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BY - DEPUTY

SUPERIOR COURT OF THE STATE OF CALIFORNIA

| COUNTY OF SANTA CLARIE G\ 04 6 4 0 9
| CLRB HANSON INDUSTRIES, LLC d/b/a )

CASE NO:

CLASS ACTION COMPLAINT FOR:

1. Violation of California Bus. & Prof.
Code §§ 17200 et seq.

2. Breach of Contract

3. Negligent Misrepresentation

4. Unjust Enrichment o

5. Imposition of a Constructive Trust

6. Breach of Implied Covenant of
Good Faith and Fair Dealing

7. Fraud — Promise without Intent to _

- Perform o
8. Injunctive and/or Declaratory Relief

JURY TRIAL DEMANDED

Plaintiffs, by their attorneys, allege the féllowing upon information and belicf,-excépt for

i those allegatidi;s that pértain to Plaintiffs, which are bésed upon Plaintiffé,’ persoha] knowledgé:
NATURE OF THE ACTION |

1. Plaintiffs bring this class action against Google, Inc. (“Google” or the

“Company”) on behalf of themselves and advertisers who use Google’s AdWords program |

1

Class Action Complaint

9

Dockets.Justia.com


http://dockets.justia.com/docket/california/candce/5:2008cv02088/202575/
http://docs.justia.com/cases/federal/district-courts/california/candce/5:2008cv02088/202575/19/5.html
http://dockets.justia.com/

[

ot ek et et e
W AW N = O

NN NN N
& o 8 B RBR R85 =3

- RN VT T S

>

( se 5:05-cv-03649-JW  Document 1-2  Filed 09/12/2005  Page 12 of 58

(“AdWords”) and were or are being charged in exceSs of their set “daily budgets” for their
advertising campaigns (the “Class™). | '

2. Google is an Internet search engine. When a user 6f the Internet conducts a word
| search through the Google search engine, Google provides search results with links to websites

| that include those search terms. On the same pages as thosé search r&eults, Gobgle also typically
includes a box or boxes with “Sponsored Links” that have 2-4 lines of text-which might appéar

| above or down the right side of the Internet search results. These “Sponsored Links” link to

| websites of businesses that provide the services or sell the products involving the particular

| search terms input by the customer using the Google search engine. In short, they are the ads of
| the advertisers who sign up to use Google’s advertising program. These ads could also appear in
similar locations on the search and content sites and products in the Google Network. (The

Google Network is thc largest online advertising network in the United States and includes

i thousands of third-party web sites. The search sites include, for example, AQL, Earthlink,

| Ask.[eéves, and Shopping.com; the content websites include, for example, The New York Times,
| HGTV, and the Weather Channel.) ) |

3. AdWords is Google’s global advertising progfam. If an advertiser wants to

| adverﬁse on Google, the advertiser must sign up in an online AdWords application. The

| advertiser goes to Google’s Internet site, Google.com, and clicks on “Google Advertising

i the various linked pages, an advertiser, among other things: (i) chooses the geographic locations
it wants to target with its ad; (ii) creates its ad and selects (ie., “i)urchases”) keywords which will
trigger the ad to run when an Internet user inserts a search into the Google search engine which
includes those keywords; (iii) sets a maximum cost-per-click it wants to spend each time
-someone clicks on the ad; ahd (iv) sets a daily budget, which Google defines in the AdWords
glossary as the amount the advertiser is willing to spend on a speciﬁé ad campaign each day.

The AdWords account is activated onée the advertiser provides a valid credit card, and the ad

begins to run almost immediately. Google then charges an advertiser’s credit card on a daily

2
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! basis for the cost of the ads.

4. Google s AdWords gives advertlsers hands-on control over elements of their ad -

| appearance of the ad so that the ad only appears in response to searches conducted from specific
| locales, by city, country, or regional area, or at particular times or upon other specified search

criteria. When a Google user clicks on an ad, the advertiser is charged.

5. A key feature of AdWords is that the adverﬁset sets a “daily budget.” Through

| AdWords, Google allows an advertiser to manage advertising expenditures by setting a _

| maximum daily budget which limits the amount of money that will be charged to the adveruser
.per day by Google. In addition, an advertiser can change its daily budget as often as the

| advertiser likes, accordmg to Gpogle’s sign-up instructions for AdWords (although the .
'Frequemly'Aske'd ‘Questions section 6f AdWords states that an advertiser may change a dail‘y '
budget for an ad campalgn up to ten times per day). An advertiser is also allowed to “pause” an .

| ad campaign at any t1me without limit. .

6. Despite the fact that Plaintiffs’ advertlsmg campaxgns were limited by their dally

‘budgets, Google has billed and continues to bill Plamuffs and all other members of the Class in

| excess of the daily budgets.

