number is blocked so the advertiser can't see it. In addition, we'll delete the 
number from our servers after a short period of time. 

AdWords Lessons are in-depth learning sessions that help you understand and use your AdWords account. You can even take quizzes to reinforce your new expertise. 

You can view lessons in text or as multimedia presentations (Flash@ required) with narration and images. 

You may also wish to see the complete list of AdcZ'rxds Lssons. 

What are the technical requirements for using AdWords? 

You are not limited to a specific software or operating system, but to take full advantage of AdWords features, we recommend installing a newer browser with JavaScript functionality enabled. Please check 
your browser information to determine which version you are using. 

If you are using Microsoft Internet Explorer, we recommend using version 5.0 or higher. If you are using Netscape, we recommend using version 6.0 or higher. 

If you are using an upgraded browser but have trouble viewing all Google AdWords pages, you may need to edit your browser preferences to enable cookies and JavaScript. 

Where can I leam about other Google products? 

Visit &is oaae for information on other Google products. 

.................... ---------- 
Where can I leam about Google's free search results? ------ p----p---p--- 
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What is JumpstaK! 

Jumpstart is a full service method of signing up for Google AdWords, where Google specialists set up your AdWords account for you. Jumpstart helps you serve expert-level AdWords ads immediately, 
saving you the time and effort of doing it yourself. 

Jumpstats primary purpose is to give you a solid foundation with AdWords. It's also intended to give you the momentum you need to continue your AdWords campaigns successfully on your own. 

Why does Jumpstart require a minimum daily budget to sign up? 

Our experience has shown that, while successful daily budgets vary by advertiser and product, US$50/day is a good minimum budget for launching a campaign. With this amount, your Jumpstart specialist 
can create an effective campaign that puts your ad in a better position to reach your target audience. After the campaign launches, you can change your budget. But we suggest allowing a few days for the 
initial daily minimum to perform for your campaign before making any changes. Ls3mm3:e~&tcha~!c,ir:g9!~o~e_d.a~kb'r!;Iguf 

How do I sign up for Jumpstart? 

The Jumpstart program helps you serve expert-level AdWords ads while saving you the time and effort of creating everything on your own. To get started, visit our .lumpstart Wcsimrce paw,  and click the 
button marked Click to Begin. (Please note that Jumpstart is only available for new advertisers who don't already have AdWords accounts.) 

Once we receive your Jumpstart application, we'll review your website, choose highly relevant keywords to trigger your ads, and then write compelling ads designed to achieve your specific goals. When we 
notify you that your campaign is ready, you can start advertising immediately. 

Do I need to start serving ads within a certain timeframe after signing up for AdWords through the Jumpstart program? -------------- ---------------------- 

No. You may start serving ads at any time after you sign up. 

How can I get involved with my Jumpstart campaign early on? 

Its a good idea to review the MWords Halr? Cenkr and the Mansainq rour AdWor~s Accourii w i d e  as soon as possible to learn the basics of AdWords. You'll eventually also want to learn how to kujid M 
.G:~J~S for other areas of your business and cgti~-ze.x~~~8ccc,'i~t. 

Where is Jumpstart available, and in what languages? 

We currently offer Online Jumpstart to new AdWords advertisers in the United States (in English) and in Italy (in Italian). 

Can I review my new Jumpstart campaign prior to serving ads? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , 

Yes. After we complete your new campaign, we'll notify you via email. At that time, you can review your campaign, then do any of the following: 

https : //adwords .google. com/support? fulldump= 1 
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o Start sewing ads immediately. 

o Make edits on your own. 

o Request edits to your campaign. 

............................................................. 
Why are you asking if my target audience is limited to a specific region? 

w- --- ------------- ------up 

During the Jumpstart application process, we'll ask you if your target audience is limited to a specific region. If you say yes, we may create a regionally-targeted campaign for you. This means 
we'll narrow the focus of your ads to individual regions and cities only. For example, if we set your regional targeting preferences to the San Francisco-Bay Area, users based in the cities in this 
region (such as San Francisco, Palo Alto, and Oakland) will see your ads; users outside this area will not 

Generally speaking, regional targeting is best suited for anyone who only wants to market to prospects in a very specific geographic region. Of course, we'll consider your specific business 
situation to determine whether regional targeting is appropriate. If it is, we'll select the most relevant targeting options and regions for you. (Learr! mr.? about targeting your ads by location.) 

Can I cancel my Jumpstart request'? ................... 

Yes. If you'd like to cancel your Jumpstart campaign, please s o w  and provide details. If appropriate, we'll cancel your request. 

I signed up for Jumpstart When will my ads start showing? ------ ------------- ----- 

We'll create a fully functional Google AdWords campaign for you within 2-5 business days after we receive your email confirmation. Once you access this campaign and review it, you can decide 
when to start showing ads. If you approve of the campaign we've created for you, you can serve ads immediately. However, if you choose to make edits to your new campaign first, you might 
show your ads a little later. 

...................................................................................................
Whv do I need to confirm mv email address for Jumpstart? How do I do this? 

Because we want to protect the security of all advertisers, we've implemented a process where we verify all advertiser email accounts before we begin working on their Jumpstart campaigns. 
After you submit your Jumpstart application, you'll receive an email containing a link you click to confirm this information. Once we receive your confirmation, we'll create a campaign for you 
within 2-5 business days. 

Please contact us if: 

o You've already submitted your Jumpstart application, but haven't received an email from us asking you to confirm your email address. (Please note that the system may take up to an 
hour to send this email to you.) 

o You've confirmed your email address, waited at least 5 business days, but haven't received notification that your new campaign is ready. 

I like the results I'm seeing from my new campaign. Can I request another Jumpstart campaign? ------ ---- 

No. We currently offer the Jumpstart sewice once, for new advertisers only. 

If you'd like to improve your campaign's performance, visit our odimizatior: f ~ s  page. 
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Can I make changes to my Jurnpstart campaign7 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Yes. If you'd like to make changes to your Jumpstart campaign, you have two options: 

o Make them on your own. Start by reviewing our amount tasks FAQ, which gives you step-by-step insimctions on common activities such as changing keywords, editing your ad text, and creating 
new Ad Groups. (Because our goal is to help you become self-sufficient as soon as possible, we recommend you try this approach first) 

o &@&us. We'll typically respond to your request within one business day. 

I signed up for Jurnpstart, but haven't received my new campaign. Whab going on? --------- 

There may be lwo reasons why you haven't received a notification from us that your Jurnpstart campaign is ready: 

o Ifs too soon: Jurnpstart specialists typically create new campaigns within 2-5 business days after receiving your email confirmation. 

o You haven't confirmed your email yet: For security reasons, Jurnpstart specialists won't begin working on your new campaign until you confirm your email address. 

If you've already confirmed your email address, and you've waited for over 5 business days, please ~ n ~ : ; ~ g s .  

You are just minutes away from running ads and reaching users on Google and our growing network of search and content sites and products in the .@rjb.N.e.y,:oik_. 

You can preview the ad creation process with no obligation. Your ads will only begin to run and accrue charges after you submit your billing information. If you choose one of our pcebDa~ opijons, such as 
credit card or direct debit, your ads will appear on Google almost as soon as you complete the sign up process and enter your billing information. 

To create an AdWords Standard Edition account, and to price your keywords, please follow the steps below. (To create a simplified Starter Edition account, please see What srs Bie s t e ~ s  to cieatina an 
.rZdWorc!s Startsr Edition accounE) 

Target & Create Ad 

Please visit the ,WWords hornr,woe. 

