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tabs of this powerful tool, which 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 keywords directly into your Ad Groups from the same page. 

To access this tool from within your Ad Group, click Keyword Toolabove the keyword table for the Ad Group you wish to edit. Or, try our 
standlalsne tool. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Can I aet keword traffic estimates without creating or editing an ad7 

Yes, you can. Here's how to use our standalone keyword traffic estimator: 

Log in to your AdWords account. 

Click Tools on the Campaign Management tab. 

. Click Traffic Estimator. 
1. Enter your keywords: In the field provided, enter your keywords so that each word or phrase appears on its own line. 

2. Choose a currency: Select your currency. Enter a specific maximum cost-per-click (CPC) for your estimates, or let us suggest 
a value. Our suggested value should deliver your ads at the top position a majority of the time. 

3. Choose your target language(s): Select which language@) you'd like to target. 

4. Choose your target countries: Select which countries you'd like to target. 

. Click Continue when you are finished. 

Why do some generated site-related keywords appear irrelevant? 

It's possible to submit a URL for a particular ad and receive results unrelated to your initial ad content. For example, you may have created an 
ad for 'tennis shoes' and received keyword results that include 'sports apparel.' This is far enough removed that it may prove irrelevant to  
users searching for 'tennis shoes' in particular. The list below addresses some reasons for why you may have received results that appear 
irrelevant to your keyword search. 

. Our automated system review of your webpage will include additional search statistics beyond those apparent to users who visit your 
webpage. I f  you have a lot of text advertisements for sports apparel at the bottom of the page, though the main product list on your 
page focuses on 'tennis shoes,' you would find keyword variations based on these text ads within your keyword results. 

D If you opted to include pages linked from the initial URL you provided, our system also reviewed pages with content that may not have 
been directly related to the initial page you submitted. Try unselecting the checkbox for this option when you submit your URL. 

The primary content of the webpage URL you submitted is not related to the content of your ad. Therefore, i f  your ad refers to 'tennis 
shoes,' and the webpage you submit includes far more references to 'boots, sandals, and high-heeled shoes,' your keyword results 
may not include keyword variations relevant to your ad. 

I 
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'Inactive keywords' have been assigned the keyword status of 'inactive for search' and have stopped showing your ads on search results 
because their Q.uaIHby..S-~~yg and maximum cost-per-click (CPC) are too low. 

'Zero impression keywords' are keywords that have generated no impressions for your ads over a period of time. 

To learn more about how to improve the performance of keywords that are failing to generate impressions, read Iwhab..d.~..8.d.~~~I.f..wm9r(..k.eyw.~.1.d.s. 
a~e..i~!.a.~l6.ar.e..f~r..t1ar~h2 

Does the Keyword Tool take my country and language settings into account? -,--..,.-. --.- ,...... * <->>>->> >--*-.*- +..- ....-.., > >--.>..-.,...-<,.< > >--..-,-,-<--------.<<<... *- ---- - ----->>-*->.*--- > >s----.s.-.-<..,.-..-----<--..-s.-- 

For the most part, both the standalone and the Ad Group keyword tools have the same language and country targeting specifications. 

The Standalone Keyword Tool 

The standalone (accessible from the tools page) doesn't apply your account's targeting settings to your keyword results. However, you can 
edit the language and country targeting while within the tool to see keyword results for those settings. The tool will automatically default to 
your account's median Ad Group targeting information. And while you can add keywords from the standalone tool directly to an Ad Group, 
the language and country target settings you choose within the tool won't be applied to that Ad Group. 

The Ad Group Keyword Tool 

When you access the tool from within an Ad Group, your keyword results are based on your unique performance history within AdWords, 
including your campaign's language and country target settings. This is limited to the country, not the region (therefore i f  you are targeting a 
city or state, only the country targeting will be reflected). 

Language and Country Targeting Within Each View 

Target settings for keyword performance data is as follows: 
Keywords only I Possible negatives: Keyword results are shown specific to language and country targeting. (The Search Volume 
statistic is the same for each view.) 

Keyword popularity: Advertiser Competition data is global and Search Volume is specific to your Ad Group's country targeting. 

. Cost and ad position estimates: Estimated Avg. CPC and Estimated A d  Position are scaled to your Ad Group's geo-targeted locations 
(specific cities or regions). 

Global search volume trends: The keyword results themselves are specific to your targeting settings. The keyword performance data 
(Avg. Search Volume, Search Volume Trends, and Highest Volume Occurred In) is global. This means that, for every 12 months, we 
display how much traffic you would have received on a keyword if you targeted all countries and all languages. 

More About Global Data: Global data represents keyword performance as though you targeted all countries and all languages. In some cases 
we may not have data for a given keyword; the tool will note thissin the keyword results. 

!I 
I ! 

https ://adwords.google.com~support?fulldurnp= 1 
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Your keywords may be marked 'inactive for search' and stop showing your ads on search results i f  they don't have a high enough Quality 
Score and maximum cost-per-click (CPC). This is another way of saying that your keyword or Ad Group's maximum CPC doesn't meet the . . . . . . . . . . . . . . . 
minimum bid required to trigger ads on Google or its search network partners. This typically occurs when keywords aren't as targeted as they 
could be, and the ads they deliver aren't relevant enough to what a user is searching for. 

Remember that keywords marked inactive for search are inactive only for search. They may continue to trigger ads for content sites i f  you 
have the Google .~g.nje.nb..n.e.W.~.fk enabled for that campaign. This is because the AdWords system analyzes all available keywords to best 
match your ads with sites that have similar themes and topics. Thus, a keyword marked as inactive for search may continue to generate 
clicks and charges on the content network. 

If your keyword is inactive for search, you have the following options: . lncrease your keyword's Quality Score by  optimizing for relevancy. 
Optimization, which is a technique for improving the quality of your keywords, ad, and campaign, is the best way to increase your 
keyword's performance without raising costs. Try to combine your keyword with two to three other words to create a more specific 
keyword phrase. This will result in better targeting, and potentially, better performance. For example, make single keywords more 
targeted by turning them into descriptive phrases ('car' to 'car buying service'). You can also narrow your targeting options (such as 
to regional targeting) or matching types (like exact match). We also suggest adding your keyword to your ad text. Visit our 
QgtIwt!a$.~~a."Fjg.~. page for more suggestions. 

. Increase your keyword's maximum CPC to the recommended minimum bid. 
Your keyword's minimum bid is the amount required to trigger ads on Google and is determined by your keyword's Quality Score. 
When your maximum CPC falls below the minimum bid, your keyword will be inactive for search. For this reason, you can simply 
increase your maximum CPC to the minimum bid to re-activate your keywords. Learn the different ways to increase your n~aximuan 
CPC ta the minimum bid. 

. Delete the keyword. 
To start from scratch, you can simply delete all your keywords that are inactive for search. If you delete an inactive keyword and then 
add it back to your account in any other format or any other location (placing it in another Ad Group, for instance), our system will still 
take the keyword's past account-wide performance into consideration. A poor performer can affect an entire Ad Group andlor 
campaign, if it is used multiple times. For this reason, we recommend you regularly review your account's performance and either 
optimize your keyword or increase its maximum CPC to the minimum bid. 

. Do nothing. 
Let the keywords stay inactive for search. If search behavior works in your favor -- such as i f  more users search for your keyword, 
thus increasing its relevancy -- your keyword might be re-activated. However, we recommend you choose one of the preferred options 
above to keep your keyword performing well and triggering ads. 
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ADVERTISERS USING THE BUDGET OPTIMIZER: 

If you're using the Budget Optimizer and some of your keywords are inactive for search, here's what you can do: 
lncrease your target budget or maximum CPC. 
This is the best option i f  only a few of your keywords are inactive for search and have a low minimum bid. By increasing your overall 
campaign spend, these keywords are more likely to become fully active. Remember that your maximum CPC must be more than the 
minimum bid listed in order for your keywords to run. 

. Delete or optimize your keywords. 
This is the best option if there are many keywords in your campaign that are inactive for search and at least a few of them have a high 
minimum bid. Try one or a combination of the following ways to handle this situation: 

You can try deleting just the keywords (inactive for search or active) with a very high minimum bid. This will help distribute 
your budget to  those keywords with lower minimum bids and give them a better shot of running. 

You can also try optimizing keywords with high minimum bids to be more targeted. Either add another word or phrase to the 
keyword or move these keywords to a campaign with more specific targeting settings. For more tips, please visit our 
Optimization Tips page. 

. Test and refine your campaign. 
Try a combination of the above options. For example, try both increasing your overall campaign spend while optimizing your 
keywords for relevancy. Then, test the results. If you find that your keywords are still inactive for search, then continue tweaking your 
campaign until you get the results you're looking for. When in doubt, simply delete poorly performing keywords. 

What does 'inactive for search' mean? 

Inactive for search is a state we assign to keywords that are not likely to perform well or trigger ads on Google search pages. An active 
keyword state, on the other hand, usually means that your ads will appear when a user searches on your keyword. For best ad performance, 
we suggest you aim to have all your keywords in an active state. 

If one or more keywords are listed as inactive for search during the sign-up process, you can do one of the following things: 
Nothing: You can complete the sign-up process and try to activate the keyword(s) after you finish creating your new AdWords 
account. 

. Delete the keyword(s): Click the 'Back' button to return to the previous 'Choose keywords' step in the wizard. Then, enter your 
keywords - except for inactive ones -- in the text box. 

I Increase your maximum cost-per-click (CPC): Your keyword performance is based on its quality and maximum CPC. Therefore, 
increasing your maximum CPC will help an active keyword perform on Google. 

Edit your keyword list: More specific keywords can increase quality and lower costs. Use multi-word, specific keywords in place of 
singular andlor general keywords (such as by changing hotel to London hotel). This will help them perform better and move them into 
an active state. To edit your keyword list, click the 'Back' button to return to the previous 'Choose keywords' step in the wizard. Try 
using the Keyword Tool box to view keyword variations. 

I L 

lttps ://adwords .google.com/support?fulldurnp=l 8/14/2006 
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What are image ads? 

AdWords image ads are graphical ads which appear on select content sites in the Google Network. Image ads combine two powerful features: 
graphics and proven AdWords targeting technology. 

Unlike traditional online graphical ads, image ads can be matched to a page's content. This targeting makes image ads more attractive and 
relevant to  anyone browsing the site. Therefore, image ads offer you yet another effective way to increase your business exposure and reach 
new prospects. 

You can run image ads on content sites in both keyword-targeted and site-targeted campaigns. (Please review the aditsria! auidelines for 
image ads.) Animated ads in .gif and Flash format are accepted for both site-targeted and keyword-targeted campaigns. Search results pages, 
such as those on Google.com or on Google's search partners, will not accept animated ads. 

See exameles of imam ads and placement orptisna. 

Can I target my image ads to different languages? 

Yes. Currently, you may target your image ads to the following languages: . Chinese (simplified) 

. Danish 

Dutch 

. English 

. Finnish 

. French 

. German 

Hungarian 

. Italian 

Japanese 

Korean 

I Norwegian 

. Polish 

Portuguese 

. Russian . Spanish 
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Swedish 

Turkish 
We look forward to offering more language options in the future. 

Where will my image ads appear? 

lmage ads currently appear on selected content sites and products in the Google Network, not on Google search results. Content providers 
must opt in to the image ads program before image ads can appear on their site. 

What do image ads look like? 

lmage ads are graphics that you upload into your campaign. We recommend that you include text -- such as a brief product description or a 
call to action -- within the image to reinforce your ad's message. Animated image ads and Flash format ads are allowed. 

You have seven size and placement options: 

Banner (468 x 60) 

Leaderboard (728 x 90) 

Square (250 x 250) 

Large Rectangle (336 x 280) 

lnline Rectangle (300 x 250) 

Skyscraper (120 x 600) 

Wide Skyscraper (1 60x600) 

We may r-&e. your images in some cases. 

See examples of irnaae ads  and placement options. 

..................................................................................................
How do you decide whether to show my image ad or my text ad? ..................................................................................................

If you have a text ad and an image ad in  the same Ad Group, the AdWords system will analyze multiple factors on each .G.o.~gl.e..N.~t~.~.r.k 
content site page to determine whether your text ad or image ad is more appropriate for that page. 

If your image ad is more relevant, it will appear. If not, your text adtmay appear in its place. This targeting model ensures that you reach your 
prospects with the most effective ads. (Note: lmage ads can appear only on the pages of content publishers who have opted in to the image 
ads program.) I 

11 

I L 
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No. Image ads pricing is the same as text ads pricing. For keyword-targeted ads, you may choose a maximum cost-per-click (CPC) from 
US$O.Ol to US$100.00 or the local currency equivalent. For site-targeted ads, you may choose a maximum cost-per-thousand impressions 
(CPM) from US$0.25 to US$100.00 or the local currency equivalent. 

To discover your local currency equivalents, please see the ar~~punR..fees.fir~.de.~. 

Your daily budget can go as high as you like. You may change your amounts within these ranges at any time, and there's no minimum 
spending commitment. 

Yes. Remember, image ads are priced, targeted, and ranked in the same manner as AdWords text ads. 

--------- ---____1----2---.-- ------------- -------.-- ---..---- ---------------------------------------.-------- 
Will you resize my image? . . . . . . . . . . . . . . . . . . . . . . . . . . _. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , , 

Google image ads can include two added elements: your URL to fortify your branding, and a feedback link that gives publishers and users a 
way to request improvements from Google. 

We may resize your image vertically by 11 or 22 pixels (depending on the image format you've selected) to  make room for these elements 
while still maintaining the standard overall image sizes. We will not, however, resize your image horizontally. When these elements are added, 
your image's proportions will appear slightly different from your original file. 

If you'd like to maintain the original proportions of your images, we recommend that you resize them (or recreate them in the appropriate 
sizes) before you upload them. Your resized options are: . Banner: 468x49 

. Leaderboard: 728x79 

. Square: 250x239 

. Large rectangle: 336x269 

. Inline rectangle: 300x239 

. Skyscraper: 120x578 

https : //adwords .google. com/support? fulldump= 1 
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. Wide Skyscraper: 160x578 
Note: Animated image ads and ads with Flash animation are not resized in this manner. They should always be submitted in the 4 ~ 1 1  format 
size. . . . . . . . . . . 

What are the requirements for Flash ads? 

Flash is a plug-in for web browsers that allows animation to be added to Web page components, including AdWords ads. Flash advertising is 
allowed for all AdWords advertisers, with some technical restrictions. 

Flash ads must be 50K or smaller in size and utilize Flash versions 4 - 6. All Flash creatives should support the clickTAG variable. The 
clickTAG is the tracking code assigned by Google to an individual ad. It allows Google to register where the ad was displayed when i t  was 
clicked, and helps advertisers determine the effectiveness of their campaign. On any click, Flash creatives should redirect to the URL 
specified in the clickTAG argument; there should be no other redirection in between. 

]The variable name must be spelled "clickTAG" (upper-case TAG; no space between click and TAG) and not "click tag," "Click Tag," or any 
other form. This is the proper code for the clickTAG parameter. 

on (release) { 
i f  (clickTAG.substr(0,5) == "http:") { 
getURL(clickTAG, "-topw); 
1 
1 

Flash ads must follow the same editorial guidelines as all other image ads. Please review those guidelines at 
h~ps:/ladwords.a~~~Ie~~~~n~~eIee$!image~saidelismes.htm~. Flash ads may not be resized before submission; they must be submitted in full 
format. 