7. Google engaged in wrongful conduct in connection with AdWords by (a) Billing
for and allowing charges to éxceed set daily advertising budgets, and (b) disputing complaints
from advertisers regarding this practice and failing to reimburse for the unlawful charges. _

| 8. As result of Google’s misconduct, Plaintiffs and the Class have suffered and will
contmue to suffer 1rreparablc injury in that they have been and are continuing to be charged fees
in excess of their daily budgets _

9. Plaintiffs bring this action to en_]om Google from engagmg in wrongful conduct by
Google s practlce of regularly exceeding daily budget hmlts set by advertisers usmg ‘Google’s

AdWords program and to recover damages incurred as a result of defendant’s conduct.

3
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JURISDICTION AND VENUE

10.  This Court has junsdlctlon over this action. The matter in controversy exceeds

| the jurisdictional amount of the Court. ' |

1. Theclaims asserted will be governed by the laws of California. California hasa
distinct nexus with the alleged harm and the defendant 1t is possible that the number of cltlzens
of Cahfomla is substantlally Jarger than the number of citizens from any other State.

12.  Defendant Google, a citizen of Callfomla, is the sole defendant from whom relief

| is sought by members of the Class, and whose alleged conduct forms the basis for the claims

[ asserted by the Class.

13. . Venue is proper in thls Court because a substantlal part of the events or omissions

13 | offices in Santa Clara County. , ‘
l4 14,  The AdWords program terms state that the AdWords agreemcnt is govemed by
15 f California law and any claims thereunder are to be adjudicated i in Santa Clara County, California.
16 | THE PARTIES
17§ 15.  Plaintiff CLRB Hanson Industries, LLC dba Industrial Printing (“Industrial
18 Printing™) is a limited liability corporation formed in the state of Minnesota.
19 | 16.  Plaintiff Howard Stem is a citizen of the state of New Jersey.
20 17.  Defendant Google is a Delaware corporation, with its principal place of buSiness’
21 located w1thm Santa Clara County at 1600 Amphltheatre Parkway, Mountain Vlew Cahforma |
22 94043 Google purports to be a global technology leader focused on lmprovmg the ways people
23 connect with information. According to the Company’s Form S-1 filed with the Securmes and
24 Exchange Commlssxon (“SEC”) on April 29, 2004 in COﬂjUﬂCthIl wnh its initial pubhc offcrmg,
25 ( the Company’s
26 [I]nnovatlons in web search and advertising have made our web
| site a top Internet destination and our brand one of the most.
27 § recognized in the world. We maintain the world’s largest online
index of web sites and other content, and we make this mformatlon
28 § freely available to anyone with an Internet connectlon Our
4 -
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automated search technology helps people obtain nearly instant
access to relevant information from our vast online index. We
generate revenue by delivering relevant, cost-effective online
advertising. Businesses use our AdWords program to promote their
products and services with targeted advertising. o

.

CLASS ACTION ALLEGATIONS
~ 18.” " "Plaintiffs bring this action as'a"ciés“s"aétioﬁ";iurs"uaﬁt to Cal. Civ. Proc. Code §382
| on behalf of themselves and a nationwide Class of all persons in the United States who were lor
| are being charged more than their set daily budgets for advertising clicks calculated daily. The

Class is composed of numerous residents of California, as well as persons dispérséd throughout

C-JE- Y- AT, T S PO

| the United States. The disposition of their claims in a class action will provide substantial

10 benefits to the parties and the Court. ‘
l_l | - 19.  Excluded from the Class is Gogg!e,.:a.ny entity in which Google has a controlling
2 | interest, any employees, officers, directors of Google; and any legal representatiyes, heirs,
B successofs, ahd assignees of Google. | -

| -14, | 20.  Members of the Class arel.so numerous that joinder is impracticable. Plaintiffs
. | believe that thousands of people have been damaged by Googlc’s condu,cﬁ The names and |

16 addresses of the members of the Class are identifiable through documents maintained by Google

7 and the members of the Class may be notified of the pendency of this action by published,
18 | mailed, and/or electronic notice. | |

‘ o 21, There isa well-déﬁned commlinity of int_ere_st in the questions of law and fact
e im)dlved_ in this case. The huestiohs of law and fact common to the members of the Class which
2 predoininate over qucsfions which rhay_ affect individual Class members include, among o_thef
2 things: _ |
» a. ~ Whether Google overcharged for advertising pursuant to its AdWords
24 program; S c ; -

b, Whether Google knowingly and intentionally overcharged for advertising

. pursuant to its AdWords program; , a :
% < c. Whether Google exceeded set daily budgets for advertising clicks;
'27 d. Whether Google knowingly and iﬁtentionally exceeded set daily budgets

.28 for advertising clicks; ' '
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1 e. The extent of damage sustained by the Class and the appropriate measure
of damages; o ;
f. Whether the Class is entitled to an injunction requiring Google to cease
ang desist from collecting illegal and/or illegitimate a vertising revenue;
an e T .
. B Whether the Class is entitled to an injunction iequiring Google to cease

... and desist from exceeding set daily budgets for advertising clicks. |
22.  Plaintiffs’ claims are typical of the claims of each member of the Class, in that
Plaintiffs, like every member of the Class, were and are being charged by Google for advertising

under Goog'lefs AdWords program in excess of their daily budgets and'héve suffered and are

LB R N Y T

continuing to suffer harm as a result. Plaintiffs are entitled to relief under the same causes of

)

I action as the other members of the Class.