Click Click to begin. 

Select Standard Edition, and click Continue. 

Select your language and location targeting options, and click Continue. 

i'k:?~: Ads and keywords in our program are reviewed to confirm that they meet our guidelines. Please click on the AdWords Editorial Guidelines link before creating your ad and check to be sure 
that your ads and keywords comply with our guidelines. 

Enter your ad text in the Google AdWords form to the left 

When you are finished, click Continue. 
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o Select keywords that will best target your ad to Google searchers. 

%;re: It is important that you submit keywords that are relevant to the products and services you offer on your site, and that you avoid 
general keywords. When creating your keyword list, ask yourself: 'If I were searching on Google for my products/services, what search 
terms would I enter?' Users are much more likely to type in 2 to 3 word combinations to find a product or service. 

Because our keyword default is 'broad matching,' your ad may appear for a number of keyword variations. Our system also allows you to 
designate keywords as exact or phrase matches, and to submit negative keywords to limit the display of your ad on irrelevant queries. 
Read about keyword matching options. 

o Click Continue. 

Choose Daily Budget 

First select your billing currency - the currency you'll use to pay for your AdWords account. Then enter the amount you're willing to 
spend on this ad campaign each day. 

?dc.ie: The daily budget controls how often your ad appears on Google; if your daily budget is low, we will spread the be!Lv$ry..5lf_y:~~r:.ad. 
throughout the day to stay within the amount you set. 

Choose Maximum Cost-Per-Click 

o Enter the maximum amount you are willing to pay per click. 

Nore: Your CPC influences the position of your ad on our search results page. Our AdWords Discounter will automatically monitor your 
competition and reduce your actual CPC so that you do not pay more than necessary to maintain your ad's position. 

o Click View Traffic Estimator to view your average CPC and cost estimates. 

o Click Continue. 

Review Your Selections 

o Review all your ad selections so far. Click Edit to change any selection; you'll be able to return to this review page after you make your 
edits. 

o Click Continue to Sign Up. 

Sign Up 
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If you already have a Gooale Account and would like to use the same login information for your new AdWords account, select the first radio 
button. Then select 'I'd like to use my existing Google Account for AdWords.' Enter your Google Account login email and password in the fields 
provided. Click Continue. 

If you don't have a Google Account, or if you do but would prefer to use different login information for your AdWords account, select the second 
radio button. Enter the email address and the password you'll use for the AdWords account. If you receive the error message 'user already 
exists,' see tb.ks.FAQ for instructions. Then click Create Account. 

If you used your existing Google Account login information to create your AdWords account, you can now s.ign.j!j to your AdWords account. If 
you used new login information, you'll receive an email asking you to click on a link to verify your email address. Click on the link in the message 
and then sign in to your account with the email address and password you submitted on the registration form. 

Activate Your Account 

When you first log in to your account, you'll see a red message box at the top of the page. Click Billing Preferences. 

o Complete the account setup process: enter your billing information, set the time zone for your account, and agree to the AdWords terms and 
conditions. On the final setup page, click Save and Activate. 

If you opt to pay by one of our post-payment options, such as credit card or direct debit, then logging in to your AdWords account and submitting 
your billing information activates your account. Your ads may begin running on Google and accruing costs almost immediately. If you elect to 
prepay for your AdWords account, your ads won't run until you've submitted your payment information and we've received your first payment. 

...................................................................................................
Demo: Getting Started with Google AdWords ...................................................................................................

AdWords Demos are narrated lessons that show you how to make the most of your AdWords account. (You'll need Flash installed on your system to 
view AdWords demos.) 

View this demo now: Getting Started with Gooale AdWords. 

You may also wish to see the complete list of AcfWords Demos. 

What are the steps to creating an AdWords Starter Edition text ads account? .. ......... -- - -----**-..--- <...--....-.....*.<...........-.................-*.<...*..--.........<.......... - 

Use the simple one-page Starter Edition wizard to create your new account and begin running text ads. Here's how to do it: 

0 Visit the AdiY.~ids.i7s!n.e.~.2g.e. 
o Click the Click to begin button. 

o Select Starter Edition and then click Continue. 

o Select your ad location and language. First, pick the location where you would like your ad to appear. Then select the language in which you 
want to write your ad. Your ad will appear to users who have selected this as their primary language; please note that Google does not translate 
your ad. 

o Write your ad. Enter a headline and two lines of text, along with the URL your ad will link to. Please see our Editorial Grridelines for more 
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information on writing your ad. 

Choose keywords. These are the search terms which can trigger the display of your ad. 

Choose your currency. This is the currency you will use to pay Google for your AdWords ads. Most people choose their local currency, of 
course, but you may select any currency you like. This currency affects only how you pay Google; it is unrelated to any currencies you may use 
for transactions with your customers. 

Set your monthly budget. Select one of the preset monthly amounts, or select the box at bottom and enter your own amount. 

Click Continue. 

Follow the instructions on the page titled Do you have a Google Account? to either enter your existing account information or create a new 
Google Account. When you are finished, click Create AdWords Account. 

You'll see a confirmation page saying that a verification message has been sent to your email address. Your ad will not start running until you 
have verified your account. 

When the verification email arrives, follow the instructions to enter your billing information, set the time zone for your account, and agree to the 
AdWords terms and conditions. On the final setup page, click Save and Activate. 

That's all there is to it. After you complete this process, your ad will start running almost immediately. 

To create a Starter Edition I~~calhusi~~ess~~d~s account, please see this ~H&S~en~.ere.o!.g, 
--- ---<**-- ----. - --....-- - -*..--.-- --..----*--- -.+----++.*- --------------.-- 

Why am I getting the error message 'user already exists' when I try to create an AdWords account? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

<p>lt's likely that you already created a Google Account using this login email address. You can resolve this problem and create an account by following 
the steps in section II below. If you forgot your Google Account password (or if you still have problems after following section II), follow the steps in 
section I first. Then, continue to section II. 
<Ip> 
I. Reset Your Google Account Password 
<br><br> 
If you forgot your Google Account password: 
<br><ol> 
<li><a href="/accounts/">Sign in</a> to the Google Accounts page. 
<li>Click the 'forgot password' link if you get the error message 'Username and password do not match.' Then, follow the steps. We'll send you an email 
to create your new password. 
<li>Check your email, and click the link in the message from Google Accounts to create your new Google Account password. 
<li>Proceed to section II below after you've reset your password. 
</ol> 
If you could not change your password, you can still create an AdWords account using a different login email by choosing 'I only sign in to AdWords, or 
AdWords and AdSense' in the account creation wizard. See section I of <a href="lsupportlbin/answer.py?answer=27686"~this FAQ</a> for step-by-step 
instructions. 
<br><br> 
II. Create your AdWords account with your Google Account login information 
<br><br> 
To create an AdWords account: 
<br><ol> 
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+ - B e g i n  creating an AdWords account per <a href="lsuppo~binlanswer.py?answer=16768&topic=6996"~these instructions</a>. 
<li>When you get to the step titled 'Set Up Account,' select 'I have an email address and password I already use with Google services like AdSense, 
Gmail, Orkut, or the personalized home page,' and click 'Continue.' 
cli>Select 'I'd like to use my existing Google account for AdWords.' Click 'Continue.' 
cli>Enter your Google Account email and password in the appropriate fields. Click 'Continue.' 
<lo I> 
You should now be able to sign into your AdWords account at h ~ p s : ~ / a d w o r d s . g ~ ~ ~ ~ e . c ~ m  using your Google Account login information. 