As always, our goal is to provide highly effective AdWords products that enhance the advertiser and user experience. Thanks for your 
interest in Google image ads. 

What's the maximum number of image ads I can have in my account? 

You may create a maximum of 500 image ads and distribute them any way you like throughout Ad Groups in your account. (Please note that 
this maximum number includes all image ads, even if they're not currently showing.) 

If your account has reached this limit, you may not create another image ad until you delete one or more of your existing image ads. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
What's a CMYK color format? 

,--------.--<--<-..< ,-.- - .-.... -.......,.-.?-.,<---.>>>-- ----..-<- ..?. - ---.--..<>>..-.-..,.<-,..>,-, > *>>> > -**.- >>.>>.>-.-*>-->.--+<*....*-,-*,.< -.>.--- --.---------...-- >,-~---~.-.<..<~<<<-~-~>~>>,>~...-~~>..-<-.~~*...-.-......,..,<<<>-~~-~~~~>>~~~.~-.-<~~~~><<-<~-. 

CMYK is an acronym for the basic colors, cyan, magenta, yell6w, and black, that are used in four-color printing. Digital images, including the 
ones you're attempting to upload for your image ads, are occa.&onally composed of mixture of CMYK. 

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

Case 5:05-cv-03649-JW     Document 81-16      Filed 09/29/2006     Page 11 of 67



Cioogle Ad W ords Help Center Page 223 of 489 

However, display devices often use red, green, and blue colors, or RGB. The process by which CMYK is converted so images will appear 
naturally on RGB devices is called color matching. 

Color matching is a challenging process. Any images that aren't properly converted appear as broken links or error messages. Given all of 
the requirements and time involved with color matching, Google AdWords is currently unable to accept any CMYK images for image ads. 

How did this happen? 

There may be a number of reasons why your images are currently in a CMYK format. However, the most common explanation is that many 
image editing applications automatically output images in CMYK. The application you used to scan or create your images likely falls into this 
category. 

What can you do? 

You may wish to try an image editing program that gives you the option to save images in an RGB color mode. Simply load your current 
image into this program and save it again in the proper format. Please note that changing an image's color mode may also affect its file size. 
Make sure your image does not exceed 50k. 

We've found that, by implementing a 50k file size limit, the AdWords system performs optimally. 

Acceptable image formats are .gif, .jpg and .png (portable network graphics). . 468 x 60 banner 

728 x 90 leaderboard 

. 300 x 250 inline 

. 120 x 600 skyscraper 
All sizes are measured in pixels. See samples of the four ad sizes. 

For related information, please see the image ad Editorial Guidelines. 

Can I create an Ad Group containing only image ads? 

Ad Groups in keyword-targeted campaigns must include at least one standard AdWords text ad. This ensures that the ad will be eligible to 
appear on search results pages. If all text ads are disapproved or deleted, any image ads in this Ad Group will not show. To prevent this, we 
recommend that you monitor and improve the performance of yo,ur text ads whenever possible. 

I! 

Ad Groups in site-targeted campaigns aren't required to have an active text ad. They cqh contain image ads only, text ads only, or both. 
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If you'd like to learn how to improve your text ad(s), please review our optlrnkatian tips. 

How should I name my image? 

When you load your images, providing descriptive image names will help simplify your reporting and communication with our 
client services team. Here are a few restrictions and tips for naming your ad images: . Do not exceed 50 characters. 

. Consider including: . An image description in the name of the image file. 

. The campaign or Ad Group name in the image file name. 

Before you can create image ads for a keyword-targeted campaign, the campaign must be set to show ads on content sites in 
the Google Network. To verify this: . Log in to your account. 

Click the campaign that will contain your image ad, then click Edit Settings. 

. Make sure you've checked the box next to content network below the heading Networks. 
There's no need to do this with site-targeted campaigns, which are automatically enabled to show ads on the Google content 
network. 

Once you've verified your settings, follow the steps below to create image ads: 

Click the campaign that will contain your image ads. 

Click the Ad Group that will contain your image ads. 

= Select the Ad Variations tab. 

. Click Create New lmage Ad. 

. Browse for your image file. 

.Name your image file. 

. Enter your display and destination URLs. 

Click Save New lmage Ad. 

Repeat this process to create additional image ads. 
I 

~ttps : //adwords .google. comlsupport? fulldump= 1 
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How much do video ads cost? 

Like any other AdWords ad, you choose the price you're willing to pay for your video ad. You can choose to pay for your video ad on either a contt 
targeted cost-per-click basis or on a site-targeted ce~st-~er-Phoaesand-illsl~re8si061 basis. 

When paying on a cost-per-click basis, you'll be paying for clickthroughs leading users to your website, not paying for clicks on the opening imagc 
button. When paying on a CPM basis, you'll be paying for impressions of your opening image, rather than plays of your video. 

Where will my video ad appear7 

Video ads will appear on sites in the Gsogk Network. They'll compete in the same auction against all other types of ads that are eligible to appear 
the Google Network, including cost-per-click and cost-per-thousand-impression priced text and image ads. 

Where are video ads available7 

Video ads are currently available as part of a phased release for advertisers in a limited number of locations. If video ads are available for your loci 
will see the option to create a video ad when creating new ads within your AdWords account. 

When will my video ad begin running? 

Your video ad will begin running as soon as i t  is processed and passes through our editorial review. This process usually takes a few hours, but it 
as long as a day. 

The destination URL is the URL that users will visit when they click on the dis@av URL that they'll view on your ad. Users can also reach the destir 
by clicking on the video while it is playing. 

How do video ads work? 

When a video ad is served to a page, it will be displayed as a static .~~.e.~!.i.ng.%.ma~g~. Once the user clicks the play button or the opening image, the 
begin playing within the ad space. If the user clicks the display URL at the bottom of the ad, or clicks the ad while it plays, the user will automatica 
taken to the advertiser's website. Users can control the volume and can replay the video i f  they choose; the video will not automatically replay. 

What's the display URL for video ads? 

The display URL is the visible, clickable link to your site that users will view displayed on your video ad. 
I 
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Can I mix video ads with text ads in the same Ad Group? ......................... _._ 

Yes. In fact, we encourage you to include at least one text ad in the same ad group with your video ads, particularly i f  you're doing a site-targeted i 
help ensure that even if the site you're targeted is not opted in to image ads, you'll still be able to target your ads to their site. 

..................................................................................................
How do I select a video? ................. ..._._ ........... _.__ 

Once you're on the Create video ad page in your account, you can choose a video by following these steps: 

1. Under Step 2: Choose your video, click 'Select'. 

2. In the Select video pop-up, click the Upload new video link. 

3. Browse to locate the video file on your computer, and provide a title that will help you remember it later. 

4. Click the Upload Video button. 

5. Your ad should now be available in the 'Select video' window. It may take a few moments to appear, so click Refresh list i f  you don't see it. 

6. Choose a video from your list by clicking the corresponding Select link. 

Your selected video will now appear on the Create video ad page. 

For general instructions on creating video ads, visit our entry on Haw do B create a video ad? 

..................................................................................................
Will you alter my image or video? ............ ......... ........ ...-........... . ...................*..-. .........<<<..<I........ ....-.....<...< ....... .--...- <<<<--.<+.-.->...-.> .. ~..~.-.-<.<.~~..~.~~~~~........-............-~~....~>.~..............-.-.~~>..~....-....<.<-.<.......- 

We won't make any changes to the content of your image or video. We will, however, transcode your video into a format that is compliant with Mac 
may resize your image i f  it does not fit the selected ad size. 

How do I create a video ad? 

Before you can create video ads for a keyword-targeted campaign, the campaign must be set to show ads on content sites in the Google Network. , 

= Log in to your account. 

. Click the campaign that will contain your video ad(s), then tl ick Edit Campaign Settings. . Make sure you've checked the box next to content network below the heading Where to show my ads. 
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There's no need to do this with site-targeted campaigns, which are automatically enabled to show ads on the Google content network. 

Once you've verified your settings, take these steps to create a video ad: 

1. Log in to your account at h~p:/iadwords.qoo~Ie~co~nIseIect 

2. Click the campaign that will contain your video ads. 

3. Click the Ad Group that will contain your video ads. 

4. Click Create New Video Ad. 

5. Browse for your opening image. 

6. Select your video. If you need instructions for uploading a video, you can find specific directions in our entry on .Hi~-.gf~.J..s.ej.g.~.fr..~. 
video. 

7. Provide your destination and display URL. 

8. Click Save New Video Ad. 

Creating Text Ads 

What is an expanded text ad? 

An expanded text ad is a text ad that fills an entire ad unit on its own, rather than being grouped with other text ads. Expanded text ads have 
the same character limits and editorial guidelines as typical text ads, but are displayed solo and with text enlarged. 

Any AdWords text ad can run as an expanded text ad. No special arrangements are needed: a text ad is expanded automatically whenever the 
AdWords system determines that its price, relevance, and other competitive conditions make it a good candidate to take the entire space 
itself. 

Expanded text ads appear in all standard AdWords size formats, in both site-targeted and keyword-targeted campaigns. They appear only on 
content partner pages; search results pages, such as those on Google.com or on Google's search partners, do not run expanded text ads. 

How much text can I have in my ads? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Ads can contain, including spaces, 25 characters for the title, 70 characters for the ad text, and 35 characters for a Display URL. On Google, 
this is  displayed on four lines: a title, two lines of ad text (each with 35 characters), and a URL line. However, the format may differ on Google 
partner sites. 

I. Ad Text 
1 

If your ad text contains any wide characters, such as certain capital letters and punctuation marks, fewer characters may fit on the line. The 
system will notify you i f  you exceed a char'acter limit. Also, some of Google's syndication partners may not display nonstandard characters if 

https ://adwords .google.corn/support?fulldump= 1 811 412006 
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you include them in your ad. 

If you create text ads using non-Latin characters, please be aware that the character limit may vary. Ads in languages with double-byte 
characters, such as Arabic, Chinese, Japanese and Korean, can contain the following number of characters, including spaces: 12 characters 
in the title, 17 characters in each line of ad text, and 35 characters in the Display URL. 

11. Display URL 

If your Display URL is longer than 35 characters, you may consider using a shortened version of your URL, such as your homepage. Please 
be sure that your Display URL accurately represents your Destination URL, the page within your site to which users are taken via your ad. The 
Display URL should have the same domain (such as example.com) as your landing page. 

Also, please note that your Display URL must be an actual web address, appearing in the form of a valid URL. It must include the extension 
(such as .corn, .net, .org, etc.). It does not need to include the prefix (such as http://or www). 

Since your ad space is limited, try to create compelling and targeted ad text that is highly relevant to the products or services you're 
promoting. You can .~p.4.i~~.~~~..ysad~..~D..f:.e.x.4 to create the most effective ads. 

Yes. For each Ad Group you create, you can create up to 50 ad variations. The variations can be in any of the formats offered for AdWords, 
including text, image, and video ads. 

When you first sign up for an account, you'll be offered the chance to create additional ad variations immediately after you create your first 
ad. You can also create ad variations later, after your account is running. Sign into your account and choose the Ad Group you want to work 
with. Click the Ad Variations tab, find the line reading 'Create new ad,' and then select the type of ad you want to create. 

All ad variations in a single Ad Group are triggered by the same set of keywords. You can choose to have ad serving optimized automatically, 
so that the best-performing ad variations show most often, or you can choose to show them evenly regardless of their performance. This 
choice is made on the campaign level by clicking the Edit Campaign Settings link. Choose one of the two options for ad serving: 

Optimize: Show better-performing ads more often 
This option is automatically selected for any new campaign. For all new Ad Groups within this campaign where multiple ads are created, our 
system will favor ads with higher clickthrough rates (CTRs), showing them more often than ads with lower CTRs in the same Ad Group. Le.aaj). 
more about ad optimization and how to change your settings. 

Rotate: Show all ads equally 
If you choose not to  take advantage of optimized ad serving, all the active ads in an Ad Group will appear evenly on a rotating basis, 
regardless of performance. However, Google still automatically keeps track of the CTR for each of your ads. You can then determine which 
ads perform best by logging in to your account and viewing your campaign reports. This information can help you decide when to refine or 
delete poorly performing ads. , 

II 

If you want different ads to appear for different keywords, you can create multiple Ad ~ t h u ~ s  or campaigns. Once you've finished picking 
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keywords and prices for the first group of ads, you'll have an opportunity to create additional Ad Groups and campaigns. Your 
ads will rotate i f  you use the same keyword in different Ad Groups so you don't have multiple ads on the same page. 

How do I create a new text ad7 

To create a new ad in one of your existing Ad Groups, follow these steps: 

1 . .L.~.~.in%~..~.nu~..Ad.W.~.~d.~..ac6~~.~.4. 
2. Click the campaign that contains the Ad Group you want to edit. 

3. Click the appropriate Ad Group. 

4. Select the Ad Variations tab. 

5. Click the Create New Ad: Text Ad link at the top of the ad table. 

6. Enter your new headline, description lines, display URL, and destination URL as needed. 

7. Click Save New Text Ad. 

..................................................................................................
How do I edit my ad text? 

To change your ad text: 

. Log in to your AdWords account. 

. Click the campaign that contains the Ad Group you want to edit. 

. Click the appropriate Ad Group. 

Select the Ad Variations tab. 

Locate the appropriate ad and click Edit. 

. Enter your new ad title, description lines, display URL and destination URL as needed. 

Click Save Changes. 

When you edit your ad, it's immediately eligible to appear on Google. Also, it's automatically resubmitted for review to appear 
on search and content sites and products in the Goag.!e..NeW.prk. 

You can also easily edit ads throughout your account with our Find and Edit Ad Text tool, available under Advanced Search 
and Editing on your account's Tools page. 

1 
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How do I edit my display URL and destination URL? 

To edit your display URL and destination URL: 

. Log in to your AdWords account. 

Click the campaign that contains the Ad Group you want to edit. 

Click the appropriate Ad Group. 

. Select the Ad Variations tab. 

Locate the appropriate ad and click Edit. 

Change the URL fields as needed. 

Click Save Changes. 

You can also easily delete multiple keyword-level destination URLs throughout your account with our Find and Edit keyword tool available 
under Advanced Search and Editing on your account's Tools page. 

--------------------.--------.-------.-.---- ------------.-.-- ---.- - --.-----------------.----------------*--.--------.------. 
How do I delete an ad7 

You can delete an individual ad at any time. 

To delete an ad, please follow the steps below: 
1. Log in to your AdWords account. 

2. In the Campaign Summary table, click the ad campaign containing the ad you want to delete. 

3. In the Ad Groups table, click the Ad Group containing the ad you want to delete. 

4. Select the Ad Variations tab. 

5. Click Delete below the ad you want to delete. 
Campaigns and Ad Groups can be undeleted, but a deleted ad can't be. However, you can always view deleted ads on the Ad Group details 
page by clicking the box next to 'Include deleted items that were active in this date range.' (Make sure the date range is set to include the time 
when your deleted ad was active.) You can then, if you like, create a new ad with the same text. 