23. . Plaintiffs are adequate representatives of the Class because their interests do not

L] .
s

o
™D

conflict with the interests of the members of the Cla;s they seek to represent; they have retained

—
W

| counsel competent and experienced in complex class action litigation; and they intend to

prosecute this action vigorously. Plaintiffs héve no interests which conflict with those of the

C
=N

Class. The interests of members of thé Class will be fairly and 'ddequately protected by Plaintiffs

— Y
N W

| and their counsel.

24, Google has acted on gfoimds generally applicable to thé Class, making

btk
o 0~

appropriate equitable injunctive relief with respect to Plaintiffs and the membets of the Class.

[SWY
O

| The prosecution of separate actions by individual Class members would create a risk of

| inconsistent and varying adjudications.

g
(=]

- 25.  Aclass action is superior to other available methods for the fair and efficient

S

adjudication of this controversy.

SUBSTANTIVE ALLEGATIONS

- 26.  Asaprovider of Internet space for advertisements, Google offers the AdWords

NN
oW

i program to advertisers whose ads Will'then appear alongside or above the results 6h Google.com -

NN
[«

search results pages. Additionally, ads could appear on the scarch and content sites and products

(3]
~3

in the Google Network. Advertisers then pay Google for each click on their advertisements

N
-]

: pursuant to the terms of the AdWords program. With each click of a sponsored text link, Google

6
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1 , collects fees from advertisers, and then often shares that revenue with publishing partners that
2 | display those ads.

27. UnIike advertising in traditional media such as billboards and print publications,

cost-per-click Internet ads displayed with specific keyword searches have been promoted as a

| viability of Google.
vl " 29. According to a December 2, 2004 article on the CNNMoney website:
13 | - Paid-search advertising generates about 98 percent of Google’s
! revenues. Red-hot demand for cost-per-click advertising doubled
- 14 § ‘Google revenues in the first three quarters of [2004] and paved the -
: 5 way for the.company’s blockbuster IPO in August. '
16 ' 30.  Indeed Google’s latest Form 10-K for the year ended December 31, 2004, filed
17 | with the SEC on March 30, 2005 (2004 Form 10-K), stated:
18 | Growth in our revenues from 2003 to 2004 and from 2002 to 2003,
resulted primarily from growth in revenues from ads on our Google
19 j Network members’ web sites and growth in revenues from ads on
our web sites. The advertising revenue growth resulted primarily
20 § from increases in the total number of paid clicks and ads displayed
; through our programs, rather than from changes in the average fees
21 | realized. The increase in the number of paid clicks was due to an
; - increase in the number of Google Network members, an increase in
22 | aggregate traffic both on our web sites and those of our Google
; Network members and improvements in-our ability to monetize
23 § increased traffic on our web sites. '
24 | 31.  Inorder to advertise on Google, advertisers enter into a form agreement over the -
25 || Internet that inclildeé Google’s Standard Terms and Cbnditions (“Terms”) for participation in
| Google’s AdWords program. The p_rogram is further explained in the “Frequently Asked

' 2 8 | and FAQs are collectively referred to by Google as the “Agreement,” a copy of which is attached

i
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[ as Exhibit A.
32, The process of signing up for the AdWords program is a straightforward 5-step

on-line process through the “Advertising Programs” hyperlink on the-Geogle.com Intemnet search

{ engine site. Clicking on the “Advertising Pregrams” hyperlink brings up the Geogle page with

the hyperlmk for “Google AdWords,” which in tum results in the AdWords “sign upi’ or logm

| page. Before signing up with the program, the advertiser is able to click on a link entitled

{ “Program Details and FAQ” which exposes advertisers to amaze of a more than 100 page map
| of information concerning the AdWords program. | '

33.  The initial step of the s1gn-up process requires the advertlser to choose the
languages, locatxons and countries he or she wants to target. Next, the advertiser creates the ad.

l The advertiser then sets a maximum cost-per-click it wants to spend each nme someone clicks on

Al tﬁe ad and specxﬁes a daily budget. The advertiser then creates an AdWords account by

prov:dmg an email address and choosmg a password When the advertiser is ready to activate
the ads, he or she logs in to the new account and submlts their credlt card bxlhng information.
. The ads will begin to run soon after valid billing mformatlon is subrmtted
. 34. Advertxsers set the daily budgets for their advertising campaigns and control the
timing for dehvery of their ads under AdWords. | |

35.  Under AdWords the advertlser is promised that it may set a dgly_bgdg_e_ tasa
method of cost control. -
36.  The Company touts in itsv 2004 Form 10-K (as well as in its quarterly F oﬁn ‘10-'Qs
filed with the Securities and Exe_l_lange Commission) AdWords as an effective way “to deliver

| relevant ads targeted to search results or web content” and to “providef ] advertisers witha -

cost-effective way to deliver ads to customers across Google sites and through the Google