How do I set mv time zone? 

If you have never set a time zone for your account, you can do so now. Your account time zone can be set only once, so please choose carefully. 

All AdWords users must set an official time zone for their account by September 30, 2006. 

Here's how to set your time zone: 
o Log in to your AdWords account. 

Select the My Account tab. 

o Select the User Preferences link directly beneath the tab. 

o Click Edit under the Time Zone heading. 

Select the time zone country, and then the individual time zone you want, from the pull-down menus. 

o Click Confirm Time Zone. 
Time zone settings are permanent. If you set your time zone when you signed up for your AdWords account, you cannot reset your time zone now. 

You can learn more about time zones in this Help Center entry: Whai-i~3hee'ri~ne zur1e for rnyyAd.\1Yerd.s~a~~uu~~t2. 

Will a time zone change affect my previous account statistics? 

When you change your time zone, your past account records and statistics will remain in your previous time zone. For instance, if you change your 
account from Pacific Time to Greenwich Mean Time on July 22, all statistics for July 21 and earlier would remain in Pacific Time. Statistics from the time 
of the change on July 22 onward would be in Greenwich Mean Time. 

What is the time zone for my AdWords account? 

You can now set your AdWords account for any time zone you choose. 

Until recently, all AdWords accounts were set to U.S. Pacific Time, the time zone at Google headquarters in Mountain View, California. But now you can 
pick a different time zone for your account if you wish. The official "working day" for your account, including all billing, reports and statistics, will be from 
midnight to midnight in the time zone you set. 

Your account time zone can be set only once, so please choose carefully. 
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Here are the answers to some common questions about time zone settings. 

Can I choose any time zone in the world? Yes. Most people select their own local time zone, of course, but the choice is entirely yours. If you live in Nairobi and w; 
your account to operate on Tokyo time, that's fine. 

Will my ads continue to run in the same way after I reset my time zone? Yes. This change won't affect the appearance, rank or pricing of your ads. It will simply I 
you track your account in the time that works best for you. 

Does this mean my ads will show in only one time zone? No. Your ads will continue to show in all the locations you have targeted in your campaigns. The time 
zone setting affects only the administration of your account. 

Can I set a time zone for each campaign? No. Your time zone applies to your entire account. 

Will changing my time zone affect my Google Analytics accounts? Yes. If you have linked Google Analytics to your AdWords account, your Analytics profiles als 
will shift to match your new time zone. 

When will the change happen? Your new time zone setting will take effect as soon as you make the change. Most users will see little or no difference in their ad 
impressions or spending on the day of the change. A few users may see statistics that are lower than normal on the day of the change or the day after, as the system 
shifts to a new time zone. But your monthly budget will not be affected and you will not be billed extra during the change. 

Here's an example: suppose you permanently reset your account to Buenos Aires time, five hours ahead of the Pacific Time zone in California. If you make the chan! 
at 10:OO am Pacific Time, your account time will immediately shift to 3:00 pm Buenos Aires time. For that one day, your account day will be 19 hours long. Afterwards 
your account will run normal 24-hour days on Buenos Aires time. 

Can I change my time zone again later? No. Your time zone can be set only once. 

Here's how to set your new time zone: 
o Log in to your AdWords account. 

o Select the My Account tab. 

Select the User Preferences link directly beneath the tab. 

o Click Edit under the Time Zone heading. 

o Select the time zone country, and then the individual time zone you want, from the pull-down menus. 

o Click Confirm Time Zone. 

What time zones are available? 

An AdWords account can be set for most of the world's standard time zones. More than 200 time zones are available to choose from. 

All time zones must be in full hour or half-hour increments relative to Greenwich Mean Time. If your local time zone is one of the few offset a quarter- 
hour from GMT, the AdWords system cannot support your time zone. Please choose a different time zone for your account. 
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Please remember that time zone selection affects only the administration of your account. You selection does not affect the locations where your ad m; 
show. 

-- ------- --- 
Does Daylight Saving Time affect my account statistics? .......................... 

Your AdWords statistics will always reflect the local time in the time zone you have chosen for your account. Many countries make an annual adjustme 
to their official time to increase daylight hours during summer months. This is often called Summer Time or Daylight Saving Time. If the time zone you 
have set for your account shifts in this way, your AdWords account schedule and statistics will adjust automatically as well. Your account will also adjus 
when the time zone returns to normal time at the end of the summer. 

How much does AdWords Starter Edition cost? ................... 

In the Google AdWords program, the cost of your campaigns really depends on you -- how much you're willing to pay and how well you know your 
audience. It all boils down to knowing your own goals and applying them to your account. 

There is a nominal, one-time activation fee for Google AdWords, whether you choose Starter Edition or Standard Edition. After that, you pay only forth 
ads you run. In a Starter Edition account, you control your costs by setting a rnonthlv budget - the monthly spending limit for your ads. 

For example, a new Starter Edition advertiser paying in US dollars can activate their AdWords account with just US$5.00, and then choose a monthly 
budget as large or as small as they like. 

To see the activation fee and available payment methods in your local currency, visit the .account.fe.esdir~.d.er. 

Starter Edition is a simplified version of AdWords for new users. 

New users have sometimes asked us for a fast way to create and run ads with just the most basic campaign choices. Starter Edition is the answer. 

Starter Edition lets users create an AdWords account using a one-page signup form. Users write their ad text, target locations and keywords, and 
choose a currency and monthly budget. Once their account is activated, the ads start running. The usets account page is also simplified, showing key 
information for each keyword and allowing simple changes to the account. The Google Budget Optimizer automatically determines when to show your 
ads to earn the most clicks possible within your monthly budget. 

Starter Edition is an excellent way to get your ads up and running when you want to advertise a single product to a specific audience. It does come witt 
limitations: only text ads and keyword targeting are allowed, and only one ad campaign is possible. Advanced features like conversion tracking, multipl~ 
campaigns, and Ad Groups, are only available with the full-featured AdWords Standard Edition. The good news is, you can graduate from the Starter 
Edition to Standard Edition any time you like. Both versions of AdWords cost nothing extra - after a nominal setup fee, you pay only for the ads you rul 
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Can I create more than one ad? Yes. With Starter Edition you can create up to 50 ads around one set of keywords and one product or busines 
create multiple campaigns or advertise multiple products, you should graduate to Standard Edition. 

Can I run image ads or animated ads with Starter Edition? Sorry, no. Starter Edition supports only text ads. 

Can I change my mind later if I choose Starter Edition? Yes. You can graduate to Standard Edition at any time. 

I already have an AdWords account. Can I switch to Starter Edition? Sorry, no. Starter Edition is only for new users. But you are always free to 
create a basic campaign with a single ad in your Standard Edition account. 

How do the Starter and Standard editions differ? Here's a c&.mp!ete~~~~mp~fi~.~.[~.. 

To sign up now, please visit the FAQ What are the steps to creating an AdWords Starter Edition accorrnt?. 

Your Starter Edition text ad can appear whenever a user searches Google or one of its partner sites for the keywords you choose. Your ad may also 
appear on content sites and products in the Google Network that match your keywords. 

The Google Network is made up of sites and products who partner with Google to publish targeted AdWords ads via their site or product. On search 
sites in the Google Network, your ads could appear alongside or above search results, or as a part of a results page found through a site's directory. 