How do I set my position preference7 

Position preferences are set in two steps. First, you enable pos i t l ~n  preference for a particular campaign. Second, you set your preferences 
for individual keywords within that campaign. ,I 

b 
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To enable position preferences for a campaign, follow these steps: 
1. Sinn in to your AdWords account. 

2. On the 'Campaign Summary' page, check the box to the left of any campaigns you want to enable for position preference. 

3. Click Edit Settings. 

4. Find the 'Advanced Options' section. 

5. Select the box next to 'Enable position preferences.' 

6. Click Save Changes. 

To set your position targets for your keywords: 
1. Return to the 'Campaign Summary' page. 

2. Click the name of a campaign to edit. 

3. Click an Ad Group within that campaign. 

4. On the 'Ad Group' page, make sure the Keywords tab is selected. 

5. Select the box next to  any keywords for which you want to  set position preferences. 

6. Click the Edit Keyword Settings button (located above the keyword list). 

7. On the 'Edit Keyword Settings' page, you'll see a column in the center of the table labeled Position Preference. 

8. Use the pull-down menus in that column to choose the range you want for each keyword, from 1 to lo+. The left-hand number is the 
highest position you'd like your ad to take. The right-hand number is the lowest position your ad will take. (Remember, these are only 
preferences, not guarantees.) 

9. Click Save Changes. 
Once you've set your preferences, you can view them from the main 'Ad Group' page by clicking 'Settings' next to each term in the Settings 
column. Your position preferences will remain in effect until you edit them or disable position preference for that campaign. 

Position preference will not affect the way your ads are ranked. The usual AdWords ranking and relevance rules apply. Setting a preference 
for the first position does not mean your ad will be ranked there. Position preference simply means AdWords will try to show your ad 
whenever it is ranked in your preferred position, and avoid showing it when it is not. 

Position preference is an advanced bidding feature that gives sophisticated advertisers more control over the positioning of their ads. Some 
advertisers find this helps them better promote their brands or earn a higher return on investment (ROI). In particular:. . Direct-response advertisers can target their most cost-effective ad rankings. 

. Brand advertisers can make sure their ads run only in the.most visible positions. 
Position preference helps you achieve your desired ad position in two ways. First, it attempts to show your ad only when its Ad Rank 
(maximum CPC x Quality Score) has placed it in the positions you select. Second, i f  the Ad Rank places the ad in a higher spot, position 
preference will discount your maximum CPC bid to move the ad into your desired range. 

1 ! 
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A common problem with position preference bidding is that advertisers prefer high positions but make bids that qualify only 
for lower positions. If you set a position preference of 2-4, but your Ad Rank is usually 6-8, then your ad simply won't show. 

Remember also that the position preference system tends to place your ad most often just below the upper end of your range. 
If you select positions 3-7, for example, your ad is likely to appear in positions 4 and 5 more often than in 3, 6 or 7. 

Here are some tips for position preference bidding: 

1. Review your current bids and average positions, and use them as a guide. For example, if you want your ad to show in 
positions 2-4, and your current maximum CPC of $1.00 buys you an average position of 3.8, you may need to boost 
your maximum CPC. Otherwise your ad will show at times in positions 2-4, but you will lose all the impressions you 
have been receiving below position 4. 

2. Use the traffic estimator. It can help you predict what maximum CPCs will be needed to allow you to compete for your 
preferred positions. 

3. Broader is better. When you set a position preference range, you also restrict the inventory available to your ads. To 
get the most exposure for your ad, it's better to select a range of positions like 3-8 rather than a single position like 4. 

4. When in doubt, bid high. The position preference feature protects you by discounting your bid i f  it places your ad 
above your preferred position. Set your maximum CPC to the highest amount you are comfortable paying, and 
AdWords will discount it when possible. 

5. Be patient. The position preference feature typically needs a few days to gather performance data and calibrate its 
targeting. Your ad may begin showing in your preferred range almost immediately, or it may take those few days to 
adjust. We encourage you to experiment, as always, but be aware that every time you change your position 
preferences the system will need to re-calibrate. 

Suggestions for Settings 

Here are some common advertiser objectives, with recommendations on the best way to achieve them. These are only 
examples; your needs and results may vary. 

Situation: 'My preferred position is 4, but I would still like my ad to appear in positions other than 4.' . Set your position range from 3 to lo+. 
. Set your maximum CPC for the highest amount you are willing to pay for any impression. 

Result: Your ad will show primarily in position 4 but may also show in position 3 or in lower positions. If your ad is ranked in 
positions 1 or 2, the AdWords system will lower your maximum CPC to move your ad into your preferred range. 

Situation: 'I want to promote my brand, and I want my ad to show only in the top 3 positions.' . Set your position range from 1 to 3. . Set your maximum CPC for the highest amount you are,willing to pay for any impression. 

Result: The system will attempt to show your ads only in positions 1-3. When your ad is in position 4 or lower, it should not 
show. I ! 
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Situation: 'l've found that positions 3 - 6 get my ad the best return on investment. I don't want my ad to show below position 6.' 
Set your position range from 3 to 6. 

. Set your maximum CPC for the highest amount you are willing to pay for any impression. 
Result: The system will attempt to show your ads only in positions 3-6. If your ad is ranked in positions 1 or 2, the AdWords 
system will lower your maximum CPC to move your ad into positions 3-6. 

Situation: "l've found that positions 3 - 6 get my ad the best return on investment. But I also like the traffic and conversions I 
get from lower positions." 

Set your position range from 3 to lo+. 

. Set your maximum CPC for the highest amount you are willing to pay for any impression. 
Result: Your ad will show primarily in positions 4 and 5, but may also show in position 3 and in positions 6, 7 and lower. When 
your ad is ranked in positions 1 or 2, the AdWords system will lower your maximum CPC to move your ad into position 3 or 
lower. 

Situation: 'I want my ad to show only in position 4.' 

Set your position range from 4 to 4. 

. Set your maximum CPC for the highest amount you are willing to pay for any impression. 
Result: The system will attempt to show your ad only in position 4. (It may, on occasion, show in other nearby positions.) If 
your ad is ranked in positions 1-3, the AdWords system will lower your maximum CPC to try moving your ad into position 4. 
You are likely to see fewer impressions than you would with a wider range of preferred positions. 

Situation: "I want my ad to show up as high as possible, ideally on the first page of results, but lower positions are also fine." 
You probably don't need position preference. Simply set your maximum CPC for the highest amount you are willing to 
pay for any position. 

Result: Your ad will appear in the highest position your Quality Score allows. 

Monitoring Position Preference 

When you set a position preference, your ad impressions or click rates may go down. Your actual results will depend on the 
positions you select, the competitiveness of the pages where your ads run, and your quality score. As noted above, if you set 
a position preference of 2-4, but your Ad Rank is usually 6-8, then your ad will rarely show. On the other hand, if you set a 
position preference of 4-lo+, and your Ad Rank is usually 6-8, then you are likely to have many opportunities for impressions. 

It's a good idea to monitor your account to make sure your ad is receiving the impressions you want. We suggest you use the 
Report Center tab in your account to set up regular daily reports that will help you track your impressions. If your ad is 
receiving very few impressions, your positions preference settings are one of several possible reasons for that. 

The AdWords Help Center has instructions for setting uw a report. To set up a daily report, use these settings: 
I 

Report Type: select Keyword Performance 11 

I ! 
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View: select Summary 

Date Range: select Yesterday 

Choose the campaigns and Ad Groups you want to  track. 

Choose the appropriate columns. Make sure to include Impressions. 

Filter the report to show only the keywords for which you've set position preferences. 

Name the report. 

Schedule your report to run automatically every day. 

Have the report emailed to you daily i f  you wish. 

Click Create Report. 
If your ad is not showing as often as you would like, use the ads diarllnostic too! to identify the reasons why. 

Managing Keywords with Position Preference 

To view or edit all your keywords with position preferences, try grouping them together: . On the Ad Group page, click the Show Settings column header. 

. Under Sort by, select Position. 
All of your keywords with position preferences should sort to the top of the list. 

Yes. We will try to match your position preference whenever your ad shows on partner pages in the Google search network. 
Position preference will also be considered if your ad appears on related Google pages like Google Maps. Position preference 
does not apply to ad impressions on the content network. 

Will position preference work with other AdWords features? ..................................................................................................

No. The Budaet OptirnizerTM is designed to set and adjust your bids automatically based on your overall budget, and so cannot 
work effectively when you also set position preferences manually. 

Which ad positions are best? ..................................................................................................

No single position preference is best for everyone. Many people want to be ranked #I, but you may prefer the lower costs that 
come with lower positions. Or you may find that certain keywords get a better return on investment (ROI) when their ad is in a 
specific position. We encourage you to experiment and discover which positions are best for your keywords and your ads. 
Remember that with each change it may take a few days for the system to adjust and run your ads consistently in your new 
preferred positions. !! 

I ! 
.. ..... L ................-. 
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What position preferences can I speciffl ..................................................................................................

You can ask AdWords to show your ad when i t  is higher than a certain position, lower than a certain position, or in a range between two 
positions. 

The position preference feature uses pull-down menus for your high and low position settings. 1 is the highest (top) position, and 10+ is the 
lowest available setting. Choosing a setting of 10+ means your ad will show in positions of 10, 11, 12 and beyond. 

Here are some sample settings: 

Highest 3 and lowest 6: You would like your ad to show in position 3,4,  5, or 6. 
Highest 3 and lowest lo+: You would like your ad to show in position 3 or lower. 
Highest 1 and lowest 8: You would like your ad to in the first eight positions. 
Highest 3 and lowest 3: You would like your ad to show only in position 3. 

Remember that setting a preference for a position does not mean your ad will always be ranked there. Position preference simply means 
AdWords will try to show your ad whenever it is ranked in your preferred position, and avoid showing i t  when it is not. 

..................................................................................................
What is position preference? 

Position preference lets you tell Google where you would prefer your ad to show among all the AdWords ads on a given page. 

Whenever you run a keyword-targeted ad, your ad is assigned a position (or rank) based on your cost-per-click (CPC) bid, your keyword's 
Quality Score, and other relevant factors. There may be dozens of positions available for a given keyword, spread over several pages of 
search results. 

If you find that your ad gets the best results when i t  is ranked (for example) third or fourth among all AdWords ads, you can set a position 
preference for those spots. AdWords will then try to show your ad whenever it is ranked third or fourth, and avoid showing it when it is 
ranked higher or lower. If your ad is ranked higher than third for a given keyword, the system will automatically try to lower your bid to place 
your ad in your preferred position. 

You can request that your ad be shown only when i t  is: . Higher than a given position (such as above 7) 

. Lower than a given position (such as below 4) . Within a range of positions (such as from 2-8). . In a single exact position (such as position 2). 
You can choose any positions between 1 and 10+ (that is, 10 or any larger number). Separate position preferences can be set for any or all of 
the keywords in your campaign. , 

'I 

Please note that position preference does not mean that your ad will always appear in tfde position you specify. The usual AdWords ranking 
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and relevance rules apply. If your ad doesn't qualify for position #I, setting a position preference of 1 will not move it there. Position 
preference simply means AdWords will try to show your ad whenever it is ranked in your preferred position, and to avoid showing it when it is 
not. 

Position preference also does not affect the overall placement of AdWords ad units on the left, right, top or bottom of a given page. It only 
affects your ranking relative to other ads across those units. 

Position preferences are not guaranteed. Your ad may still appear in other positions, though we will make every effort to display your ad 
where you prefer. Once you set new position preferences, it may take a few days for the AdWords system to begin delivering your ad 
according to those preferences. 

Finally, let us note that setting a position preference can sharply reduce the number of impressions and clicks you receive for that keyword. 
Targeting just one or two positions means your ad will not show at times when it otherwise might have. We encourage you to choose as 
broad a range of positions are you are comfortable with. 

To set your position preferences now, see the ste.pp.by:.sbep..~~6t~cb.~ti~.n.s~. 

What happens if I don't set a position preference? 

Your ads will continue to run normally in all positions. If you enable position preference but don't set individual preferences, your ads will 
also run normally in all positions. 

Here are some common questions about using position preference with other Google features. 

Does position preference work with the Budget OptimizerTM? No. The Budget OptimizerTpA is designed to set and adjust your bids 
automatically based on your overall budget, and so cannot work effectively when you also set position preferences manually. 

Does position preference work with content bids? You may run both features in the same campaign at the same time. However, since position 
preference doesn't apply to Google's network of content sites, any preferences you set will not affect your content bids. 

Will the keyword tool suggest position preferences? No. The keyword tool is not affected by position preferences and does not suggest 
preferences. 

Does the Traffic Estimator consider my position preferences? No. Results from the Traffic Estimator does not take position preferences into 
account when estimating positions or clicks. 

Does the Report Center show my position preferences? Yes. ~ o u r ' r e ~ o r t s  now show your position preference, as well as the average position 
your ad actually received. (If you changed your position preferences many times in a given reporting period, the average position may not be 
very meaningful.) Keywords without position preferences are marked "any." 

I b 
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Do you promise I'll get the position I prefer? ..................................................................................................

No. Setting a position preference does not guarantee that your ad will always be shown in that position. Position preference simply means 
AdWords will try to show your ad whenever it is ranked in your preferred position and avoid showing it when it is not. 

Are ad positions always in the same location on each page? ..................................................................................................

Not necessarily. Ad positions are not always found in the same location on a web page. Google search results normally have up to eight ad 
positions in the side column of the page, and may have additional positions above the search results. So a #2 position could be above the 
search results or in the side column. A # I 0  ad position could be on the first page of search results, or it could be on a later page. Google's 
search network partners also feature varying numbers of ad positions on their pages. 

When you choose a position preference you are choosing your rank relative to other ads, not a specific location on a page. 

: Local Business Ads Overview 

What are the benefits of local business ads? 

Whether you're advertising one business location or 100, local business ads are a quick, easy way to connect you with customers searching 
for your products and services in your area. Here are a few key benefits: 

Reach more customers. 

With your ads appearing for relevant queries on both Google and Google Maps, you'll reach even more customers looking for your products 
or services in your geographic area. .k.h.?if.~!! how local business ads are targeted to users. 

Show customers more information. 

On Google Maps, local business ads are associated with visual map markers on your business location. In addition to the description lines 
and URL that appear in text ads, local business ads can display your business name, address, phone number, and an image related to your 
business. This information appears in the window that expands when users click on your ad title or the associated map marker. Without any 
extra cost to you, the image and address will help promote your business brand, products, and services, and associate your business with a 
specific location of interest to the user. 

Simplify your campaign structure. 

Each local business ad is associated to a single business location, so you can easily target multiple locations within a single Ad Group. For 
example, i f  you run a business with two physical locations, you might like your ad to show for customers located near each location. You 
could set up two locally-targeted campaigns, each with its own targeting settings, daily budget, ad text, and keywords. Or you could simply 
create two local business ads in a single Ad Group, using the same keywords. Each ad will only show for users searching for the business 
location that you specify for that ad. 

!I 
I ! 
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For example, i f  you're advertising hotel locations in San Francisco and New York, your Ad Group would just need 'hotel' keywords. Users who 
search for 'san Francisco hotel' could see your San Francisco hotel ad, and users who search for 'new york hotel' could see your New York 
hotel ad. 