Network.” o | _ 7
37.  The Company also emphasizes in its 2004 Form 10-K, that “AdWords gives

d advertisers hands-on control over most elements of their ad campaigns. Advertisers can specify

the relevant search or content topics for each of their ads. Advertisers can also manage

: expenditures by setting a maximum daily budget and determining how much they are willing to
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pay whenever a user clicks on an ad.” |

2 i 38. On the homepage for Google AdWords, under the heading “AdWords

3 Advantages,”Google states “we pledge to help you meef your customer acquisition needs by
. enabling you to: |
_.*___ Fully control your ad budget.

39.  Also on the homepage for Google AdWords; under the heading “control,” Google

- With all the great features listed below a Google AdWords account -
is fully customized for any advertiser. ‘

* * *

+  Daily budget you set, starting from 5 cenfs USD.

" And with no monthly minimum spending limit or time
comment . . . (emphasis added)

40.  The AdWords Agreement contains several additional references to the advertisers’
_ ‘ abiliiy to control the costs of their advertising, and assufes advertisers that they will not be'b,illed'
i more than they are “willing to pay™:

' - How mnc_h does AdWords cost?

In the Google AdWords program, the cost of your campaigns really

depends on you -- how much you are willing to pay and how well
you know your audience. It all boils down to knowing your own

goals and letting us know what they are.

There is a nominal, one-time activation fee for Google AdWords.
After that, you pay only for clicks on your AdWords ads, and you

can control that by telling us how much you are willing to pay per
click and per day. . : :
' o . * *

How do 1 éontrol the cost of niy ads? -

In the Google AdWords program, the cost of your campaigns reall

depends on you — how much your are willing to pay and how well

you know your audience. It all boils down to knowing your own
- goals and letting us know what they are. ‘ : ‘

Class Action Complaint
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° *Set your own limits: There is a nominal activation fee for
Google AdWords. After that, you tell us how much you are
willing to pay per click and per day. (Emphasis added.)

41. In th¢ AdWords Agreement, Google also makes the following specific statements
concerning a daily budget: '
| How do I create an AdWords»account?

"There are five easy steps involved in creating and activatinga
- Google AdWords account. . ’

Step 3: Specify your daily budget. R
~ Your maximum daily budget helps determine your ad exposure
(the number of times Google shows your ad in a day). There is no

minimum daily budget.

11 42.. The AdWords Agreement also states: “A recommended daily budget will appear

A V4 b_‘”h’igh'light“éd‘ in the daily budget box on the next page. This is the amount necessary for your ad to
13 appéar every time on your keyboard. Hoxivever, you can increase or lower this amount by typing
14 in your desired daily budget.” |

43.  The AdWords Agr'ecmeﬁt further assures advertisers that they will not go over

How does Google keep my cainpaign below my daily budget?

Google shows your ads evenly over time so that you reach your
daily budget by the end of each dat?l'. This keeps your ad from
accumnulating clicks early on and then disappearing for the
remainder of the day.

Once gou’ve selected your keywords, you'll see a recommendi;d
daily budget. If you set your daily budget to this value, you will
maximize your ad’s visibiliz.ﬂ’rhis maximizes the number of

23 | clicks you receive. If your daily budget is lower than the
recommended amount, Google will deliver your ads evenly =
24 § throughout the day to keep your clicks at or below your daily. -
'25 ’ ~ budget. [Emphasis added.] _ :
* * *

You can pause your ad campaign at any time. You won’t accrue
charges while your ads are paused, and they’ll remain paused until
. you resume them.
44,  Google also states:

10
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In general, we try to keep your daily cost fluctuation to no-more
than 20% above your daily budget, and we make sure that within
the 30/31 day billing period (a month), you are never charged more
than the number of days in that billing period times your daily
budget. This ensures that over time, you maximize your
advertising budget.

SN

45.  Although the Agreément plainly and repeatedly states that advertisers have a

| “daily budget,” to control costs and set limits, Google AdWords misleadingly commits
[ advertisers to a monthly budget, that is, the daily budget times 30 or 31.

46.  Google thus converts the “daily” budget created by the advertiser into a monthly

(- -- BRSNSV

& budget, even though Google bills clients on a daily basis.

ot
S

47.  Despite Google’s strict representations ¢oncen1ing establishing a set daily budget

S .
St

to control costs, Google intentionally allows the advertisers accounts to routinely go over budget.

-G'oogle ‘misleadingly states that “charges accrued over 20% of your set daily budget will be

—
o

credited to your account at the end of the month.” Thus, rather than adherihg to the daily budget

Y
W

; agreed to by the advertisers, Google Google routinely allows advertisers to run in excess of the

—
o+

—
wh

A daily budget.