Your ad will appear to users who are in the geographic area you select for your account. For instance, if you choose Tokyo as your target area, your ac 
will appear to web users in Tokyo, but not to users in other cities. It may also appear to users who search for the term "Tokyo" paired with one of your 
keywords, such as "Tokyo florist." 

The keywords you select are a crucial part of this process. The more specific your keywords are, and the more closely they're related to your business, 
the better the chance that your ad will appear on the search results and content pages where it can reach the very best customers. 

.___._____._ 
How do I choose between Starter and Standard Edition? Which is right for me? ..__________.__ 

First, we suggest you visit our .m.!n~ads.~.n..p.a. to see the features available with each edition. 

Which edition you start with is entirely up to you. Both are easy to use. If you have any experience with online advertising, or if you want to create more 
than one ad campaign, you'll probably prefer the power and flexibility of Standard Edition. 

Starter Edition is best for those who want to advertise a single product or service in the simplest possible way. You'll write your ad text, set a monthly 
budget and a few other variables, and then your ads will begin running. 
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If you choose Starter Edition, you can always graduate to Standard Edition at any time. Graduating takes only a few moments and costs nothing extra, 
and you'll be able to keep the same account and ads you created in Starter Edition. 

You can always graduate from the Starter Edition to the Standard Edition of AdWords. If you have any question about which edition is best for you, you 
may wish to begin with the Starter Edition and then move up when you're ready. (To learn how, visit our FAQ I-lo~.da~!~radua~e~fr~rn.Sj.tlEt.er.~Ed.i&o.r~.j.o 
Standard Edition?.) 

If you open a Standard Edition account, you cannot switch to the Starter Edition. However, you are free to keep things simple with your Standard Editio 
account by running a single ad and a single campaign. Please be assured that most users find a Standard Edition account very easy to set up and 
maintain. 

Is there anv charge to create a Starter Edition account'? 

There is a nominal, one-time activation fee to create a Starter Edition account. After that, you pay only for clicks on your keyword-targeted AdWords ad 
Your monthly budget gives you full control over the costs of your account. 

To discover the activation fee for your account, please see the Adk~!ords..a.c~.~.~nF.~e.e.s.fi~~d.~~- 

What is the AdWords health mete0 

The health meter is a simple way to see how your Starter Edition account is performing. When you log in to your Starter Edition account, you'll see one 
of several messages listed with the health meter: . Your account is now active and should show impressions soon. Your account is officially running and your ad is eligible to appear to users 

on Google and its partner sites. You should begin to see impressions and clicks reported on your My Ad Campaign page within the next few 
days. 

Your ads are showing as they should. Your ad is doing fine. Your keywords are appropriate for your ad, and your ad is appearing often 
enough to reach your desired budget. Remember that this doesn't mean that your ad will appear on every search for a particular keyword, but 
that it will appear often enough to meet your budget. 

You have one or more disapproved ads. If your ad does not meet our edd~-idg~j.?.8i_n-e.$., it will be disapproved and an email will be sent to 
you explaining the reasons. You need to edit votlr ad tex? and resubmit it for approval. For more details, please see the FAQ Whv has my ad 
heen disapproved? in the main AdWords Help Center. . Your ads are showing too rarely to spend your full budget. Your ad is running well, but we are unable to meet your desired budget with you 
current settings. For instance, if you have chosen a single keyword and a large budget, there may not be enough monthly searches on that 
single keyword to fulfill your budget. You may wish to add additional targeted keywords that reflect your product or service. If you have targeted 
a local area, you may also wish to broaden the region where your ad appears. 

You have paused your ads. They are not running. When you pause your ad, it stops appearing to users. Your ad will remain paused until yo 

https : //adwords.google.com/support?fulldurnp= 1 8/14/2006 
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click Resume at the top of your My Ad Campaign page. 

Your ads won't show until you request a bank transfer and the funds are received by Google. If you have chosen bank transfer as your 
method of payment, you must prepay for your ads. Your account won't be activated until you request the bank transfer and the funds reach 
Google. 

Your bank transfer payment has not yet reached Google. Our records show that you have requested a transfer, but the funds have not yet 
arrived at Google. It can take 5-10 business days for a bank transfer to reach Google. 

Your billing information needs your attention. Your account is not active, because there is a problem with your billing. An alert at the top of 
your account page will describe the action needed. li> 

Your account will be paused soon unless you update your billing information. Your account is still active and your ads are running. 
However, you need to edit or update your billing information. An alert at the top of your account page will describe the action needed. 

Your account has no ads. You have not created an ad, or you have deleted all your existing ads. You must create an ad to be shown to users 

Your ads are not running because your account has no keywords. You have deleted all your keywords. You must add at least one keyworc 
before your ads can run. 

The health meter appears only for Starter Edition accounts. For Standard Edition accounts, detailed account reporting provides much more information 
about the performance of your ads and keywords. 

Here's how to edit the text of a Starter Edition ad: . .S&.kl to your AdWords account. . On the My Ad Campaign page, click the Ad Variations tab. 

. Find the ad you want to revise, and click Edit next to that ad. 

rn On the Edit Ad Text page, enter your new text. 

rn Click Save Changes. 
Once you edit your ad, it's immediately eligible to appear on Google. 

If you are a Standard Edition user, please see H.~.~..d.~..!..~c%k~ny.ad..4~~.41 

In Starter Edition, the Google .Eu-ci.get_.Qglimke~:I.:~ tool is always enabled. It automatically adjusts your cost-per-click (CPC) amounts on your behalf, 
based on the budget you have set. The goal is to give you the most effective clicks available within your budget. 

If you like, you can set an upper limit on your CPC. Select a price limit of $0.50, for instance, and the Budget Optimizer will never bid over $0.50 on yo1 
behalf for any single click. By setting a limit you have more control over your account, but you also may restrict the number of clicks your ad receives o 
the position of your ad when it appears with other ads on Google.com. If you set a very low price limit, your ad may not be able to compete for higher a 
positions in some situations. 

https : //adwords .google. corn/support?fulldump= 1 8/14/2006 
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Here's how to set a click price limit in your Starter Edition account: . Sign in to your AdWords account. 

. On the My Ad Campaign page, find the link reading Edit settings near the top of the page. Click the link. 

. On the Edit Settings page, find the field marked Price limit for a click. 

. Enter the highest amount you're willing to pay for any single click. 

. Click Save Changes. 
If you'd like to have even more control, and choose the individual CPC for each of your keywords, we suggest that you graduate to AdbVords Standard 
Edition. 

....................................... ~ ~ . ~ . ~ ~ ~ ~  

How do I use the My Ad Campaign page? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . - . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . - . . . . . . . . . . . . . . . - . . . . . . . . . . . . . . . . . . . . . . . . . - . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

The My Ad Campaign page displays basic information about your Starter Edition account. Once you create an account, the My Ad Campaign page is tl 
first page you'll see whenever you log in. 

The page gives you information on two topics: 

1) The text and settings for your ad. 
2) The keyword performance statistics for your ad. 

The text and settings for your ad can be seen and edited by clicking the Ad Variations tab. 

Click Edit settings on the My Ad Campaign page to change the language, budget, or display location for your ads. 
Click Pause to stop your ads from running. If you pause your account, this link will change to read Resume. Once paused, your ads will not appear to 
users until you click Resume. 
The lower section of the page shows you the performance of your current keywords. This includes impressions (the number of times your ad has been 
displayed for each keyword), user clicks on your ad, and the total cost for those clicks. Click Add keywords to add new keywords. Remove any keywo 
permanently by clicking Delete in the same row. 