Lea.r'..m~~g about how local business ads appear on Google Maps. , . . . . . . - 

How do local business ads appear on Google Maps? ........ >>.---------...-----<<<.--*--<-.-.-....A ..... ..-.............. + ..-...-....-- + ...., ---.- ..... ..................... ..... --.-..- .... - .... -*--.- ............. + <>.,.. ,.- ...... - ........ -...,.- ....... - .,....-.-., ----.-------------.,---.,-,...-- ,-.---------- ...........--- - ,,,.- ..................... 

Up to four local business ads may appear as 'Sponsored Links' on Google Maps search results pages. Each ad displays in two parts: a 
highlighted listing in the search results column, and a map marker that expands to show additional business details. 

The highlighted listing includes your URL and the business name and address as collected from your Gooale Maps business listing. It also 
contains two description lines that you choose when creating your local business ad. 

The map marker denoting the location of the business includes an j.c.g.~. that you choose when creating your local business ad. When users 
click on the map marker or on your ad, the map marker expands to become an info window. This window displays the information in your 
Google Maps business listing, in addition to an image that you can select when you create your local business ad. 

How are local business ads targeted to users? 

Users in any location worldwide may see local business ads on Google Maps, in addition to text-only versions on Google.com, Google.co.uk, 
Google.ca, and other search network sites. Here's how local business ads are targeted to users on Google Maps, compared to Google and the 
search network. 

Google Maps 

On Google Maps, users will see local business ads whenever they submit relevant, location-specific queries for geographical areas that have 
eligible local business ads. As with Google Maps natural search results, the user's IP address isn't considered. 

For example, i f  users in London search for 'New York hotels' on Google Maps, they'll see any local business ads for New York hotels that are 
eligible to appear. 

Google and the search network 

On Google and the search network, the user's IP address is considered (when it's available). A text-only version of your local business ad 
may appear if a user with an IP address read as located near your business searches on a relevant query. If you choose advanced targeting 
settings for your local business ad, only customers within the distance you specify will see your ad. For example, i f  a user in New York 
searches for 'hotels,' text-only versions of local business ads for New York hotels may appear among the search results. 

For search queries including city names within the United States, we'll target ads on Google.com and search network sites based on the 
search query instead of the user IP address. As a result, text-only:versions of local business ads may appear on Google.com and search 
partners when any user worldwide enters a search query for a location within the United States where there are eligible local business ads. 

I 

For example, any user searching for 'New York hotels' on Google'lcom may see text-only versions of local business ads for New York hotels. 

https: //adwords .google.com/support?fulldump= 1 
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We're working to introduce this feature for more countries in the near future. 

Learn about the language and location targeting requirements for campaigns with local business ads. . . . . . . . . . . . . . . 

Local business ad pricing is the same as text ad pricing. You're only charged for clicks to your website, whether the click occurs on Google 
or a search network site (including Google Maps). On Google Maps, you won't be charged for clicks on your ad title that expand the info 
windows on the map interface. 

To learn more about ad pricing in your location and currency, please see the account Peas finder. 

How are local business ads positioned? 

As with other AdWords ads, local business ads are positioned according to their A.jJbnk. 

On Google Maps, up to three local business ads may display below the search results. One local business ad may display above the search 
results if the text version of that ad is appearing above the search results on Google. 

If more than four local business ads are eligible to appear on the page, the top ads will display on the first page of search results and the 
remaining ads will show on subsequent pages. After we cycle through all eligible local business ads, the first set of ads will show again. 
.:. ;< .' .:,,.,;: ;...; ;:*i;; ;..:.. ..... .. .. :" ':::. & ,,<. $%P:;?',...: ,,:,, ... i; ,.:> 
!,: :< ,,,,, ,, ::$ <:$.; .?:.;$ 8 <,:> $ c . :  ::.:: :, ,*$ .$! ,$ , <... :. .. .'. fi: d...':.....'..> .' '.'..'..b , . .:: .., . ..... .... ....... :: .... :..+'::.,::: :: i: I ., 1: $,,,,,:c>:;:::.a f E: 3,s ;in :f:s$;, ,fi: iiiii: 1: G u id e 1 i nes and Requirements -... !. 

Each local business ad may include an image, such as a logo or photo related to your business. This image displays in the info window that 
expands from the map marker associated with your ad. In addition, you may upload an icon to display in the map marker. 

If you choose to include custom icons or images in your local business ads, please follow the guidelines below: . Dimensions: maximum of 125x125 pixels for images, or 16x16 pixels for custom icons 

File size: 20k maximum 

. File types: .JPG, .GIF, .PNG . Images and icons must be relevant to the advertised business. 

. lmages and icons must be static (no animation, flash or other rich formats). 

. Images and icons may not contain a 'trick to click,' such as a mock system functionality or animated feature. 

. Regardless of your business type, images and icons must be appropriate for all audiences. 
All images and icons will be reviewed according to our advertising guidelines and policies. 

1 

.---------------------------------.------.----.-----.-.-..----------- + ---------------------------------------------------------------.---------------- 
How do I add my business to the Google Maps listings? I ! ------------------------.---.--.------------ - -----------.-------------------.-.*-.--------------.----.----------------------------------------------.-.---. 

ittps: //adwords. google. corn~support?fulldump= 1 
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Gasale M a ~ s  is a Google service offering powerful mapping technology and local business information-including business locations, contact 
information, and driving directions. In order to create a local business ad, your business listing needs to be included in Google Maps. You 
can add or edit your business information in Google Maps at any time, for free. 

Learn mare about adding your business, or go directly to the L.~.~al.B-~l;l.n.e.s.s..C.~.~Bdr. Once your new listing is verified, you will be able to , . . . . . . . . . . .. . . . -. . - .. . .-. . . . 
target local business ads to that location. 

If you have more than ten business locations to input, please send us a data feed. ~.e.a.d.f~e4fi'Cr~.~~gwwtt.S~.pp~es or go directly to Gg~g!e..&;p. 

Currently, local business ads may be created for Gaoqle Maws business listinns in the United States, Canada, and the United Kingdom. The 
option to create local business ads is available in campaigns targeting All Countries, the U.S., Canada, the U.K., or areas within these three 
countries. 

Learn more about h~a!.Pres.i.nas.ai.~ea~!.ire.sn.e.n.t~ and .b.o.w. .!.~.e.is.i...b.~lr.s.i.n.e.d~..aD.t..are..~~rg~te.d.f~..te.s.ert~. 

How do I prevent other advertisers from advertising on my business locations? 

Advertisers may choose to run local business ads for any business location included in the Google Maps listings. As with all Google Maps 
ads, local business ads and the associated info windows will be clearly marked as 'Sponsored Links' to minimize any confusion with the 
regular local listings. 

As always, AdWords advertisers are responsible for the keywords they select to show their ads. If you'd like to prevent your trademarked 
term from appearing in other AdWords ads, including local business ads, please refer to our $r.aO$.rsr.a.rk..p.~Ci.sy. 

What are the requirements for my local business ads? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Local business ads involve several components, including your business listing in Google Maps, your campaign settings, and your ads. Each 
of these components is a necessary part of enabling your local business ads to run on Google, Google Maps, and sites in our search network. 

Requirements for your Google Maps business listing: 
In order to create a local business ad, your business location must be included in Google Maps. If your business isn't included in 
Google Maps, you can add your listing thrsugh our Local Business Center. 

. Local business ads are currently available only for business locations in certain countries. In order to create a local business ad at 
this time, your business location must be in the United States, Canada, or the United Kingdom. 

Requirements for your AdWords campaign: . Local business ads may only be created in keyword-targeteb campaigns. 

The campaign must have the following location targeting settings: 
If you're using country or territory targeting, your ca'mpaign must target All Countries, Canada, the United Kingdom or the 
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United States. 

. If you're using city, regional, or custom targeting, your campaign must target areas within Canada, the United Kingdom or the 
United States only. (.&lg.g.n. how local business ads are targeted to users.) 

. The campaign must have the following network distribution settings: . In order for your local business ads to show on Google Maps (and for text-only versions to show on other search network 
sites) your campaign must be ssated in to the search network. We recommend this option for the full exposure these ads can 
provide you. 

. If you choose to show ads on Google search only, text-only versions of your local business ads will show on Google, and your 
ads will not show on Google Maps. 

Requirements for your local business ads: . All local business ads must meet our Editorial Guidelines. 

. Each local business ad must be associated to a business location within the campaign's targeted region. For example, i f  your 
campaign targets Manchester, England, you may not create local business ads for businesses in London. 

. If you edit the headline of your local business ad, it must accurately reflect your business name as it appears in Google Maps. Learn 
more about editing your ad headline. 

. If you choose to use an image in your local business ad, please follow our reauirernents imaaes. 
Additional notes about creating local business ads: . An Ad Group may contain several local business ads for different locations within your targeted region. Each Ad Group may contain a 

maximum of 50 ads. 

How do I view reports for my local business ads? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . 

Here's how to run a performance report for your local business ads: 

1. Log in to your AdWords account. 

2. Click on the Reports tab and then on the Create Report link. 

3. For 'Report Type,' select Ad Performance, and then from the drop-down menu that appears, select Local Business Ads. 

4. For 'View,' choose from the menu options of 'Daily,' 'Monthly,"Quarterly,' or 'Yearly.' 

5. Select the 'Date Range' for your report by using the timespan ('Last seven days,' 'This month,' etc.) or the calendar date selector. 

6. Select your 'Campaigns and Ad Groups' by choosing the radio button for All Campaigns and their Ad Groups, or Manually select from 
a list. 

7. Within 'Advanced Options' you can further customize ydur report by clicking Add or Remove Columns to refine your report based on 
preferred standard column topics quch as ' I rnpressions," '~~~ CPM,' 'CTR,' 'Avg Position,' etc. Columns specific to local business ads 

https ://adwords .google.com/support?fulldurnp=l 8/14/2006 
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include 'Local Business Name' and 'Local Business Address.' 

8. In 'Advanced Options' you can also apply filters to restrict the display of report rows based on specific criteria. Click Display only 
rows that match specific criteria to customize your filters; up to four filters may be created by clicking the Add another restriction link. 

9. Enter a unique Report Name for your report and check the box to save your settings as a template i f  you want to re-use them in the 
future. 

10. For 'Scheduling and Email,' schedule your report (if you want it to run again automatically at another time), and, if you want it 
delivered via email, provide an email address and choose your preferred report format (.csv, .csv for Excel, .tsv, .xml, or .html) 

11. Click Create Report. 

How do I include my own icon for my map marker'? 

When you create a local business ad, you can choose an icon for the map marker that appears along with your ad on Google Maps. You have 
the option to select the icon from a list provided during ad creation, or you can upload your own icon by clicking 'Edit' next to the icon. C 
more about requireenents for custom icons. 

When will my local business ads appear? 

As with all AdWords advertising, your local business ads will compete with other ads for space on the pages where they appear. 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. Learo..m.:$_ 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. .Lxrlar..n)-~re. about how ads are ranked. 

The headline of your local business ad must accurately reflect your business name. Your ability to edit the headline depends on the length of 
your business name as i t  appears in your Google Maps business listing. 

If your business name is longer than 25 characters, it will automatically be shortened. You may edit the shortened version, as long as it 
doesn't exceed 25 characters and accurately reflects your business name. All edits will be reviewed by AdWords Specialists for compliance 
with our Editorial Guidelines. 

If your business name is 25 characters or fewer, it will automatically become the title of your local business ad. In order to change the 
business name as it appears in your ad, it's necessary first to chdnpe your business listin? in Google Maps. However, your ad headline will 
not automatically change after you've edited your Google Maps business listing. You'll only be able to update your ad headline by creating a 
new local business ad after your edited business listing has been confirmed. (Changing your business listing in Google Maps may take up to 

!! 
six weeks.) I ! 
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You can create a new local business ad at any time by following these steps: 
1. Log in to your AdWords account at &stPps:iladwsrds.aosqle.esrra. 

2. Click the keyword-targeted campaign that contains the Ad Group you want to edit. 

3. Click the appropriate Ad Group. 

4. Click the Create New Local Business Ad link. 

5. Identify the business listing you want to advertise. If you don't have a Google Maps business listing, ~.eam..f9~w~.~..ad~~~~u~~.b.er.s.I.n~d.h~.5.~~.gearr. 
Bsssiness Center. 

6. Enter your description lines and URL. (The business name, address, and phone number of your business will be taken automatically from y 
Google Maps business listing.) 

7. $fBo~~se . .~ .~ .rm~~~~.d . .~~n~~i~c~~ .~ .  for your map marker. 

8. Optional: Upload a business image to appear in the info window that expands from your map marker. 

If you aren't sure which markup language(s) your website is written in, we suggest contacting your webmaster, or the person who maintains your! 
can also try to identify the markup language by following these steps: 

From Internet Explorer: 

1. Open a new browser window, and enter your mobile web address. 

- If you see a pop-up that asks you to download a file with 'wml' in the title, your site is written in wml. 

2. If you can access your site in IE, right-click anywhere on the main page, and select 'View Source' to review the source code. 

- If the source code starts with '<?xml ...,I your site is written in xhtml. - If the source code starts with '<!DOCTYPE HTML ...,I your site is written in chtml or html. 

From Firefox: 
1 

1. Open a new browser window, and enter your mobile web addref s. 
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- If you see a pop-up that says: 'You have chosen to open xxx which is a: text/vnd.wap.wml,' your site is written in wml. 

2. If you can access your site in Firefox, right-click anywhere on the main page, and select 'View Page Source' to review the source code. 

- If the source code starts with '<?xml ...,I your site is written in xhtml. - If the source code starts with '<!DOCTYPE HTML ...,I your site is written in chtml or html. 

Sometimes, multiple versions of mobile websites are created, each written in a different markup language. Depending on how your mobile 
website was created, and how many markup languages it's available in, your site might automatically detect the compatible markup language 
for a user's mobile device. Sites that detect markup languages will automatically serve the correct version of your site. If different versions of 
your mobile website exist in multiple markup languages, make sure you select each language your site supports. 

Where will mv mobile ads amear? 

A t  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese mobile 
networks. 

You can choose to show your ads to users on all mobile carriers, or you can target select carriers. To specify where you'd like your ads to 
appear, make a selection under Choose mobile carriers: on the Create an ad page. When targeting select carriers, it is possible that your ad 
may occasionally show on other networks although this happens rarely. 

Mobile ads appear only when a user searches Google from a mobile device. 

What locations can I tarqet with mobile ads? 

At this time, you may target mobile users in Japan. We look forward to expanding mobile ads to more locations in the future. 

At  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese mobile 
networks. 

Mobile ads contain two lines of text, with a limit of 12 characters per line. Your destination URL appears on a third line i f  you choose to enter 
one. If you select the option that allows customers to directly connect to your business phone, a Call link will appear next to your destination 
URL. 

What are mobile ads? 

At  this time, mobile ads are only available to advertisers with a Oilling address in  Japan, and are only displayed on Japanese mobile 
networks. !I 

I ! 
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Mobile ads are shorter text-based AdWords ads that appear when users search Google from a mobile device. Send users to your mobile web 
page, or offer them the option to connect to your business phone after clicking on your ad. 