48.  Since the AdWords program allows advertisers to pause their ads, change their

Yook .‘-—-
~3 N

| daily budget up to ten times a day and discontinue the ad at any time, Google’s monthly

[
oo

calculation belies the entire billing system represented by Google to the advertisers.

[N
o

49, Inasimple example, if an advertiser has a $100 per day daily budget, Google may

i
i
]

| run the advertiser’s ad so that the daily cost goes up to 20% over the advertiser’s set daily budget

o)
(=

on any given day. If this advertiser only wants to advertise on Mondays — 4 out of 30 days; at.

22 $100 per day, and the ad goes 20% over budget on all four days,.or $120 per day, the total will be
23 $4,80. Thus, the advertiser has exceeded its “daily budgét” by $80, but Google deems it to be

24 within budget because the total of $480 is less than $3000 (or $100 per day times 30 days). |

25 50.  Plaintiff CLRB vHanson Industrieé, for example, ran an advertising campaign

26 dﬁn‘ng the month of March 2005 for 17 days for one client with a daily budget of }$SO. Oneach
27 day of the campaign, Google ran from 121% to 162% of the $50 daily budget, for an average of
‘ 28 141% over the applicable daily budget. Plaintiff was billed $1,197.79 instead of the $850 it |

Ll —
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—

| contracted for and was “willing to pay.” _ _

51 Inlight of the fact that Google has a substantial financial interest in increasing the

| market and cost of its AdWords advertising, Google, contraﬁ to its représentations about daily

| budgets, routinely exceeds the daily advertisihg budgets set by their customers, including

| Piies. |
52 Despite the fact that Plaintiffs preset their daily advertising budgets, Google

routinely exceeds Pléintiffs’ set daily budgets, violating the agreed-upon advertising costs,

| including exceeding even the 20% cushion which Google allows itself to exceed the daily

O ® N AW

| budgets. _
| Defendant’s Wrongful Conduct With Respect to Plaintiff Industrial Printing

SN
(=

. ot ©
Ll

53..  Plaintiff Industrial Printing entered into a contract with Gooéle to advertise using

_ - he AaWords program, which contract specified a daily budget.

| v 54.  Despite this daily budget llmlt Google routinely exceeds the daily budget set by

| Plaintiff Industrial Printing, did not credit Industrial Printing for all such charges over its daily

| budget, and continues to charge it for advertising in excess of its daily budget.

Defendant’s Wrongful Conduct With Respect to Plaintiff Stern |

55.  Plaintiff Stern entered into a contract w1th Google to advertise using the AdWords
program, which contract specified a daily budget.

56.  Despite this daily budget limit, Google routinely exceeds the daily budget set by

‘ Plaintiff Stem. Google did not credit Stern for daily charges over his daily budget and continugs

| to charge him for advertising in excess of his daily budget.
2| | FIRST CAUSE OF ACTION
23  [Unfair Competition]
24 [Violétion of California Bus. & Prof. Code §§ 17200 f seq.]
57.  Plaintiffs incorporate by reference all precéding paragraphs-as if fully set forth
26 herein. ' ' '
27 58.  Plaintiffs, who have suffered injury in fact and have lost money or property asa
result of suéh unfairlcompetition, bring this cause of action on behalf of themselves and on
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behalf of all other similarly injured Class Members, pursuant to Business & Professions Code
1 §5 17200 et seq.

59.  Google has engaged in unfair, unlawful or fraudulent business acts and practices
, as set forth above. Google maintains its headquarters and principal places of operations in

[ California. The unfair, unlawful or fraudulent business acts and practices of defendant set forth
| above emanate from Google’s California headquarters. Google’s wrongful conduct originated

| from and thus occurred inside Califomia.

60.  Beginning on a date unknown to Plaintiffs and continuing to the present, Google
. has engaged in, is engaged in, and proposes to engage in unfair competition, as that term is

| defined in Business and Professions Code § 17200

61..  Asused in this Complaint and in § 17200, “unfair competition” means (1) an

1 unlawtul untair or fraudulent business act or practice; (2) unfair, decepuve, untrue or misleading
13 -advertising; and/or (3) an act prohibited by Chapter 1: (commencmg with § 17500) of Part 3 of
14 ; Division 7 of the Business and Professions Code. This conduct is actionable pursuant to

15 | Business and Professions Code §§ 17200 and 17203,
16 62.  Inengaging in conduct which constitutes unfair competition, Google has engaged
17 || in conduct which injured members of the general pubhc, including Plaintiffs. It is impossible for
18 the Plaintiffs to determine the exact extent of the injury without a detailed review of Google s
19 books and records.
20 | ~ 63.  Specifically, Google has engaged in, is engaged in, and proposes to engage in .
unlawful, unfair, or fraudulent business acts and practices, each of which independently
22 constitute Unfair Competition: ' |
a. Google’s knowing sale of a service when contract térms were knowmgly
| dishonored, and without informing purchasers of such fact, is unfair -
24 § because the harm to Plaintiffs and the General Public from this practice