In the upper right corner of the page, the health meter will show you how your account is performing. If your keywords and ads are working well, you'll 
see the message Your ads are showing as they should.' If an ad is disapproved or if there are other problems with your account, you'll be alerted in thi 
space. To learn more about the ad health meter, visit the health meter FAQ. 

At the very top of the page, click the My Account tab to edit the basic settings of your account, including your email address, your billing preferences, 
and other settings. 

Good keywords are critical to the success of your ad. Choose the right keywords and you choose the right audience for your ad. That means you 
connect with the most potential customers, earn more sales, and get the best return for your advertising investment. 

https ://adwords .google.com~support?fulldump= 1 8/14/2006 
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You choose keywords for your ad when you first create your AdWords Starter Edition account. You can also add new keywords or edit and remove 
existing ones after your account has been set up. Here are some tips for choosing the right keywords: . Match your keywords to your ad text. Your keywords should be closely related to the product or service you're advertising. Your ad will then 

get more clicks from people who are interested in what you have to offer. 

Many new advertisers enter dozens of keywords unrelated to their ad. They pick the names of popular TV shows or general topics like "sports," 
thinking this will put their ad in front of more people. The result? Most people who see the ad are looking for other topics. The advertiser wastes 
money on clicks from people who were not potential customers to start with. 

You'll save money by having a few highly relevant keywords rather than many unrelated ones. Match your keywords to your ad content and 
you'll reach an audience that wants what you're selling. 

Be specific. If you're selling roses, use specific keywords like red roses instead of general keywords like flowers. Someone searching for 
flowers could be looking for any kind of flower, and for many different reasons. Keywords like red roses or long-stemmed roses will get you 
better results. 

Keep it under 20. You'll get the best results with a few well-chosen keywords. We suggest you keep your Starter Edition keyword list to 20 
keywords or less. That should be enough to attract the audience you need while letting you focus on the keywords that match your ad best. 

Experiment. After your ads have run for a few days, check your account to see which keywords are getting you the most clicks for the lowest 
prices. Refine keywords that work. Weed out keywords that don't. If red roses is working well, try adding fresh red roses and other variations. If 
your budget is not being spent, try new keywords. 

Very popular keywords can be very expensive because many people want to advertise on them. You may find that some keywords are too 
expensive for your budget, or that others give you better return on your investment. 

. Use the keyword tool. If you are unsure of what keywords to choose when signing up, enter a term related to your ad in the box titled Want 
more? on the signup wizard. The AdWords system will then show you possible keywords related to the one you entered. Carefully select the 
ones that best match your ad, then click Add to move them to your keyword list. 

Note: You do not need to add location names to all keywords. It can sometimes be useful to choose keywords like New York real estate, but most 
keywords work well without location names. AdWords automatically targets your ads to the region you select. If you are running local business ads, yo1 
ad will automatically appear to those in the vicinity of your business location. 

Once you have created your account, you can add or remove keywords by logging in to your account. At the top of the Statistics section of the My Ad 
Campaign page, click the Add more keywords link. On the next page, you can again add keywords in the box provided and use the Want more? box 
to find related keywords. When you are done, click Save Changes. 

To delete any keyword, find the keyword in the Statistics section of the My Ad Campaign page. Click the Delete link in the same row as the keyword. 

How do I write effective Starter Edition ads? 

These five creative tips can turn a bland message into a powerful AdWords ad that really sells. The first two apply to all Starter Edition ads: 
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. Include a call to action. Tell your users directly what you want them to do. Include action terms like buy, shop, or browse. Say Buy Fresh Red 
Roses instead of Flowers For Sale. 

Clearly describe what's unique about your product or service. What should the user expect to find at your website or at your business 
location? What can they do there? What can you do for them that no one else can? 

The next three apply mainly to Starter Edition text ads. (If you're running local business ads in your Starter Edition account, these elements are already 
determined by your business name and location.) 

Place your business name in your ad text. Let your users know exactly who you are: give your business name in the text of your ad. 

Put your most important keyword in the title. If you're selling flowers and you find that the keyword 'red roses' gets you the most clicks, try 
putting the term 'red roses' in the title of your ad. Successful keywords are a sign that you're reaching the right audience for your message. (If 
you're running a local business ad, your business name is already the title of your ad.) 

If you sell to a precise location, name the location. Do you deliver flowers in London? The title Send Red Roses in London is likely to win yo 
more clicks than just Send Red Roses. 

Follow these tips and you'll give your ad the best chance for success. Once you've got the big points in place, try polishing your ad with these smaller 
ideas: 

Capitalize the first letter of each word in your title and your URL. For example: Buy Fresh Red Roses instead of Buy fresh red roses. 

Avoid gimmicks such as using ALL CAPS, or repeating words or exclamation points (as in Buy, buy, buy!!!). 

. Avoid generic superlatives such as "The best" or "#A".  

Simplify. Use plain language and short words. 

One of the first questions new AdWords users have is: "How do I see my ad?" 

The short answer is: you probably won't see your ad every time you search for your own keywords. The AdWords system spreads your ad impressions 
throughout each day based on your budget, your keywords, and the region you've targeted for your ad. If you choose very popular keywords (such as 
"flowers" or "cars"), there are millions of possible searches each day where your ad could show. Your own search may or may not come at the right 
moment to see your ad. 

Also, make sure you check the second page of search results. Not every ad appears on the first page, and the AdWords system may place your ad on 
later page to keep your costs low while still finding clicks for your ad. 

The best way to make sure your ad is running is to sign into your account and check the My Ad Campaign page. The Ad Health Meter will tell you if yo[ 
ad is running properly. The statistics table will show you the number of times your ad has appeared, the number of clicks it has received, and the total 
cost to you. 

To help your ad succeed, pay close attention to four key elements: your ad text, your keywords, your target location, and your budget. 

Your Ad Text 

https :l/adwords .google.com/support?fulldump= 1 
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It's important that you start by identifying your advertising goals and your audience. What do you want to achieve? Who is your 
ideal customer? Then write a simple, direct ad that entices the customer to click with a strong call to action. 

To read more about writing great ads, see: How do I write effective Starter Edition ads? 

To learn about what is allowed in your ad text, see the AdWords -Ed-it~fi&Gjjideiif~es. 

Your Keywords 

Keywords match your ad to potential customers. Your ad is eligible to appear whenever a user searches Google or its partner 
sites for the keywords you select. These keywords also are used to target your ad to content sites, where potential customers are 
reading about topics related to your product or service. 

When choosing keywords, think like a customer. What terms would your customers use to describe your products or services? 
What terms would they search for if they wanted what you have to offer? The most specific your keywords, the better your ad will 
perform: If you're a florist, use detailed keywords like red roses instead of general keywords like flowers. 

For help with creating the best keywords for your ad, please see: How do I choose new k e y ~ ~ r d s  for n ~ y  Starter Edition ad? 

Your Budget 

How much you spend on advertising is entirely up to you. You can spend as little or as much as you like. The larger your budget, 
the more exposure your ad will get and the more clicks you're likely to receive. 

You pay a small portion of your budget each time a user clicks on your ad. This amount is called the cost per click, or CPC. Since 
your ad competes with other ads for position on each page, the AdWords system will adjust your CPC bid for each keyword to 
seek out the most exposure and the most clicks possible for your ad within the budget you set. The system will also spread your 
spending out over the course of each month. 

You can, if you like, set a top limit on the CPC that AdWords will spend on any click. This gives you more control over your cost 
per click, but it also may restrict the number of clicks your ad receives. If you set a very low click price limit, your ad may show 
rarely or not at all. 