..---.------.------------------..--.----..----,------------------------..--..-----*--- --.----------- - -.---..---..------ - ----------------.---.+..---------..-----------.-- 
How do you decide whether to show my mobile ad or my standard text ad7 ..................................................................................................

A t  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese mobile 
networks. 

When a user searches Google.com from a PC for your keywords, your standard text ads will appear alongside the search results. And when 
someone uses a mobile phone to search Google.com for your keywords, your mobile ads will appear. 

Can I connect users to my business via telephone? 

A t  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese mobile 
networks. 

Yes. In addition to directing users to your mobile webpage, you can also connect them to your business via telephone. Enter your business 
phone number when you create a mobile ad, and a Call link will appear at the end of your ad text. Business phone numbers must be located in 
Japan, and must not be toll numbers. 

To provide users with the option to connect to your business via telephone: 

1. §~~gn..irs..~.~.vn~ur..A.d.W.ar_c!~.a.cs;~~s~~.nS.. 
2. Click the campaign that contains the Ad Group in which you will create a mobile ad. 

3. Click the appropriate Ad Group. 

4. Click the Create New Mobile Ad link at the top of your keyword table. Enter your new ad title, description line, Display URL, and 
Destination URL as needed. 

5. Check the box next to Connect users to my business via telephone, and enter your business phone number in the appropriate field. 

6. Click Save Changes. 
' ............ -. b .. , , : , ;  : :  9, , ,  . .  : :  , <  2 ;  .?,.:(.:. ..... .:..,,: \ ;.; ...... ?. '. ::: ::.,:..:: :::: :: .....: : ,.:;> ;.::;<; :; ::.::; ::> :)..:::,:!.,$ ':(.:$::,j!2 .../$.. :,::: f ...,!, ,;,,,. :.., ......... <&; ji 5, : .:$$,$:jj:$: ..... Mobile Ad Pricing 
..................................................................................................
Is mobile ads pricing the same as standard text ads pricing? ..................................................................................................

A t  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese mobile 
networks. 

Mobile ads pricing is similar to pricing for ads running on the PC ~ o o g l e  Network. You choose a maximum cost-per-click (CPC) for each 
keyword from US$0.05 to US$100.00 (or the local currency equivqlent), but smart pricing does not apply. You are only charged when a user 
clicks on your ad or the click-to-call link in your ad. IS 

I ! 
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To discover your local currency equivalents, please see the account fees finder. 

Your daily budget can go as high as you like. You may change your amounts within these ranges at any time, and there's no minimum 
spending commitment. 

Note:lf you run two different types of ads (mobile ad or standard text ad) on the same keyword, the CPC for that given keyword might vary. 
The cost-per-click for ads running on Google Mobile searches will likely be different than the cost-per-click for ads running on the PC Google 
Network. 

~ ~~~~~ ~~ 

When can I ex~ect  to see clicks on mv mobile ads'? 

Mobile ads must receive an editorial review before appearing on Google mobile searches. Once we confirm that your mobile ads meet our 
editorial guidelines, you'll start to  see clicks on your mobile ads. 

After you begin receiving clicks on your Mobile ads, you'll be able to run reports to see how they're performing. You can also view details 
about costs and the number of clicks received on your Campaign Summary page. 

Here's how to run a performance report for your mobile ads: 

Lon in to your AdWords account. 

Click on the Reports tab and then on the Create Report link. 

For 'Report Type,' select Ad Performance, and then from the drop-down menu that appears, select Mobile Ads. 

For 'View,' choose from the menu options of 'Daily,' 'Monthly,"Quarterly,' or 'Yearly.' 

Select the 'Date Range' for your report by using the timespan ('Last seven days,' 'This month,' etc.) or the calendar date selector. 

Select your 'Campaigns and Ad Groups' by choosing the radio button for All Campaigns and their Ad Groups, or Manually select from 
a list. 

Within 'Advanced Options' you can further customize your report by clicking Add or Remove Columns to refine your report based on 
preferred standard column topics such as 'Impressions,' 'Avg CPM,' 'CTR,' 'Avg Position,' etc. You'll also find mobile ads-related 
columns here that you can include or exclude by checking the appropriate boxes. 

In 'Advanced Options' you can also apply filters to restrict the display of report rows based on specific criteria. Click Display only 
rows that match specific criteria to customize your filters; up to four filters may be created by clicking the Add another restriction link. 

Enter a unique Report Name for your report and check the box to save your settings as a template i f  you want to re-use them in the 
future. 

For 'Scheduling and Email,' schedule your report (if you want i t  to run again automatically at another time), and, i f  you want it 
delivered via email, provide an email address and choose your preferred report format (.csv, .csv for Excel, .tsv, .xml, or .html) 

Click Create Report. 
I 

I 
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What are XHTML, WML, and CHTML? ..................................................................................................

A t  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese 
mobile networks. 

XHTML (WAP 2.0), WML (WAP 1.2), and CHTML are mobile markup languages -your mobile website must be written in one of 
these i f  you'd like to advertise it with Google AdWords. 

How do I create a mobile web ~ a a e ?  

A t  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese 
mobile networks. 

To create a mobile version of your website, you'll need to rewrite your page in a mobile markup language, such as XHTML, 
WML, and CHTML. 

Can I target my mobile ads to different languages? 

A t  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese 
mobile networks. 

Your mobile ads can target any language, but most Japanese mobile devices only display Japanese and English character 
sets. 

$;!, ,(....,. '.. .."' .> "".".I . .. .,.:..... : .... .::.,..p:$..'; g c ::. 1 Creating Mobile Ads 

Why do I need to specify the markup language of my mobile web page? . 

Mobile web sites are presented in various formats and protocols, and not all mobile devices are compatible with each format. 

By knowing in which markup language your mobile web page is written, we can make sure your ads are shown on compatible 
devices. 

What number should I use to connect customers to my business? 

Your business phone must be domestic to the location your ads target, and may not be a toll number. 

When entering your business phone number, please include the national direct dialing (NDD) prefix, but do not include the 
country code. , 

!! 
4 b ............................................................................................................ ............................................................................................................ ...................................................................................................................................... 
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How do I create a mobile ad? 
__,____,_ ...,,,,,.,. _..._. .... ................................................................................ 

At  this time, mobile ads are only available to advertisers with a billing address in Japan, and are only displayed on Japanese mobile 
networks. 

To create a new mobile ad in one of your existing Ad Groups, follow these steps: 
1. bog in ta your AdWords account. 

2. Click the campaign that contains the Ad Group in which you will create a mobile text ad. 

3. Click the appropriate Ad Group. 

4. Click the Create New Mobile Text Ad link at the top of your keyword table. Enter your new ad title, description line, Display URL, and 
Destination URL as needed. 

5. Click Save Changes. 

:: Troubleshooting Ads Overview 

Why do the ads in my Ad Group have different 'Served' percentages? 

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

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

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

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

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

You can view or change your ad optimization settings at the campaign level by doing the following: 
1. Log in to your AdWords account. 

2. In the 'Campaign Summary' table, select the checkbox next:to any campaign you wish to edit. 

3. Click 'Edit Settings' in the header row of the table. 
I 

4. Check or uncheck the box next to 'Show better-performingiads more often.' 
1 b 
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5. Click 'Save Changes' at the top or bottom of the page. 

The call-through rate is equal to the total number of user calls divided by the total impressions your click to call ad receives. For instance, a 
click to call ad with 100 impressions that lead to five actual calls would have a call-through rate of 5%. 

Remember that a call occurs only when a Google user and advertiser make phone contact via your ad and are connected for more than 10 
seconds after both parties are on the line. If the user clicks an ad but does not initiate a call, or i f  the call goes through but either party hangs 
up before 10 seconds have passed, then no call is recorded. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . , . . . . . . . . . . . . , . , , , . , , , , , , . , , , 
What is CPP? 

CPP is AdWords shorthand for cost per phone call. This is the amount you pay each time a user initiates a successful call by clicking your ad. 
If 100 people look at your ad, and 12 of them call, you will pay your CPP x 12. 

Average CPP is the average amount you pay each time someone calls as a result of your ad. Average CPP is determined by totaling the cost 
of all calls and dividing that total by the number of calls. 

What counts as a call? 

A call occurs when a Google user and advertiser make phone contact via a click to call ad and are connected for more than 10 seconds after 
both parties are on the line. If the user clicks an ad but does not initiate a call, or if the call goes through but either party hangs up before 10 
seconds have passed, then no call is recorded. 

What counts as a 'click' in a click to call ad? 

A click occurs when a Google user clicks your ad text and the ad expands to allow the user to enter their number. (Click to call ads differ from 
standard text ads in that users don't click through to a website.) Clicks are different from impressions: an impression occurs whenever your 
ad appears to a user, but a click occurs only when the user clicks your ad. 

The clickthrough rate is equal to  total clicks divided by total impressions. For instance, an ad receiving 100 impressions and eight clicks 
would have a clickthrough rate of 8%. 

Why do 'inactive for search' keywords remain active for content? 

The Google AdWords system uses all the keywords in your Ad droup to help match your ads with relevant content network sites. In some 
cases, keywords which have proven ineffective when triggering your ad for search turn out to be very effective when triggering content 

https :/ladwords .google.com/support?fulldump= 1 811412006 
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impressions. In other cases the keyword is simply useful as context in helping the system determine the overall subject areas of your ads. 

This is why keywords that are marked inactive for search may occasionally still generate impressions, clicks and charges for you on the 
content network. If you don't want a keyword to be considered for content impressions, you should delete it from any applicable Ad Group. If 
you'd like to remove a keyword from all your account Ad Groups at once, try the "Find and Edit Keywords' tool under the Tools page in the 
Campaign Management section of your account. 

Why does the name of a region appear underneath my ad? 

With regj.~.npbj.grgql.i~@.g, users in your targeted areas will see the city or region name (whichever is more specific) displayed beneath your ad. 
This lets those users know that your product or service is especially relevant to them, which helps you reach more qualified users. 

We show the name of the region or city based on the Internet Protocol (IP) address of the user. For example, if you target both Madrid and 
Barcelona, a user located in Madrid sees the word 'Madrid.' A user in Barcelona sees 'Barcelona.' 

If you'd like others to also see your ad without a region name, try running a similar country- and territory-targeted campaign with region- 
specific keywords and ad text. This is the surefire way to reach other qualified users who might not be physically located in your targeted 
geographic area. Learn more 

Troubleshooting Image Ads 

I'm receiving an 'incorrect image size' message. What now? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Your image can be submitted in one of five acceptable sizes, which match the five image ad shapes we offer: . 468 x 60 Banner 

. 728 x 90 Leaderboard 

. 300 x 250 lnline 

. 120 x 600 Skyscraper 

. 160 x 600 Wide Skyscraper 
An 'incorrect image size' message means that the image you've submitted does not match these dimensions. You'll need to resize your 
image, or create a new one, then submit it again through the AdWords campaign management tool. 

For more details, see the topic Will you resize my irnane? or the topic HOW do I create an image of my own? 

.::. ;. :!if $ ":.; 
.,.:. Ad Groups 

How do I create a new Ad Group? 

To create a new Ad Group: 
I 

Case 5:05-cv-03649-JW     Document 81-16      Filed 09/29/2006     Page 41 of 67



Case 5:05-cv-03649-JW     Document 81-16      Filed 09/29/2006     Page 42 of 67



;oogle AdWords Help Center Page 254 of 489 

1. Sign in to your AdWords account. 

2. In the Campaign Summary table, click the ad campaign containing the Ad Groups you want to delete. 

3. In the Ad Groups table, select the appropriate Ad Groups. 

4. Click Delete. 

To hide your deleted Ad Groups, select 'Show all but deleted Ad Groups' from the drop-down menu above your Ad Groups table. Select 'Show 
all Ad Groups' to see your deleted Ad Groups again. 

Shortcut: If you want to delete all of your Ad Groups quickly, select the checkbox next to the Ad Group Name or the Campaign Name header 
in the top row of the table. This will select all Ad Groups at once. Then, click Delete. 

To restore a deleted Ad Group: 

1. $j.gn.j.~ to your AdWords account. 

2. In the Campaign Summary table, click the name of the campaign containing the Ad Groups you want to undelete. 

3. In the Ad Group summary table, click the name of the Ad Group you want to undelete. 

4. Click Undelete Ad Group next to the Ad Group title and status at the top of the page. 
Your Ad Group will immediately be restored to active status and your ads will begin running. 

How do I resume a ~aused Ad Grou~? 

If you want to resume running ads in a paused Ad Group: 

. Log in to your AdWords account. 

In the Campaign Summary table, click the ad campaign containing the Ad Groups you want to resume. 

. In the Ad Groups table, select the checkbox(es) next to the appropriate Ad Group(s). 

Click Resume at the top of the Ad Groups table. 

Shortcut: If you want to  resume all of your paused Ad Groups quickly, click the checkbox next to the Ad Group Name or Campaign Name 
header in the top row of the table. This will select all Ad Groups at once. Then, click Resume. 

--*,*-*..--,- , . - - - ~ . . - > - * . > . > ~ > ~ - ~ > > ~ > . > > * * - - - . - , * , , , >  -- ,,*,... -,,-.--.- ,,,,,-. - ,,., + ,,,.. ~~.~,~,,>>>>.>*>>...~..,-*,.,,-,.~~~~.,~,,,~.~~.,>,,>>.,~~,~~-~-~----~--.-~-~~- >>~,>,>~~>,>,,~~>>>,>~*>*,,~>,,,....<*.,....,,~<-,~~,,,,,,~~,,,~,>-,~,,,.,>~~,.>~>~,~,~~,.,~,-.,>. 

What are the features of the Ad Group page? - ........ ..... -...*. <<,..<<< ...... ..-.-,,-.---,-.-->>>>*>---*-.* ...-, <.,.-,. ...... <.<<<<<-.-.-..-.-...-<.*<<<..<><<->**.<<<..<.--.<..<.-.<.- .... -- ........ ,,<,,*-->.,<, <>>>->->>*-**>>->>------------.*--.<.. 

The Ad Group detail page is the basic management page for an individual AdWords Ad Group. 

To reach an Ad Group detail page, Iota in to  your AdWords account and select a campaign. Then click the name of an individual Ad Group 

lttps : //adwords. google .corn/support?fulldurnp= 1 
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from the list on the campaign page. 
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At the top of the Ad Group page you'll see the Ad Group name and your current ad. If you have created more than one ad for this group, the 
best-performing ad will be featured here. Next to the ad are links allowing you to pause or resume the Ad Group. A pull-down menu offers 
helpful tools and the option to delete or undelete this Ad Group. 

Lower on the page, on the display table, you can choose from several Ad Group tabs. Each tab presents a different aspect of your account. . Summary. This tab displays the performance totals for your Ad Group. Totals are divided into search and content impressions (if 
applicable), with overall totals listed on the final line. To see statistics for a different period of time, click Change range at the top of 
the statistics table. Available statistics include the total numbers of impressions and clicks for the Ad Group, along with related 
details like the costs and average positions of your ads. 

Keywords. If this campaign includes keyword-targeted ads, you'll see a Keywords tab with details on the performance of each 
keyword in this Ad Group. This includes the status, current bid, settings, and a breakdown of clicks, impressions and costs for each 
keyword. Along the top of the table are a row of helpful links. Quick add is a speedy way to add new keywords to this Ad Group. 
Keyword tool helps you discover new potential keywords for your ads. Edit keywords lets you add, edit or remove keywords and 
change your default bids. Search this list helps you scan all the keywords in the group by several variables. 