N outweighs any benefits, and threatens an incipient violation of ahfomla s
25 | consumer protection laws; L
26 ‘ b. The conduct described above is unlawful gursuant to California Civil

Code §§ 1770(a)(5), (7), (9), (14) and (16) by way of Google s:
27 |
' 1. Representm that services have charactenstlcs uses, or beneﬁts
which they do not have (C1v11 Code § 1770(a)(5)) 2

13
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[

ii. Representmg that services are of a pamcular quahty if they are of
another (Civil Code § 1770(aX(7));

ii. Advertlslng services with intent not to sell them as advertnsed
. (Civil Code § l770(a)(9))

- iv.  Representing that a transaction confers or involves rights or
remedies which it does not have or involve (Civil Code §
1770(a)(14));- and

v Representmg that services have been supplied in accordance with a

previous representation when they have not (Civil Code

- § 1770(a)(16)). For those reasons, it is also an unlawful business
act and/or practice pursuant to Busmess and Professxons Code
§§ 17200 et seq.; and ,

c. Members of the Class were and are hkely to be misled by Google’s
conduct, including Google’s representations regarding the offered services,
when the true facts which Google has concealed show otherwise. For that
reason, Google’s conduct constitutes a fraudulent business act and/or
practice gursuant to Business and Professions Code §§ 17200, et seq., and

e 8§ 17500, et seq.

64. ©  Pursuant to Busmess and Professions Code § 17203 the Court may 1mpose R

65. By engaging in the above-descr:bed acts and practices, Google has commntted one
or more acts of unfair competition within the meaning of Business and Professions Code

§§ 17200, et seg.

? 66.  Plaintiffs, who have suffered injury in fact and have lost money or property as a
23 | result of such unfair competition, on behalf of themselves and the Class seek relief allowed under |
# §§ 17200, et seq. | : o
=1 SECOND CAUSE OF ACTION
% [Brehch of Contr#ctl'
_ z; 67.  Plaintiffs incorporate by reference all preceding paragraphs as if fully set forth
. 14
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22




ase 5:05-cv-03649-JW  Document 1-2 Filed 09/12/2005 Page 25 of 58

| herein.

- 68.  Plaintiffs and Google entered into the Agreement that mcluded Google s Standard

3 | Terms and Conditions for participation in Google’s AdWords program

4 | 69.  One of the principal benefits for which Plaintiffs and the Class contracted was the
5 | ability to effectively and efficiently advertise via set dily budgets.
6 | 70.  In entering into the Agreemtesit with Plaintiffs and the Class, Google promised that |
7 {f it would not exceed Plaintiffs’ and the Class members’ set daily budgets. -
8 | 71.  Under the Agreement, Plaintiffs and the members of the Class set their daxly
9 | budgets, the amounts that they were willing to pay per click and per day.
10 72.  Under the Agreement, Google was prohlblted from exceeding Plamtxffs and the

~ 11 || Class members’ set daily budgets, and explicitly represented that Google would deliver

" T 127 Plaintiffs” and the Class members” ads at or below their daily budgets.

13 73.  Plaintiffs and the Class performed all conditions, covenants and promises required

14 g4 to be\performed by Plaintiffs.and the Class in accordanée with the terms of the Agreement,
15 || except those that Plaintiffs and the class were prevented or legally excused from performing and
16 § those as to which their performance was waived. ‘
'17‘ 74. Google breached the Agreement by chargmg Plaintiffs and the class advertlsmg
18 ] fees in excess of their daily budgets.
19 75.  Google's breach of the Agreement and continued breach of the Agreement has

~ 20 } benefitted and continues to benefit Google and irreparably injured and continues to irrepafably

21 | injure Plaintiffs and the class.

THIRD CAUSE OF ACTION

22 |

23 [Neghgent Mlsrepresentatlonl

24 | 76.  Plaintiffs mcorporate by reference all precedmg paragraphs as if fully set forth
25 | herein.

26 77.  Google had an absolute duty to disclose the true facts regarding its AdWords
27 program and resulting charges from such program. ' '

-28 ’ 78.  Google made representations ré‘gardirig its advertising service and charges for

15
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| such service with no reasonable ground for believing them to be true, and did so without accurate
| or sufficient information concerning their representations. Google was further aware that,

|| without such information, it could not accurately make such representations.

79.  Google made such represehtations to Plaintiffs and the class, who in tum

| reasonably relied on those representations regarding Google’s advertising service and resulting

i charges.

80. Desplte making ‘such representations about material facts, Google concealed from

Plamtlf‘fs and the class Google’s lack of information to support such representatlons and

{ intended to induce Plaintiffs’ and the class’ reliance on such representations in order to cause

them to purchase Google’s advertising through its AdWords program.

81.. Google falsely represented to Plaintiffs and the class the costs of its advertlsmg

| service when in fact Plaintiffs and the class would, with Google’s knowledge, be overcharged for

advertising.