For help with your budget, see .~o~.do.!..c!soo0s.~..a..hu.d~8~.do.~.~n~..S~t.a!:~.e~..E.s!.i!.~.o0!!..a.cco.5!.n~2 

For help with your CPC, see How can I set a click mice limit for mv Starter account? 

Whatever choices you make, it's important that you experiment with different advertising messages and keywords to find the ones 
that work best for you. If you find users aren't responding to a particular call-to-action in your ad text, delete that ad and try 
something else. 

To learn even more about AdWords Starter Edition, see our complete Staner Edition Help Center. 
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Can I run image ads with a Starter Edition account? ............................................................................................

No. Only text-based ads can be run with a Starter Edition account. (If you are running Starter Edition local business ads, you can upload an image to b~ 
shown with your ad on Google Maps. This is not the same as running an image ad.) 

----- -- 
What is included in my overall performance? ------ 

Your overall performance is the total of all ad impressions, user clicks, and costs generated by your Starter Edition account for a given period of time. 

When you sign in to your account, you will see a Statistics section with columns for your keywords, impressions, clicks, and total costs. Click change ; 
the top of the section to select the period of time for the statistics, from one specific day or week to all time for your account. 

Each line of the report will now show the results for each of your keywords during the time period you select. At the bottom of the columns, the line title1 
overall performance shows you the totals for all keywords during that time period. You can use these numbers to judge the overall effectiveness of yo 
keywords and your ads during that time. 

Your overall performance totals may exceed the sum of your keywords if your ads have earned extra clicks from relevant sites in Google's content 
network. These clicks are credited to the whole account, not to individual keywords. 

To see statistics for individual ads, click the Ad Variations tab. 

.............................................................................................
How do I know if my Starter Edition account is running and performing well? .............................................................................................

Once you submit the billing information for your Starter Edition account, your ads should start running almost immediately. You can check to see that 
your ads are running by logging in to your AdWords account and viewing your account statistics on the My Ad Campaign tab. On that page, the 
AdWords health meter shown in the upper corner is a quick way to see the health of your account. On the same page, the account statistics will show 
you how many impressions and clicks your ads have received, and the total cost so far for your account. (Reporting is not instantaneous, so there may 
be a delay of several hours before impressions and clicks are reported.) 

Learn more about the AdWords health meter. 

------- - 
What are the steps to creating a Starter Edition local business ads account7 - ............................. 

In order to create a local business ads account with Starter Edition, you must already have a local business listing with Google. If you don't have one, 

https : //adwords .google. corn/support?fulldmp= 1 
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Once you have a local business listing, use your Google Account email address and password to sign in to the Lc)-caII-B~~ness-Ce~t:er. Now follow thes 
steps: 

Click the AdWords link at the bottom of the main Local Business Center page. 

On the next page, click the Sign up now button. 

Select your ad location and language. First, use the pull-down menu to select the location of your business. Then select the language in 
which you want to write your ad. Your ad will appear to users who have selected this as their primary language; please note that Google does 
not translate your ad. 

Write your ad. Enter your company name and two lines of text, along with the URL your ad will link to. Your company name must be 25 
characters or less. If your business name is longer than 25 characters, create a shortened form to be displayed with your ad. Please see our 
Editorial Guidelines for more information on writing the text of your ad 

Enter optional information if you wish. These items can be included with your local business ad on Google Maps if you wish. Your ad can sti 
run without them, however. First, enter your business phone number. Under 'Map icon,' click Edit to choose an icon that matches your business 
type. Then, upload an image of your business to be displayed with your ad. 

Choose keywords. These are the search terms which can trigger the display of your ad. 

Choose your currency. This is the currency you will use to pay Google for your AdWords ads. Most people choose their local currency, of 
course, but you may select any currency you like. This currency affects only how you pay Google; it is unrelated to any currencies you may use 
for transactions with your customers. 

Set your monthly budget. Select one of the preset monthly amounts, or select the box at bottom and enter your own amount. 

Click Continue. 

Follow the instructions to enter your billing information and activate your ad. 
That's all there is to it. After you complete this process, your ad will start running almost immediately. 

What language and location ad targeting options do I have for Starter Edition local business ads? 

When you run local business ads with an AdWords Starter Edition account, you can choose from business locations anywhere in Canada, the United 
States, and the United Kingdom. 

rn Location Targeting: When you sign up for your account, you'll select the location of your business. Your ad will automatically be targeted to users wh 
search Google Maps for your keywords in that location. It will also be shown to users anywhere who specify your region in the wording of their 
searches. You may also use location targeting (found on the 'Edit settings' page of your account) to restrict the display of your ad only to users in 
certain locations. 

rn Language Targeting: Your ad will appear only to users who speak the language you specify and who have set it as the main language of their Web 
browser. If you set Spanish as your target language, your ad will appear only to those who browse the Web in Spanish. If you set Spanish as your 
target language and Canada as your target country, your ad will appear only to Spanish speakers in Canada. 

Please note: Google will not translate your ad for you. Your ad text will appear as you have written it. 
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You can change your settings at any time by clicking the Edit settings link next to your location or language settings on your My Ad Campaign page. 

Why can't I create different ad formats in Starter Edition? ........................ 

Starter Edition is a simplified version of AdWords. That's why only one kind of ad can be created per account. 

If you signed up for Starter Edition by creating a text ad, you can create many variations on that ad, but the variations must also be text ads. If you 
signed up for Starter Edition by creating a local business ad, the same rule applies. Your variations will also be local business ads. 

The good news is that you can create all types of AdWords ads simply by graduating to the Standard Edition of AdWords. The process is easy and gives 
you access to the full functionality of AdWords, including features like ad scheduling, multiple campaigns and Ad Groups, and advanced analytics. With 
Standard Edition you can create multiple campaigns with text ads, local business ads, video ads, and more. 

Your local business ads are eligible to appear on Google Maps, Google, and search network sites. 

On Google Maps, local business ads have priority over text ads. If no local business ads are eligible to appear, eligible text ads will be displayed. Up to 
four local business ads may appear on Google Maps search results pages. If there are more than four eligible local business ads, the remaining ads may 
show on subsequent search results pages. L-ea!:~!. ..~.o.I@ about how local business ads are targeted to users. 

On Google and other search network sites, text versions of local business ads compete with other ads on the basis of their Ad Rank, which is a 
combination of various factors including maximum cost-per-click (CPC) and Quality Score. L~~.M. .MO.F~ about how ads are ranked. 

The keywords you select are a crucial part of this search process. The more specific your keywords are, and the more closely they're related to your 
business, the better the chance that your ad will appear on search results where it can reach the very best customers. 

Who can create local business ads? -- 

Local business ads are available only to customers with business locations in Canada, the United States, and the United Kingdom. This is true whether 
you have a Starter Edition or a Standard Edition AdWords account. 

Users in any location worldwide may see your local business ads on Google Maps. Your ads may also be seen in their text-only versions on 
Google.com, Google.co.uk, Google.ca, and other search network sites. For more details on how local business ads are targeted to users, please see 
this Helr, Center entry. We do expect to offer local business ads in more locations in the future. 

What Starter Edition language and location ad targeting options do I have? ..................................................................................................

Case 5:05-cv-03649-JW     Document 81-13      Filed 09/29/2006     Page 75 of 86



Google AdWords Help Center Page 75 of 489 

With an AdWords Starter Edition account, you can choose from many available languages and locations to target. Your ad can be targeted to 
one language and one country at a time. For a limited number of countries, you can target a region or city instead of the entire country. 