Sites. If this campaign includes site-targeted ads, you'll see a Sites tab with details on the performance of each targeted site for this 
Ad Group. This includes the total impressions, clicks, and costs for each site, along with other details. Click Edit sites and CPMs to 
add or remove sites or change your bid for the sites you have selected. A click on Add sites will take you to the site tool, where you 
can find new sites to target for this Ad Group. 

Ad Variations. This tab displays all the ads you have created for this Ad Group. You can edit or delete each existing ad, or create new 
ads. Remember that you can create multiple ads for any Ad Group. We recommend that you experiment with multiple ads to see which 
messages work best for you. The AdWords system will rge.pj.@..y.gg~.3.d.§. automatically, showing the better-performing ads more often. 

To view all the settings and statistics for this Ad Group at once, click the View all tabs at once link below the table. This will open all tabs at 
once, stacked atop each other on the same page. To return to the tab view, click Condense tables into tabs. 

If you'd like to see more detailed statistics for your Ad Groups, we suggest you try Adwords Reports or Goode Analytic%. Both can be found 
on separate tabs at the very top of your account pages. 

As AdWords has developed more features for advertisers, the Ad Group pages have begun to overflow with data. We've redesigned the page 
to display more information and present it in a way that's easy to grasp. 

These changes do not affect the performance of your ads or of your account. The only change is in the way Ad Group details are displayed to 
you. 

1 

Your account statistic tables are now presented on separate tabs, which can be found along the upper right edge of the table. These are the 
available tabs: I ! 
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editing your distribution preferences. Since selecting both search and content sites allows your ad the broadest possible exposure, we 
recommend you remain opted in. However, the choice is entirely yours. 

How do I choose a daily budget for my cost-per-click campaign? 

<p>While creating your AdWords account, you'll reach a section labeled 'What is the most you would like to spend, on average, per day?' This 
is where you assign your campaign a <a href="lsupportlbinlanswer.py?answer=6312">daily budget<la>.<lp> 

<p>To help you decide on a daily budget, click 'Want to purchase the most clicks possible?' Our system will then estimate, based on your 
current keyword list, the daily budget and <a href="lsupportlbinlanswer.py?answer=27646"maxirnurn cost-per-click (CPC)<la> (the maximum 
amount you are willing to pay for a click on your ad) that's needed to place your ads at or near the top position on a search result page every 
time you search on your keywords. For maximum ad exposure, fill in the recommended daily budget and maximum CPC in the appropriate 
fields and click <b>Continue<lb>.<lp> 

<p>lf the recommended daily budget is too high, fill in a daily budget you're comfortable with. If you maintain your current keyword list and 
the maximum CPC recommended by our system, our system will spread out the <a href="answer.py?answer=22183">delivery of your ads<la> 
so that your daily budget isn't exceeded. Be careful not to set your maximum CPC too close to or higher than your daily budget.<lp> 

If you would like your ads to show more often on the same daily budget, consider reducing your maximum CPC. This could reduce your ad 
position and the amount you pay for each click, which means that you could afford more clicks each day.<lp> 

<p>To see how reducing your maximum CPC will affect your ad position, change the maximum CPC amount in the appropriate field and click 
'View Traffic Estimator.' The column labeled <b>Estimated Ad Positions<lb> will show your ads' estimated position on each of your keywords 
with your current maximum CPC. If you're unhappy with the estimated ad position, enter a new maximum CPC in the <b>Maximum CPC<lb> 
field and click 'Get New Estimates.'<lp> 

<p>Continue to adjust your maximum CPC and recalculate your estimated ad position until you have decided upon a maximum CPC for your 
Ad Group. Fill in the amount in the appropriate field, and click <b>Continue<lb> to move on to the next step of the account creation 
process.<lp> 

<p>Remember, the Traffic Estimator is only intended to give you a general forecast of your campaign performance. Due to various reasons, 
including the dynamic nature of the search market, your ads may perform differently than the Traffic Estimator predicted. Once your ads are 
active, you can <a href="lsupportlbinlanswer.py?answer=627S'adjustla your daily budget to increase your ads' delivery or to reduce your 
costs.<lp> 

<p>Another way to reduce costs and increase your ads' delivery is to <a href="lsupportlbinlstatic.py?page=tips.html'refinela your 
keyword list and account structure.<lp> 

AdWords offers a variety of tools to help you quickly and effectively manage and modify your campaigns. Use our campaign management 
tools to instantly implement changes across your entire account. Or, simply take advantage of the search capabilities each tool offers to 
pinpoint specific ads and keywords. I 

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

Case 5:05-cv-03649-JW     Document 81-16      Filed 09/29/2006     Page 46 of 67



;oogle AdWords Help Center Page 258 of 489 

Click the links below to learn more about the benefits and best uses of campaign management tools. 
Find and Edit Max GPCs 

Em..a.Q.d..E.~.%t.%d..~@x~. 
. F~..ara&Ell%t..IM.eyw~rd.s 

G.s@u ..Q .r...M .~.~a..K.e~nr.~.~d.s..and..A.d..T~e~d 

How do I create a new keyword-targeted campaign7 

You can create a new keyword-targeted campaign at any time. To do so, please follow the steps below: . Log into your AdWords account. 

On the Campaign Summary page, click keyword targeted in the 'Create a new campaign' section near the top of the page. 

At the start of the signup wizard you'll have the option of using the one-page signup wizard, which allows you to copy and edit 
settings from an existing campaign. To switch to the one-page wizard, use the pull-down menu to select an existing campaign to copy, 
then click 'Go' and follow the instructions on the next page. To use the full multi-page signup wizard, ignore the one-page signup 
option and continue with the full signup wizard. 

Create a Campaign and Ad Group . Enter a name for your new campaign. 

. Enter a name for your first Ad Group. 

. Select your target language@). (These are the languages your customers speak.) 

. Select the geographic areas where you'd like to advertise. 

. Click Continue. 

On the next page, follow the instructions to select the specific areas where your ad will appear, then click Continue. 

Create Your Ad 

To create an image ad: . Click Create Image Ad at the top of the page. 

. Use the Browse function to locate and upload your image ad from your computer. 

Name the image. 

Enter the URL to be displayed with your ad. 

. Enter the Destination URL -the page where users will be sent when they click on your ad. 

Check the box authorizing Google to adjust your image size if needed. 

Click Continue. 

To create a text ad: I 

!I . Enter a headline. I 
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. Enter the two lines of descriptive text for your ad. 
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. Enter the URL to be displayed with your ad. 

. Enter the Destination URL -the page where users will be sent when they click on your ad. 

Click Continue. If you'd like to build additional text or image ads immediately, select Create new image ad or Create 
new text ad and repeat the procedures above. You can also create additional ads later, once you've finished creating 
the campaign. 

Note: 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. 

When you are finished, click the Continue button. 

Select Keywords 
Select keywords that will best target your ad to Google searchers and enter your keywords in the field provided. 

Note: 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 productslservices, what search terms would I enter?' Users are much more likely to  type in two to three word 
combinations to find a product or service. 

Because our keyword default is braaaP.rn.8&B.ing, your ad may appear for a number of keyword variations. Our system 
also allows you to designate keywords as exact or plnrase matches, and to submit negative keywords to limit the 
display of your ad on irrelevant queries. 

. Click Continue when you are finished. 
Choose Maximum Cost-per-Click . Enter the maximum CPC you are willing to pay, then click Calculate Estimates. 

Note: 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. 

. Click the Get New Estimates button after entering a new amount to view your adjusted average CPC and cost 
estimates. 

. Click the Continue button when you are finished. 

. If you would like to create another Ad Group with a different maximum CPC, click the Create Another Ad Group button. 

Choose Daily Budget . A recommended daily budget will appear highlighted in the daily budget box on the next page. This is the amount 
necessary for your ad to appear every time on your keyw6rd. However, you can increase or lower this amount by 
typing in your desired daily budget. , I! 

L 

Case 5:05-cv-03649-JW     Document 81-16      Filed 09/29/2006     Page 48 of 67



loogle AdWords Help Center Page 260 of 489 .. 

Note: This amount controls how often your ad appears on Google; we will spread the delivery of your ad throughout the day to stay 
within your alternative budget setting. Matching the recommended daily budget helps ensure maximum exposure. 

. Click the Continue button. 

Review Your Selections 

Look over your new campaign. Click Edit beside any portion of the campaign to change that content. When you're satisfied, click Save 
Campaign. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
How do I delete or undelete an ad campaign? 

--> .-> - .>>. <. . . >. . s**2s*- >----->-*--.--<- - . < . .. < - . --->-..* .> . - - .- .. -.--**. . -.-. *.---- <-- .---. ----,--------->>->-,.*--,---.- -- -.-.>.-.. .,-..*-.*..--*..-* .-*-*--*-- - < .-- . < - <---..--.***. . -- < - <-A-.....-. < < --. 

To delete an ad campaign: 

1. Sign in to your AdWords account. 

2. Select the checkbox next to  the campaign you want to delete. 

3. Click Delete at the top of the Campaign Summary table. 

To hide your deleted campaigns, select 'Show all but deleted campaigns' from the drop-down menu above your Campaign Summary table. 
Select 'Show all campaigns' to see your deleted campaigns again. 

Shortcut: If you want to delete all of your active campaigns quickly, select the checkbox next to the Campaign Name column header on the 
Campaign Summary table. This will select all campaigns at once. Then, click Delete. 

To restore a deleted campaign: 

1. .§Hg.o..j.~. to your AdWords account. 

2. Click the campaign you want to undelete. 

3. Click Undelete next to the campaign name and status. 

Your campaign will immediately be restored to active status and your ads will begin running. 

How do I pause an ad campaign? 

To pause an ad campaign: 

. Log in to your AdWords account. I 

!I . Select the checkbox next to the campaign you want to pause. 

.ttps : //adwords. google. com/support?fulldump= 1 
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Click Pause at the top of the Campaign Summary table. 

Shortcut: If you want to pause all of your active campaigns quickly, click the checkbox next to the Campaign Name column header on the 
Campaign Summary table. This will select all campaigns at once. Then, click Pause. 

You can also enable AdWords ad scheduling to run your campaigns only at certain hours of each week. Please see this Help Center entry for 
more details: .W.h.~~..Es..ad..rs;~ed.~.S.hh~gPP 

How do I resume a paused ad campaign? 

If you want to resume running ads in a paused ad campaign: 

Log in to your AdWords account. 

Click the checkbox next to  the campaign you want to resume. 

Click Resume at the top of the Campaign Summary table. 

Shortcut: If you want to resume all of your paused ad campaigns quickly, click the checkbox next to the Campaign Name header in the top 
row of the Campaign Summary table. This will select all campaigns at once. Then, click Resume. 

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. 

View "Campaign Management Overview": multimedia lesson I text lesson 

You may also wish to see the complete list of AdWo,ds Lessons. 

Can I have my ads run at particular times of day? 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Yes, you can. The ad scheduling feature of AdWords lets you schedule your ads for particular hours of the day, or specific days of the week. 
Please see this Help Center entry for more details: What is ad scheduling? 

You can also , p a ~ ~ ~ . y ~ . ~ . ~ a ~ ~ p D ~ . i g g ~ . ~ ,  completely at any time. You won't accrue charges while your ads are paused, and they'll remain paused 
until you resume them. 

Can I move keywords or ad text to different locations in my account? !I 

https: //adwords .google .com/support?fulldurnp= 1 
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Yes. Use the Copy or Move Keywords and Ad Text tool to copy or move keywords and ad text to existing campaigns or Ad Groups in your ... 
AdWords account. .T~..~fr@.C.~~y..~s.wR.~pr@..Ke~~~6D.s;..~.ap.6f..&d..'Ir@~~.~.e~I..~!~wr &. 

Or, here's how to access and use the Copy or Move Keywords and Ad Text tool later: 
1. Log in to your AdWords account. 

2. At the top of your Campaign Management screen, click Tools. 

3. On the next screen, click Copy or Move Keywords and Ad Text. 

Step 1: Choose a search option 
Select to search for keywords or ad text. 

Step 2: Choose an action 
You may move or copy ad text or keywords. Moving keywords or ad text removes them from the current location, and adds 
them to a new location. Copying keywords or ad text does not affect the current location; a duplicate will be placed in a new 
location. 

Step 3: Find the keywords you'd like to copy 
Tell the system where to search and what to search for by setting filter(s). The system will find keywords that match all of your 
filters. You may leave any filter blank, and i f  you'd like to find all keywords in your account, simply skip the entire step. 

Step 4: Select the items you'd like to move 
Check the boxes next to keywords you'd like to move to a new location, or check Move all at the top of the page to move all 
matches. Then, click Continue to proceed with your changes. . If you'd like to move associated ad texts, be sure to check the box under Do you also need to copy or move' associated 

ad texts? before you click Continue. You will then be able to choose ad texts to copy or move in the following step. 

Step 5: Choose a destination 
Select one location to which you'd like to move the selected information. From the list, click campaign names to view Ad 
Groups. Then, make your selection and click Continue. 

Step 6: Save your changes 
Review the summary of your request, and click Save Changes when you are ready to complete the process. 

How do I schedule an end date for my campaign? ................................................................................................................................................................................................................................ ,,,,,..,, ....................................................................................................................... 

After setting up a campaign, you can change its end date at any time. The campaign will end on your chosen end date at 11:59 PM in the time 
zone you have chosen for your account. 

To schedule your campaign's end date: 

. Log in to your AdWords account. . Select the checkboxes next to  the campaigns you wish to edit. 

. Click Edit Settings at the top of the table. I; 
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Currently, you may only download your bulksheet. You may not upload your changes through the account interface. 

To modify your ads, please work with your Client Services Representative. You may also make your own edits through the account 
interface or with one of our AdWords tpgj.~. 

Your bulksheet will display information for your active keywords and ad text. It won't contain statistics or deleted keywords. 

If the number of rows in your bulksheet exceeds the limit of the application you use to open it, your results may be truncated. 

All changes you submit on your bulksheet are subject to editorial review. Your revised ads might not appear on partner sites during 
this review period. 

We're offering the bulksheet download functionality to selected advertisers on a limited, case-by-case basis. This feature may be 
modified or removed at any time. 

If you have any questions, feel free to contact your Client Services Representative. 

What is ad schedulina? 

Ad scheduling lets you control the days and times your AdWords campaigns appear. 

Your AdWords ads normally are available to run 24 hours each day. Ad scheduling allows you to set your campaigns to appear only during 
certain hours or days of each week. For example, you might set your ads to run only on Tuesdays, or from 3:00 until 6:00 pm daily. With ad 
scheduling, a campaign can run all day, every day, or as little as 15 minutes per week. 

To determine when you want your ads to show, you may want to run an .h.~uxjy..rep~).~. This would show you what time during the day your 
ads received the most valuable traffic. 

Ads are scheduled on the campaign level, from the 'Edit Campaign Settings' page. The unique ad scheduling tool lets you use pull-down 
menus to set blocks of time you want your ad to run. A bulk edit feature allows you to edit all days, all weekdays, or all weekend days at once 
i f  you prefer. 