82.  Atall times relevant hereto, Plaintiffs and the Class were ignorant of the falsity of

Google’s representations, reasonably believed them to be true, relied on said representations, and

|l signed up to advertise pursuant to Google’s AdWords program as a result. Had Plaintiffs and the

Class known the actual facts, they would not have paid ihe amounts they did for Google’s

| service. Plaintiffs’ and the members of the Class’ reliance upon Google’s representations was

justified because Google appeared to be in a position to know the true facts. |

83..  Asadirect, proximate, and foreseeable result of Google’s acts,.each Plaintiff and

| member of the Class has been and will continue to be mjured through the negligent actions of

i Google, thus warranting injunctive rehef

FOURTH CAUSE OF ACTION

~ [Unjust Enrichment]
84.  Plaintiffs incorporate by reference all pre'cédilig paragraphs as if fully set forth

| 85.  To the detriment of Plaintiffs and each member of the Class, Google has been, and '

continues to be, unjuétly enriched through unlawful overcharging and collection of advertising

16
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86.  Google has unjustly beneﬁtted through the unlawful overcharging and collection,
and continues to benefit at the detriment and expense of Plaintiffs and each member of the Class.
87.  Google has voluntarily accepted and retained these profits and benefits, derived -

| from Plaintiffs and Class Members, with full knowledge and awareness that, as a result of
Google’s wrongful conduct, Plaintiffs and Class Members were routinely and systematically:

: overcharg’ed and/or over-billed for advertising;

88. By virtue of the conduct alleged in this Complaint, Google has been unj justly

© 0 N o

; enrxched at the expense of the Plaintiffs and Class Membcrs who are entitled in equity, and
i hereby seek, the disgorgement and restitution of Google s proﬁts, revenue, and benefits, to the

| extent, and in the amount, deemed appropriate by the Court. Specifically, the additional sums of

money charged to Plaintiffs and all other similarly situated individuals for advertising which was

improper must be refunded. These amounts of money constitute money which, in equity and
good conscience, should be returned by Google to Plaintiffs and members of the Class pursuant
to the equitable doctrine of rcsﬁtution/unjust enrichment.
| 89. AcCordingly, Plaintiffs and each member of the Class seek restitution of the full
i value of all benefits and cnrichmént Google has obtﬁned, and continues to obtain', at the expense
of Plaintiffs and each member of the Claés.
FIFTH CAUSE OF ACTION

[For Imposition ofa Constructive Trust] _
90.  Plaintiffs incorporate by reference all ppecediﬁg paragraphs as if fully set forth
herein. o |
| 91. | Google unlawfully charged Plaintiffs ar_xd each member of the Class for -
advertising and thereby unlawfully coﬂected money belonging to Plaintiffs and each member of
the Class. Gobglc gained access to such money through the wrongful acts described herein and
had no lawful right thereto.
| 92.  Accordingly, Google is an involuntary trustee of such money, pursuant to

California Civil Code § 2224, and holds such money, and the accumulation thereon, for the

17 -
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25




10

I VA
13
14

lhse 5:05-cv-03649-JW  Document 1-2 Filed 09/12/2005 Page 28 of 58

| benefit of Plaintiffs and each member of the Class,
'93.  Google wrongfully acquired such money without the knongdge and Qonsént of

| Plaintiffs and each member of the Class, thereby warranting the imposition of an involuntary

[ constructive trust. -

94.  Plaintiffs and each member of the Class pray for specific recovery of such money,

and all accumulation thereon, by imposition of a constructive trust.

" SIXTH CAUSE OF ACTION

~ [Breach of Implied Covenant of Good Faith and Fair Dealing]
95.  Plaintiffs incorporate by reference all preceding paragraphs as if fully set forth
herein. | . '

96.. The (;Qntracts_‘ between Plaintiffs and Class Members and Gobgle include a duty of

“good faith and fair dealing by Google to Plaintiffs and Class Members. As an implied covenant |

in the contracts, Google had a duty not to :commit acts which would improperly deprive Plaintiffs

15
16 |
17]
18
]
21 |
2 |
23
24

25 ¢

and Class Members of the benefit of those contracts and has a duty to.do everything that the

| contracts presupposes each of the parties would do to accomplish the purpose or purposes of the

contracts.

97. - One of the principal benefits for whiéh Plaintiﬁs contracted was the ability to
effectively and efficiently advertise via set daily budgets.

98.  The implied covenant obligated Google to refrain from cxceeding Plaintiffs’ daily
budgets. In failing to do so, Google breached the implied covenant of good faith and fair dealing

99. Asaresult of Google’s wrongful conduct, Plaintiffs and Class Members have
suffered and continue to suffer economic_ Josses and 6ther general and specific damages, all in an
amount to be determined according to proof at time of trial. ‘ |

" SEVENTH CAUSE OF ACTION

[Fraud — Promise without Intent to Peﬁom] :

26
27
28

100. Plaintiffs incorporate by reference all preceding paragraphs as if fully set forth

herein.

101. In entering into the Agreement with Piaintiﬂ‘s, Google promised that it would not

18
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exceed Plaintiffs’ set dai'ly budgets.