Location Targeting: Your ad will appear to customers located in, or searching for results in, the country or territory you select. If AdWords offers 
region and city targeting for your area, you may target a region or city instead of the entire country. Your ad will then appear only to customers 
searching for results in (or located in) the location you choose. 

Note that if you are running Starter Edition local business ads, your ad will be targeted automatically to your local region based on your business 
location. 

o Language Targeting: Your ad will appear only to users who speak the language you specify and who have set it as the main language of their 
Web browser. If you set Spanish as your target language, your ad will appear only to those who browse the Web in Spanish. If you set Spanish 
as your target language and Japan as your target country, your ad will appear only to Spanish speakers in Japan. 

Please note: Google will not translate your ad for you. Your ad text will appear as you have written it. 

You can change your settings at any time by clicking the Edit settings link next to your location or language settings on your My Ad Campaign page. 

How do I edit the language or location settings for my Starter Edition account7 

You have your choice of many locations and languages when targeting your ads. When you choose a location, your ads will appear only to users who 
are located in that country, territory or local region. When you select a language, your ads will appear only to those users who have chosen that as their 
primary language. 

To edit the language setting of your Starter Edition account: 
o _Log in to your AdWords account. 

o On the My Ad Campaign page, find the link reading Edit settings near the top of the page. Click the link. 

On the Edit Settings page, edit your language by using the pull-down menu to choose a new language. 

o Click Save Changes. 

To edit the location setting of your Starter Edition account: 
o Lou in to your AdWords account. 

o On the My Ad Campaign page, find the link reading Edit settings near the top of the page. Click the link. 

On the Edit Settings page, find the Location section. Click a radio button to select a new location. If the location you want is not shown, click 
edit to start over with a new country or territory selection. 

o Click Save Changes. 
Your changes will take effect on AdWords shortly. 
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If you are a Standard Edition user, please see HOW can I target mv ad campaign by Ianauaae and location? 

What if I need to show my text ad in more than one location? 

In order to keep things simple, Starter Edition text ads can be targeted to only one region, country, or territory. To target your ad to more than one region, 
country, or territory, you should graduate to Standard Edition. 

Starter Edition local business ads can target multiple locations of the same business within one country. To target more than one country, or to advertise 
more than one business, you should graduate to Standard Edition. 

It's easy to move from Starter Edition to Standard Edition. There are no extra charges, and you'll be able to keep your Google Account information and 
retain all the settings for your existing ad. To learn more about the two editions, see How do Starter Edition and Standard Edition compare?. (Note that a 
Starter Edition user can switch to Standard Edition, but not vice-versa.) 

You can graduate to Standard Edition right now if you like. Just follow our .st13.p~~y~.~ge~~jr!s~~r!.c~io.1~~.. 

What features does the Starter Edition Keyword Tool include? 

The Keyword Tool allows you to build extensive, relevant keyword lists from one easy, simple interface. Generate keyword lists, review traffic 
estimations for existing and new keywords, and add your keywords directly into your Starter Edition account from the same page. You can combine the 
relevant keywords you get with one another or with your existing keywords to make them more specific. Or, use any irrelevant results as negative 
keywords to ensure that your campaign is highly targeted. 

Features of this tool include: 

Search for keywords in three ways. Enter new keywords, your existing high clickthrough rate keywords, or any webpage URL for your search. 
You can also expand your keyword search even further to include pages linked to from the original URL. (Site-related keyword searching is 
available for a limited number of lananacies.) 

o Keyword performance statistics. See Google's performance statistics for your keyword results. Views include keyword popularity, global 
search volume trends, cost, and predicted ad position. 

More keyword results based on regularly updated statistics. Our advanced search engine technology allows us to provide you with the 
latest information on potential keywords for your campaigns. 

To access this tool from within your account, click the Add more keywords link at the top of your keyword table. On the Add Keywords page, click 
Advanced Tool. 

What does bitbin driving distance' mean? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Within driving distance is the AdWords term for the general area surrounding a city or other location. Many local businesses want to reach customers 
not just in their own city but in other nearby areas. For those advertisers, 'within driving distance' may be a good location targeting choice. 
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While it varies by region, driving distance is usually a radius of about 60 miles or 100 kilometers around the primary location you select. Driving distance 
does not take into account the local roads, terrain, or other variables. 

---- ---- --- 
How do I choose a budget for my Starter Edition account? ................. 

The budget you set is entirely up to you. You should set a budget based on how much you are comfortable spending on AdWords advertising each 
month. 

The AdWords system will automatically show your ads as often as possible within the budget you set. The system will spread the display of your ads 
across the entire month. For instance, if you set a monthly budget of $90, AdWords will spend about $3 of your budget each day in a 30-day month. 

Once your account is running, you can adjust your budget at any time. Please see this Help Center entry: How do I change the brldcret for my Starter 
Edition account? 

................................ 

How do I change the budget for my Starter Edition account? ................................. 

To change the budget for your Starter Edition account: 
o Sign in to your AdWords account. 

o On the My Ad Campaign page, find the link reading Edit settings near the top of the page. Click the link. 

o On the Settings page, find the Budget section and enter a new amount in the budget field. 

o Click Save Changes. 
Your new budget will take effect shortly. Each time you change your budget, you'll begin a new 30-day budget cycle for your account. 

How do I graduate from Starter Edition to Standard Edition? - ------- ---- -a-a-- 

It's easy to move from Starter Edition to Standard Edition. There are no extra charges, and you'll be able to keep your Google Account information and 
retain all the settings for your existing ads. 

Remember that once you graduate to Standard Edition, you can't return to the Starter Edition. Most users find Standard Edition easy to use, but please 
make sure you're ready before you graduate. 

Here's how to graduate to Standard Edition: 

.Sjgn.J.n to your AdWords account. 

https ://adwords.google. corn/support?fulldump= 1 
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campaigns let you target different countries or cities and different languages. Each campaign has its own budget, so it can also be 
a useful way to manage your advertising spend. 

Follow these links to learn more: 
o Creating a new Ad Group 

o Creating a new campaim 

2. Set your own cost-per-click (CPC) prices 

With Starter Edition accounts the AdWords Budget Optimizer decides when and where to show your ads to earn you the most 
clicks for your budget. With Standard Edition you have the option to turn off the Budget Optimizer and then set your own cost-per- 
click prices for an Ad Group or for individual keywords. This allows you to bid more for the keywords you value most. 

If you choose to disable the Budget Optimizer, you're asked to set a daily budget rather than a monthly budget. To keep your 
spend about the same, just divide your old monthly budget by 30 to get a daily budget amount. 

Remember, you can easily make other changes to your Standard Edition account at any time. 

New Terms 

Quality Score: Google AdWords uses Qu~[i&-Sscx,re to measure the relevancy of your ads and keywords. More relevant and 
targeted keywords can result in a higher Quality Score and lower costs for each click on your ads. 

Inactive Keywords: Poorly performing keywords with a low Quality Score can become inactive for sear.&. These keywords will 
stop triggering your ad on Google and the search network. You can reactivate such keywords by in~~!~.i~~~.yo.~r~~P!!.a~.ity..S.c.5!~c or 
raising your maximum CPC amounts. 

Site Targeted Ads: An alternative to keyword-targeted campaigns, s.i!e&!~ejing lets you choose specific websites in the Google 
Network where your ads might run. 