Ad scheduling also includes an advanced setting which lets you adjust pricing for your ads during certain time periods. For example, i f  you 
find that your ads get the best results between 8:00 and 11 :00 am, you can bid more for impressions or clicks during that period. Learn more 
about advanced made. 

Selecting a time period means your ads will be available at that time, but does not guarantee your ads will receive impressions or clicks. The 
usual AdWords rules still apply, and your ads will compete for impressions with other ads as they normally do. 

A note about reporting: Your ad will always stop serving impressions according to the schedule you set. However, because click reporting 
can be delayed, you may notice clicks being recorded for up to an.hour after a scheduled period ends. These clicks are not errors, but are 
clicks that occurred during the scheduled period. 

I 

Ad scheduling can be used with both keyword-targeted and site-targeted AdWords campaigns. If you select the advanced setting, the bid 
multiplier will apply to both cost-per-click (CPC) and cost-per-thousand-impressions (CFM) bids. 

~ttps: //adwords .google.com/support?fulldump=l 8/14/2006 ' 
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that campaign. Learn more about structuring accounts. 

In rare instances, advertisers may need more than 25 campaigns to effectively advertise their products or services. For these cases, 
advertisers can create multiple accounts and link them using a My Client Center account. 

What is the One-Page Campaign Setup option? ...............................................................................................

AdWords offers two ways to create a new keyword-targeted campaign: 

- The multi-page setup wizard, which lets you create your campaign from scratch with all-new settings. 
- The advanced one-page setup wizard, which lets you copy and modify settings from one of your existing campaigns. 

You can choose either method whenever you create a new keyword-targeted campaign in your account. When you click the "Create a new 
campaign: keyword targeted" link on your Campaign Summary page, you'll be offered the chance to use the one-page wizard, using a pull- 
down menu to select the campaign settings you'd like to copy. Targeting, ad text, and pricing fields for the campaign will be filled 
automatically with the data from the existing campaign you choose. You can then click "Edit" next to any of the categories to change the 
existing settings or add other information for the new campaign. 

The advanced one-page setup wizard was created for AdWords advertisers who often use similar settings in many campaigns and asked to 
have a simpler way to create new campaigns. Once created, the campaigns look and function exactly like other AdWords campaigns created 
by the standard multi-page wizard option. (One-page setup is available only for keyword-targeted campaigns, not for site-targeted campaigns, 
at this time.) As always with AdWords, you can edit your settings or pause the campaign at any time. 

. ................... ------ --------------..--.--.--.-------*------.----.-----.----p-------..----- 
Will ad scheduling work with the Budget Optimizer (TM)? 

Ad scheduling will not work with the AdWords Budget OptimizerTM. In order for the Budget Optimizer to best serve your account, it must have 
the freedom to show ads at all times. 

For instructions on how to disable the Budget Optimizer, please see this help center entry: What's the Gaogle Baldget OWimker Tool? 

..................................................................................................
Why can't I click the ad scheduling link on the Edit Campaign Settings page? ..................................................................................................

If you have Budget Optimizer enabled, you will not be able to choose ad scheduling on the Edit Campaign Settings page. The ad scheduling 
link will be visible in gray, but not clickable. 

Ad scheduling will not work in combination with the AdWords Budget Optimizer. For instructions on how to disable the Budget Optimizer, 
please see this help center entry: What's the Gooqie B~edget QBoPlrnizer Tool? 

........................................ .............................................................................................................................................................................................. ................................................................................................................................................................ 
Which time zone does ad scheduling use? 

Ad scheduling for your AdWords campaigns is based on the tim4 zone you have set fqr your account. Your ad will appear during the hours 
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shown in your account -- not in the time zone of the regions you have targeted. 
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For example: Assume your account time zone is set for Amsterdam, but your ads are targeted to Bangkok, six hours ahead. When you 
schedule your ads to run from 1:00 until 3:00 pm, the ads will run from 1:00 until 3:00 pm Amsterdam time. That means that in Bangkok, six 
hours ahead, they will be running from 7:00 until 9:00 pm. 

Is my daily budget affected when an ad segment runs from one day into the next? 

The AdWords system will always try to spend your entire daily budget during each calendar day that your ad is active. It will spread the 
spending across any segments you have scheduled in that calendar day. A new daily budget always begins at midnight. 

For instance, i f  you run your ad seven days a week from 10:OO pm until 2:00 am, AdWords will try to spend half your daily budget from 
midnight until 2:00 am and another half from 10:OO pm until midnight of the same day. At midnight the next day's budget will begin. 

If you schedule your ad for only a few time segments each week and you want to limit the number of daily budgets you may spend, make sure 
that your time segments are on the same calendar day. 

How does ad scheduling affect my daily budget? 

Ad scheduling will not change your daily budget. Your overall budget will remain the same whether or not you enable ad scheduling. 

The AdWords system will always try to spend your entire daily budget during each calendar day that your ad is active. It will attempt to spread 
the spending evenly across any segments you have scheduled in that calendar day. Please note that if you have a large budget and schedule 
your ad for a very small amount of time each day, the system may not be able to spend your entire budget in the time you schedule. 

Your budget will also not be affected if you enable the .a.d.y.ajl~.@.d...m.~de of ad scheduling, which allows you to bid different prices for your ad 
at different times of day. Your spending on individual impressions or clicks may vary, but your overall daily budget will not change. 

How do I set up ad scheduling for an AdWords campaign? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , 

Two steps are needed to set up ad scheduling for an AdWords campaign. First you must enable ad scheduling for that campaign. Once ad 
scheduling is enabled, you choose the days and times when you want your ad to run. 

Here's how to enable ad scheduling: . Sign In to your AdWords account. 

. From the All Campaigns page, click the campaign you want to work with. 

. Near the top of the page, click Edit Campaign Settings. : 

. Find the section titled Advanced Options. Click Turn on a4 scheduling. 

Ad scheduling is now enabled for this campaign. You'll be taken tb the Ad Scheduling page, where you can set your schedule. When you 
return to the All Campaigns page, a small clbck next to the campaign name will indicate'that ad scheduling is enabled for that campaign. 

~ t t p s  ://adwords .google.com~support?fulldump= 1 8/14/2006 
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Here's how to set or edit your schedule for a campaign with ad scheduling enabled: . Sisn in to your AdWords account (if you aren't already signed in). 

. From the All Campaigns page, click the campaign you want to work with. 

. Near the top of the page, click Edit Campaign Settings. 

. Under Advanced Options, find Ad scheduling. You should see a box with a check mark to indicate that ad scheduling is running. Click 
Edit times and bids. 

On the Ad Scheduling page you'll see the seven days of the week with 24 hourly blocks for each day. Green blocks indicate that your ad is 
scheduled to run during that hour. Gray blocks mean your ad will not run during that hour. 

Now you can choose the times when you want your ad to run. You can do this in two ways: 

By individual days. Click Edit next to any day of the week, then use the pull-down menus to select start and finish times by quarter-hour. You 
may also use the radio button to pause your campaign for the entire day. 

Bulk edit. On the line marked Bulk edit, select all days. Next, use the pull-down menu to edit the times your ad will run on all days. For 
instance, if you select 1:00 to  4:00 pm, your ad will run at that time on all seven days of the week. 

Users in some areas will also be offered weekday and weekend bulk editing. A weekend includes Saturday and Sunday; weekdays are all 
other days. If you select 'weekdays' and then select 1:00 to 4:00 pm, your ad will run at that time from Monday through Friday. If these options 
are available in your area, you'll see 'weekdays' and 'weekends' listed next to 'all days' in the Bulk Edit heading. If bulk editing is not available 
in your area, you can achieve the same goal by manually scheduling your ads for any days that you prefer. 

When using pull-down menus, click Add another time period to create multiple running time periods in a single day. You may create up to six 
separate time periods for any given day. 

When you are satisfied with the time schedule for your campaign, click Save Changes at the bottom of the page. Your new ad schedule 
should take effect almost immediately. (The system may need up to an hour to adjust to new changes.) 

You may also wish to enable the advanced mode of ad scheduling, which includes a bid multiplier you can use to bid more or less for your 
campaign during certain time periods. Learn ahout the advanced mode sf ad schedarlimg. 

How do I edit the existing ad schedule for my campaign? 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Here's how to edit the schedule for an AdWords campaign which already has ad scheduling enabled: . S i ~ n  in to your AdWords account. 

From the All Campaigns page, click the campaign you want to work with. 

. Near the top of the page, click Edit campaign settings. . Under Advanced Options, find Ad scheduling. You should.see a box with a check mark to indicate that ad scheduling is running. Click 
Edit times and bids. !I 

I L 
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This will take you to the Ad Scheduling page, where you can edit the schedule for your campaign. 

On the Ad Scheduling page you'll see the seven days of the week with 24 hourly blocks for each day. Green blocks indicate that your ad is 
scheduled to run during that hour. Gray blocks mean your ad will not run during that hour. 

Now you can choose the times when you want your ad to run. You can do this in two ways: 

By individual days. Click Edit next to any day of the week, then use the pull-down menus to select start and finish times by quarter-hour. You 
may also use the radio button to pause your campaign for the entire day. 

Bulk edit. On the line marked Bulk edit, select all days. Next, use the pull-down menu to edit the times your ad will run on all days. For 
instance, if you select 1:00 to 4:00 pm, your ad will run at that time on all seven days of the week. 

Users in some areas will also be offered weekday and weekend bulk editing. A weekend includes Saturday and Sunday; weekdays are all 
other days. If you select 'weekdays' and then select 1:00 to 4:00 pm, your ad will run at that time from Monday through Friday. If these options 
are available in your area, you'll see 'weekdays' and 'weekends' listed next to 'all days' in the Bulk Edit heading. If bulk editing is not available 
in your area, you can achieve the same goal by manually scheduling your ads for any days that you prefer. 

When using pull-down menus, click Add another time period to create multiple running time periods in a single day. You may create up to six 
separate time periods for any given day. 

When you are satisfied with the time schedule for your campaign, click Save Changes at the bottom of the page. Your new ad schedule 
should take effect almost immediately. (The system may need up to an hour to adjust to new changes.) 

You may also wish to enable the advanced mode of ad scheduling, which includes a bid multiplier you can use to bid more or less for your 
campaign d u ring certain time periods. .~e.~xn..atP~.uf.~.h.e~.adv~.nce.d..msd.e..~d.ad~~~.c.b.e.cll.kst.ing~. 
.-.-.--..-.---.--~-.-..*~-..-..-------.-*.--.-.-..-..--.-~ ....... -.-.-..-.-.-.-...--.---*+ .-..... -.--.-------.-----------------..----..---- -..---- <------* <.-..-....**.....--.--..-... 
Can I bid more for my ad at certain times of day? ................................ <.......,.--......,-,.......-...-.-- - ....................... <<.........<........,,....,..*.,.,.<.... --..--+."* ,... - ,......,-.., ---- ..--........-....................*...,-..,--....--.-.-...... <.,....-,,.,-......,...,<..<,,,,<,-.,,-,,-,,, 

Yes. By turning on the advanced mode of ad scheduling, you can use the AdWords bid multiplier to raise or lower your bid for any campaign 
during certain hours. You can also make different bids for different days of the week. 

See this help center entry for more information: What is the advanced mads of ad schedulinaa? 

Advertising my Google Base item through AdWords 

Creating an AdWords ad for your Google Base item is a new feature of Google Base. AdWords ads allow you to drive additional highly- 
targeting traffic to your Base items. This functionality is fully supported for individual items, but is not yet available for bulk upload files. 

Ads created in Google Base will be displayed on Google search cesults pages and our partner sites. Google targets your ad for you-our 
system determines when to show your ad and to whom to show it; We'll use the content from your Google Base item to target your ad to 
user's queries, displaying your ads only when it is relevant. And, the words or phrases, that we target change dynamically in an effort to 

ittps : //adwords. google. com/support?fulldump= 1 8/14/2006 
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optimize the performance of your Google Base item in the AdWords system. 
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Below is an overview of the key facts about your Google Base AdWords campaign. For m 
'Advertising' section within the Goascnls Base Help Center. 

ore information, ple !ase visit th 

Managing your Google Base AdWords campaign 
When you first create an ad associated with a Google Base item, Google creates a Google Base AdWords campaign as well as 
an Ad Group (a sub-section of a campaign) with that ad. For each additional ad you create within Base, we create a new Ad 
Group. Most changes to your Google Base AdWords campaign settings and Ad Groups should be done through your Base 
account, as changes made through your Google Base account will override any edits you make through your AdWords 
account. 

For example, we target your AdWords ad to users in the region associated with your Base item's location attribute. If you 
update your campaign targeting from within your AdWords account, we won't change your Base location attribute, but we'll 
use the new setting to target your ad. However, i f  you later update your Base location attribute, your AdWords location 
targeting selection will be overridden. 

Visit your base account to edit these components: . Campaign targeting (the location attribute of your Base item). 

. Campaign daily budget. 

. Ad Group maximum CPC. 

. Your ad text. 
Use your AdWords account to do the following: . Manually add keywords to your Ad Groups. 

. Change end date for your ad campaign. 

. Refine your campaign targeting.* . Adjust your maximum CPC at the keyword level.* 

* Remember, these settings can be changed in your AdWords account, but if they are edited subsequently from 
within your Base account, we'll use your Base settings. 

Targeting 
When you create your ad, we'll set up an initial set of targeting criteria, including location and keywords, so you don't need to 
do a thing. 

To refine your campaign targeting, you can visit the Edit campai,gn settings page of your AdWords account. From there, you 
can choose from several different Pametinn options: country/terfitory, regional, or customized. The flexibility offered by 
AdWords targeting makes sure your ads are shown to the mos;t relevant audience. 

If you want to  make sure your ad shows up for all the terms ~ou';d expect, you may wqnt to add your own keywords. To create 
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your own keyword list, in addition to the keywords we're already using to target your ads, just follow the steps below. The specific words or 
phrases that our system uses to trigger your ad can change frequently and aren't viewable, but you'll be able to monitor and edit the 
keywords you add. 

To edit or add keywords: 

1 . .L .Q.~. .~~~~. . I .~ . .YQ~~.~L~.~.W.Q.Q.~~.~ . .~S;CQ~S.~.  
2. Click the campaign containing the Ad Group keywords you want to change. 

3. Click the appropriate Ad Group. 

4. Click 'Edit Keywords' at the top of the Ad Group table. 

5. In the keywords field, add, delete, or change keywords. 

6. Click 'Save.' 
The AdWords k.ey!~as.~.dl..t~~.!. provides keyword traffic and cost estimates so you can make informed decisions about choosing keywords and 
maximizing your budget. 

Copy or Move Keywords and Ad Text tool 

Use this tool to easily locate and move ad text and keywords throughout your entire account. Search for all keywords and ad text meeting 
specific criteria, and move them to a different campaign or Ad Group. 

Suggested uses: 
Copy or Move Ad Text 
You run a clothing store, and have just sold out of wool sweaters during your winter sale. Since your ad texts specifically advertise 
wool sweaters, you need to move them to an inactive campaign until you have more sweaters in stock. Use the Copy or Move 
Keywords and Ad Text tool to quickly move your ads to another location. 

. Copy or Move Keywords 
You'd like to offer a discount on all handmade sweaters, so you need to move keywords containing 'handmade' to your 'Sale' 
campaign. Use the Copy or Move Keywords and Ad Text tool to find those keywords, and move them to another campaign. 

Local business ads are AdWords ads associated with a specific geographical location. They show on Google Maps with an enhanced map 
component, and in a text-only format on Google and other site&in our search network. 

I ! 
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Google Maps: As with natural search results on Google Maps, each local business ad includes a map component. When a user 
clicks on the ad title or on the map marker, an info window expands on the map to reveal additional information about the 
business. When users click on the URL in the ad or in the info window, they are redirected to the advertiser's website. Leaan 
more about how local business ads appear on Google Maps. 

Google and the search network: A text-only version of each local business ad is automatically eligible to run on Google and 
other search network sites. The text version has the same ad text and Display URL as the enhanced ad running on Google 
Maps. In addition, a fifth line of text appears with the city (and state, i f  applicable) of your business. 

Find out more about local business ads. 

.,..- _.._ ..-.-. _,__.----rr ......,..-.--,........-*..-...., ~~.~..-...~..~...--~,~-,-,..~.~,~.,<-,.....~,.~<<~.-,.....,,.,,.~.......,......,~...,.~,..-.,,..<.....~.+.~,....,,.,..~,,.,..,..,.,~.......,,,.,,----,,...~.<......,.,,..,....,.,,,.<.<.<..,.,,,,.-.--...,,.<.<.. - ,,,-., <......,, , ..,.,,,<p,,,,.. , .... <,.....,, - ..,,.... 
How do I get my ads to appear on Google Maps? __._ ...... _.___ ....... ___ . ...... 

Google Maps is part of the search sites category within the Google Network. If you choose to show your ads on search sites in 
the Google Network, your ads are automatically eligible to appear on Google Maps and other search sites. 

To show your ads on Google Maps: 
1. S.i.gg.irm to your account. 

2. Check the box beside the campaign containing the ads you'd like to show on Google Maps pages. 

3. Click Edit Settings. 

4. Under the Networks section, check the box next to Search network. (If you select Content network as well, your ads 
may also appear on content sites and products.) 

5. Click Save all changes. 
Remember that just like on other Google sites and properties, we'll only show your ad i f  it performs as well as or better than 
other ads competing for ad placement. h.axn..tn.~.re. 

Depending on your advertising goals, you may want to create two campaigns to promote your business: one using )q.c3!. 
hrqetialg, and one using coksntw or territory taraetirsg. This strategy combines the advantages of each campaign to bring you 
more qualified clicks. 

How you target your campaigns may affect how you decide to set up your Ad Groups. The targeting settings will also 
determine who sees your ads. 

How should I choose 

Locally-Targeted Campaigns 
(Region, City, or Customized) 

Use keywords that aren't location-~pecific, such as dentist. We 

Country- or Terrltory-Targeted Campalgns 

"~ocation-specific keywords, such as New York realtor 
! 
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my keywords? 

How should I 
write my ad text? 

What kind of traffic 
am I likely to  get?* r 
What kind of traffic 
am I unlikely t o  get? L 

srget your locally-targeted ads by IP address, so your ad will 
still show only for users in your targeted location. 

. Regional and city-targeted campaigns: The name of 
your targeted location will appear below your ad, so 
you don't need to include location names in your ad 
text. . Customized campaigns: We recommend including 
the location name in your ad. 

Google users in your targeted location. 

. Google Maps users 

Google users searching for location-specific products 
or services (such as London doctor), even if they 
have unidentifiable IP addresses (US. only). 

. Google users with unidentifiable IP addresses 
searching for non-location specific keywords such as 
pizza. . Google users with search queries more specific than 
your keywords. For example, if you have the keyword 
pizza in your campaign targeting New York, your ad 
may not appear on a search for New York deep dish 
pizza. 

Dr London flats, can draw clicks from qualified leads 
n our search and content networks. 

Country- or territory-targeted campaigns have a 
woader audience, so use ad text thals highly 
targeted to your customers. You may wish to include 
the names of locations in your ad text. 

Users anywhere searching on your highly- 
targeted keywords. 

Google Maps users searching for your 
products or services, as long as the 
search query is sufficiently relevant. 

Google users searching for any non- 
location specific keywords in your Ad 
Group (such as dentist). Instead, these 
users may see locally targeted ads with 
the same keywords. 

*In addition to the traffic listed here, ads in local campaigns and country- or territory-targeted campaigns may also appear on Google Maps 
and the Google Network. Simply make sure your campaigns are opted in to our search and content networks. Leann more about adjusting 
your distribution preferences. 

...................................... <*..<.-----....---.-..--...-..-----....---.,--,...---..--....--- -- ----.-........-... <., - ..-.-..----..---,.--..-.. - ..-....-..---,.--..-..-- <-----.,. * ..------*..---.,..-------.<--,.- 
How do I set up country and territory targeting for a campaign? 
. . . . . . . . . . . . . . . . . . . . . , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

You can select country and territory targeting when creating a new campaign or when editing the settings of an existing campaign. 

New Campaign 

To set up country or territory targeting for a new campaign: 
1. .Sig~...i jb. to your AdWords account. 

2. Click keyword-targeted or site-targeted above your Campaign Summary table. 

3. Name your campaign and Ad Group, and select your target language(s). 

4. Select Countries and territories under Target customers by location. 

5. Select one or more countries andlor territories you wish to target, and click Add. Your selection(s) will appear on the right side of your 
screen. 

I 

6. Click Continue, and finish creating your campaign. ,I 

! 
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Existing campaign 

To change your targeting settings for an existing campaign: 
1. Sign in to your AdWords account. 

2. Select the checkbox(es) next to the campaign(s) you wish to edit. 

3. Click Edit Settings above the Campaign Summary table. 

4. Click Edit next to  the Locations field. 

5. Click Change option, and OK. 

6. Select Countries and Territories, and click Continue. 

7. Select one or more countries andlor territories you wish to target, click Add, and then click Continue. 

8. Click Save All Changes at the bottom of your Edit Campaigns Settings page. 

When should I target by country or territory? 

You should ~~~g~%..gL~~~g.rs.dry.~.n.rf..dg.~aIt~.~- if you have a large audience and offer services or products to one or more countries or territories. 
If you have a global business, it would make sense to target all countries and territories. This helps ensure that your campaigns get exposure 
across the world. 

For example, i f  you sell maps of the United States and only ship within the United States, you should target your campaign to the United 
States. However, i f  you sell DVDs worldwide, you should target your campaign to all countries and territories and all languages. 

Remember that with country and territory targeting, aim to create a highly targeted keyword list so you reach the most qualified users and 
don't waste irrelevant impressions or clicks. Visit our Qptimization T im paae for help. 

Is regional or customized targeting appropriate for me? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Regional or customized targeting benefits advertisers who want to reach customers in a specific region, city, or geographic location. It's a 
powerful way to reach qualified prospects in the precise area where you do business. 

Here's how it works: Missy wants to target Los Angeles with the keyword hemp shirts. With region and city targeting, her ads may appear 
when: . A Google user in Los Angeles searches for hemp shirts. Google uses the user's Internet Protocol (IP) address to determine the user's 

location and to show Missy's ad. 

. A Google user in New York searches for Los Angeles hemp shirts. Google uses the location information in the search query ('Los 
Angeles') to determine the user's area of interest and to show Missy's ad. (This functionality is only available for users searching on 
the Google.com domain for U.S. locations.) 1: 

I ! 
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With customized targeting, the above is also true. However, instead of targeting the city of Los Angeles, Missy would target an 
area within Los Angeles. The user's IP address would have to be in the designated area in order to see Missy's ad. 

When we can't determine the user's location, we'll show country- and territory-targeted ads. For this reason, it's a good idea to 
create a country- and territory-targeted campaign similar to your regionally targeted campaign - except with location-specific ................ 
keywords and ad text. Learn more 

Where can mv location be tarcleted by address? 

Custom location targeting by street or business address is currently available in eight countries: Canada, France, Germany, 
Italy, Japan, Spain, the United Kingdom, and the United States. We are unable to geo-target addresses in other countries and 
territories at this time. 

If you are in another area, you'll see the "Enter a physical address" option on the custom targeting page but will not see your 
country or territory on the pull-down menu. Please choose the "Select a point on the map" option instead. You can use the 
interactive map to pinpoint your location, or enter your latitude and longitude coordinates directly if you know them. 

We are working to add targeting by address in other countries and territories in the near future. 

How do I find my latitude and longitude coordinates? ..................................................................................................

Your map coordinates will be determined for you automatically when you use the AdWords custom targeting option. Whether 
you enter a physical address or select a point on the interactive map, the AdWords system will immediately translate your 
location into coordinates to be used in targeting your advertising. 

Regardless of the method you choose, your coordinates will appear in  the same general format. For example, the latitude and 
longitude for Google Headquarters at 1600 Amphitheatre Parkway, Mountain View, CA 94043 USA is: 

Where do regionally targeted or customized ads appear? 

If you choose regional or customized targeting, your ads can appear: . Alongside Google search results pages to users in your targeted locations. 

On some sites and products in the Google Network (if your campaign is o~tecrl in to Google's search and content 
networks). However, your ads won't appear on AOL. 

. Alongside Google search results pages for location-specific search queries (such as 'New York pizza'), regardless of 
the searcher's geographic location. (This functionality is only available for users searching on the Google.com domain 
for U.S. locations.) , 

https ://adwords .google.corn/support?fulldump= 1 
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No. Your campaign may only target regional areas in  the same country or territory. However, you may create a separate campaign for each unique country or territory containing 
areas you'd like to target. 

Demo: Local Targeting ..................................................................................................

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: Local Prar~eting. 

You may also wish to see the complete list of AdW~~ds.Bem.~.s. 

How small can a custom~zed taraeted area be7 

Your targeted area can be as small as you like i f  you choose customized targeting (give or take a few degrees). However, we strongly recommend that you set a minimum 
distance of 20 miles or 35 kilometers to ensure that you reach the largest possible audience. Also, the AdWords system is not able to target city blocks or other very specific 
regions. 

When specifying a customized region, enter only whole numbers -such as 133 miles or 50 kilometers. Our system doesn't like fractions or declmals (like 50.7 kilometers). 

Yes. This is because regionally targeted and customized campaigns focus on a narrower audience than country- and territory-targeted campaigns. Depending on the regions as 
well as the keywords you select, the Keyword Trafic Estimator may: 

Give you higher traffic and cost estimates i f  you select more general (high volume) keywords 

Give you lower traffic and cost estimates if you select very specific (lower, more targeted volume) keywords 

We recommend that you give regional targeting a try to allow our system to adjust its estimates based on your account's particular keywords and campaign performance. Here 
are some additional tips: 

If you're concerned about the potential increase in cost, you can decrease Your maffimum CPG setting. 

If you'd like to help increase your ad ranking and reduce cost estimates, try refining your ad text and keywords to help l~.c~e~s.~.y~yr-a~~e.r_~a.B!~~Q.~~~I.~~Sc~~a~e. 

To ensure that your ad appears as often as possible for your keyword variations, check that your daily budget is equal to or greater than the recommended amount. 

. . . . . . . . . . . . . . . . . . . . . . . . . . .  
How do I target my ads by region and city? ..................................................................................................

You can select to target your ads by regions and cities when editing the settings of an existing campaign or when cxmthcs s. new campaign at any time. 

To select regional targeting for your existing campaign: 

1. Sian to your account. 

2. Check the box beside the campaign(s) you wish to edit. 

3. Click Edit Settings. 

4. In the Locations field, click Edit. 

5. Click Change option. 
I 

6. Select the radio button next to Regions and cities, and click Continue. (! 

7. If you're changing the target country, choode a new country in the drop-down box, and click ~hanbe. Otherwise, skip this step. 
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8. Select the radio button to target either regions or cities, and select or enter one or more target regions or cities. 

9. Click Continue. 

10. Click Save All Changes. 

To learn how to create a new regionally targeted campaign or to choose different targeting options, visit.H.o~~.ca~..!~Por~~l.~.~~!.~d.~~~!!?e~~~1a~~b~~Jang~~.a0~.~.nd.J~.r:.1SIon~3. 

You can select customized targeting when editing the settings of an existing campaign or when c~egl2jag.e~.~~.w.c.?.m~a~g~. at any time. 

To select customized targeting for your existing campaign: 

1. .$jgnin to your AdWords account. 

2. Check the box beside the campaign(s) you wish to edit. 

3. Click Edit Settings. 

4. In the Locations field, click Edit. 

5. Click Change option. 

6. Select the radio button beside Customized, and click Continue. 

7. Select your desired targeting method. The address or the point you select will become the center of your circular target area. 

Entering a Physlcal Address: Set a minimum distance of 20 miles or 35 kilometers for the best results. Enter only whole numbers, such as 50 kilometers or 133 
miles. Our system doesn't like fractions or decimals, such as 50.7. 

To set a custom advertising area in  a shape other than a circle, click the multi-point option link. Then, define your area by clicking a series of points on the 
interactive map. 

Using the Interactive Map: Drag the map in any direction, and use the (+) and (-) keys to zoom in  or out, until the red marker is on the location you want. This 
spot will be converted to latitude and longitude coordinates to be used by the AdWords system. (If you happen to know the exact map coordinates you want, 
you also can enter them directly.) 

8. Click Continue and save your changes. 

To learn how to create a new customized-targeted campaign or to choose different targeting options, visit Ma.w.c.~n.!.fa~gstttwayYY~d..cwWmpeaignneP~.!.~npuu~~.~.;a~~Pdd!.rscafiaan4 

Why am I receiving clicks outside my targeted area? ,. <.,-e-,,>>.,,,...,,,-,,<,---,,>><-,-,.,,<>~~<,. --,,-< .... -- .<,,,-<<-,,, "--,-,<, .><, ..>., ...,.,"---A,- ,,,, - <<<<,,..,.,,,,,------ ...,- ,..,-<-,,,,,. --<-------- ,-<> -,,- ->*-- -,>,,,- <..<,,, ...-,,, ,,-. 

Here are some possible reasons. Also, we've listed some things you can do (or we already do) to help ensure that you receive the most relevant clicks possible: 

Reason: The searcher's internet Pratacol (IP! address is mapped outside his or her actual location. For example, the searcher might be located in Santiago but his or 
her IP address is housed on a sewer in  Buenos Aires. If you target Buenos Aires, this user might see your ads (even i f  the user is physically located in  Santiago). 

Solution: We expose the name of your targeted region below your ad text to try to reduce the number of irrelevant clicks you receive. 

Reason: If you're targeting a US. location, your ad might appear to users searching for your targeted area on Google.com. This is because we'll also analyze the 
searcher's query in these cases. If your ad relates to the search query, users outside your targeted location might see your ad. 

Solution: We've developed this system for your benefit so you reach as many people looking for your goods or services as possible. However, i f  you find that your 
clicks aren't producing the results you expected, you might try refining your ad text and keywords. 

Reason: Your target region may be larger thap you expected. For exampie, the New York, New York.,area includes part of the neighboring state of New Jersey. 

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

Case 5:05-cv-03649-JW     Document 81-16      Filed 09/29/2006     Page 67 of 67