New Tools 
If you can't see your ads, use the Ads Diagnostic tool within your account to see if your ad is currently running. You can also use the 
'Can't see vow ad?' wizard within our online Help Center. 
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The Keyword Tool helps you generate targeted keywords. 

o Use the Tra%c Estimator to see how often your ads may appear for certain keywords. 

Try Conversion trackinq to collect data about sales, leads, and other user activity resulting from your ads. 

o Advanced reporting features help you collect and analyze your account performance. 

For easy-to-find information on managing all aspects of your account, visit our account .Hg!p.C.efi!.?r. 

..................................................................................................
How do the Starter Edition and Standard Edition compare? ---- ---- ----------- ---------- ------- 

Thinking of switching from Starter to Standard edition of AdWords? Take a moment to compare the two. The Starter Edition offers extreme simplicity for new users; the Standard Edition offers an 
easy interface with many more features at no extra charge. Remember that once you graduate to the improved features of Standard Edition, you can't switch back to the Starter Edition. 

Starter Standard 
Edition Edition 

Simplified sign-up process 
Sign up with a minimized one-page form. 

One product 
Advertise a single product or business with one set of keywords and one or more ads. 

Many products 
Create campaigns for multiple products or businesses, each with many sets of keywords and ads. 

Basic reporting 
See a one-page overview of the impressions, clicks, and costs for your ads. 

Advanced reporting 
See a complete library of reports for all aspects of your account Create custom reports to analyze your costs and return on investment. 

Basic targeting 
Target customers in one specific region (like a single country or city). 

Advanced targeting 
Target customers in many regions at once. 

Advanced cost control 
Choose from many bidding options: keywordspecific bidding, content bidding, ad position preference, and more. 

Advanced planning tools 
Boost your campaign performance with advanced features like conversion tracking, the AdWords traffic estimator, and helpful variations and statistics from the 
keyword tool. 

Site targeting 
Place your ads on the specific websites that appeal to your customers. 

...................................................................................................
Can I switch from Standard Edition to Starter Edition? 
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Sorry, no. Starter Edition is for new users only. 

If you are a new user, please remember that once you graduate from Starter to Standarc 

Page 8 1 of 489 

d Edition, you can't return. 

~ ~~ 

Why isn't my hosted business page listed in Google Search results? .............. --.* ..+...-..-.p...--... ---..-- ,---.- 

Google uses software known as 'spiders' to crawl the web on a regular basis, following hyperlinks from page to page to find sites to add to our index. 

When sites aren't included in Google search results, it's frequently for one of the following reasons: 
The site is not connectedllinked to other sites on the web. 

o The site launched after Google's most recent crawl was completed. 
Keep in mind that inclusion in Google's search results is free and that our crawl process is completely automated; we don't accept payment for inclusion 
in our index, nor do we manipulate search results by hand. We believe strongly in allowing the democracy of the web to determine the inclusion and 
ranking of sites in our search results. 

Why is the URL displayed in my ad shorter than the actual URL to access my webpage? ...................................................................................................

Instead of displaying the full unique URL for your webpage, a shorter customized version is used so potential customers can quickly understand the 
products andlor services you're offering. 

Keep in mind that the URL displayed in your ad is for display purposes only, so it will not lead to your webpage if you or a customer enters it in a 
browser's address bar. Your page will display when someone clicks your ad. 

......................... 

Why can't I use the URL displayed in my ad to access my webpage? ...................................................................................................

The green URL that appears at the bottom of your ad is for display purposes only. You have the option to enter custom text in the Display URL field so 
potential customers can identify your business, but this URL will not lead to your hosted business page. Your page will display when someone clicks 
your ad. 

What are hosted business pages? 

Hosted business pages are informational sites that new AdWords advertisers may create when setting up advertising campaigns. 

If you have a small business and would like to advertise with Google AdWords, but you don't have a website, you can create a hosted page about your 
business -with AdWords and hosted business pages, you'll be able to reach potential customers, all in a few quick and easy steps. 

Hosted business pages are currently available on a limited basis, to new advertisers only. We look forward to expanding our service in the future. 

https ://adwords .google.corn/support?fulldump= 1 
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If you'd like to make changes to your webpage once it's published, just follow these steps: 
1. Sign in to your AdWords account. 

2. From the My Ad Campaign tab, click Webpage. 

3. Click Edit page >> along the top of the webpage preview. 

4. Edit necessary sections and fields, and click Preview my webpage >> to see the changes you've made. (A new browser window will open). 

5. Retum to the browser in which your AdWords account is open, and click Save Changes. 

Can I use HTML when creating my webpage? ----------- ---- - -. 

No. Please do not enter HTML code in any of the text fields when creating your webpage. Google automatically formats your page, so it isn't necessary 
to enter HTML with your business information. 

The amount you're willing to spend on a specific AdWords campaign each day. 

AdWords displays your ad as often as possible while staying within your daily budget. When the budget limit is reached, your ads will typically stop 
showing for that day. How quickly your ads are shown during a given day is determined by your ad delivg~y setting. 

On any single day, the AdWords system may deliver up to 20% more ads than your daily budget calls for. This helps make up for other days in which 
your daily budget is not reached. However, you'll never be charged more than your average daily budget over the course of a month. For example: if 
your daily budget is $10 and the month has 30 days, you might be charged up to $12 on any single day but your monthly charges will never exceed 
$300. 

..................................................................................................
Ad Served Percentage (%) 

This number represents how often an ad has been shown in relation to the rest of the active ads within the same Ad Group. 

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

..................................................................................................
Destination URL ----------- --- 

This is the URL to which your ad will link. This is the page users see when they click through to your site from your ad. 
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Outstandina Balance 

The outstanding balance on your Billing Summary page provides an estimate for upcoming charges for your campaigns. This amount does not necessarily 
reflect a delinquent amount, or a final balance. Because we deduct overdelivery credits prior to billing your account, it's likely that the outstanding balance in your 
account is more than what you're charged for that time period. All credits and past charges posted to your credit card are also available under the My Account 
tab. 

Maximum Cost-Per-Click ...................................................................................................

You choose the maximum cost-per-click (CPC) you are willing to pay. Our Discounter automatically reduces this amount so that the actual CPC you are charged 
is just one cent more than the minimum necessary to keep your position on the page. 

Google Account ...................................................................................................

A Google Account functions as a master Google login, made up of a single email address and password. You can create a Google Account to sign in to your 
Google services that support it, such as Google Groups, Gmail, and Froogle. 

Service Adiustment 

Adjustments to your account balance are itemized on the Billing Summary page, which is found under the My Account tab. Service adjustments may reflect 
promotional credits and courtesy credits applied by AdWords client services specialists. 

Activation Fee 

A one-time fee applies when you activate your account. This amount is not credited toward the cost of clicks received. Find the activation fee in your cunencv. 

Quality Score 

This is the basis for measuring the quality of your keyword and determining your minimum bid. Quality Score is determined by your keyword's clickthrough rate 
(CTR) on Google, relevance of your ad text, historical keyword performance on Google, the quality of your ad's landing page, and other relevancy factors. 

Maximum CPM 

The maximum CPM (or max CPM) is set by advertisers who run site-targeted ads. Max CPM is the greatest amount they are willing to pay for each 1000 
impressions their ad receives on the targeted sites they select. 

The "lmpr" located on your reporting statistics refers to the number of "impressions" for your ad. The number of impressions is the number of times an ad is 

https ://adwords .google.corn/support? fulldump= 1 
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