102. Google made these promlses without any ablhty whatsoever of fully performmg '

_103. _ Google’s false promises were made with scienter, as Google made them to induce
» Plaintiffs to enter into the Agreement and to enable Google’s fraudulent scheme. '

| 104.  Plaintiffs relied on Google’s false promises, as they never would have entered into
an agreement with Google had they kﬁown of Google’s true intentions. '

| 105.  As a direct result of Google’s false and fraudulent promises, Google has'

] beneﬁtted and Plaintiffs have been damaged i in an amount to be proven at trial.

EIGHTH CAUSE OF ACTION

~ [Injunctive and/or Declaratory Relief]

© 106. Plaintiffs incorporate by reference all preceding paragraphs as if fully set forth

herein.

15 107. The membei's of the Class have no adequate remedy at law, rendering injunctive
16 || and other equitable relief appropriate in that damages cannot adequately compensate Plaintiffs
17 {| and the members of the Class for the injuries suﬁ‘ered and threatened.

18 108.  Plaintiffs and each member of the Class are persons who are interested under a
19 |l contract and who desire a declaration of their rights or duties with respect to one another. An

~ 20 || actual controversy relating to the legal rights and duties of the respective parties has arisen

21 || between Plaintiffs and each member of the Class and Google

21 109. Accordmgly, Plamtlffs and the Class request classwide equitable relief of the
23 Court s determination of the rights of Plamtlffs and the Class.

24 ' - PRAYER FOR RELIEF

25 WHEREFORE Plaintiffs and the members of the Class pray for relief as follows:

26 1. For an order certifying the proposed Class herein and appointing Plaintiffs and -
27 their undersigned counsel of record to represent the Class;

28 2 For restitution of the full value of all benefits and enrichment Google has
19
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obtained, and continues to obtain, at the expense of Plaintiffs and each membér of the Class;

3. | For the entry of preliminary and permanent injunctive relief against Googlé, '
| directing Google not to charge the members of the Class more than thcif daily budget;;

4, For the return of all money unlawfu]ly charged Plaintiffs and the Class Members
by Google in the form of advertising fees, and a_ll_ac_ggmulamn thereon, by impasition of a_
cox_lstructwe trust, | |

5. - For the by imposition of a constructive trust on all fees improperly charged

| Plaintiffs and the members of the Class by Google’s failure to follow the.daily budgets;
6. For general damages in excess of the jurisdictional minimum of this Court;
7. Compensatory damages in excess of the jurisdictional minimum of the Court,
according to proof; | “
T mff " Consequential damages in excess of the jurisdictional minimum of the Coun ,
| according to proof; | |
-9 Punitive and exémplary damages;
10.  Attorneys’ fees, expenses, and costs.of this action; and
11, Such further relief as this Court deems necessary, just, and proper.
JURY TRIAL DEMAND

Plaintiffs demand trial by jury on all issues so triable.

| Dated: August 3 , 2005 | ALEXANDER, HAWES & AUDET, LLP

Q‘Ryan M. Hagan
Willidth M. Audet
Jason Baker

152 North Third Street, Sulte 600 -
San Jose, CA 95112

Telephone 408.289.1776
Facsimile: 408.287.1776

20
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Lester L. Levy
Emily Madoff
. Patricial. Ave

Renee L. Karalian

- WOLF POPPER LLP
845 Third Avenue

. New York NY 10022 :
Telephone: 212.759.4600
Facsxmnle 212. 486.2093
Attorneys for Plaintiffs and the Proposed
Class

21
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" Google Inc. AdWords Program Terms

These Google Inc. AdWords Program Terms ("Terms") are entered into by you and Google Inc.
("Goagle") regarding the Google AdWords Program ("Program") as further described in the -
Program'’s frequently asked questions at :
https://adwords. le.com/su infindex. i =1 (the "FAQSs") (collectively, the
"Agreement”). "You" or "you" means the party listed on the account you create and you
represent you have the authority to agree to this Agreement for that party. You represent and
warrant fhat you are authorized to act on behalf of, and bind to this Agreement, any third party for
which you generate ads. You hereby agree and acknowledge:

1 Policies. Program use is subject to all applicable Google and Partner policies, including .
without limitation the Editorial Guidelines (adwords e.com/select/quidelines himl), Google
Privacy Policy (www.google.com/privacy.html) and Trademark Guidelines _ ’

WWW., ! issiol arks. . Policies may be modified any time. You shall
direct only to Google communications regarding your ads on Partner Properties. Some Program
features are identified as "Beta,” "Ad Experiment,” or otherwise unsupported ("Beta Features").
Beta Features are provided "as is" and at your option and risk. You shall not disclose to any third
party any information from, existence of of access to Beta Features. Google may modify ads to

comply with any Google Property or Partner Property policies.

2 The Program. You are solely responsible for all: (a) keywords and ad targeting options
(collectively "Targets") and all ad content and ad URLs ("Creative”), whether generated by or for
you; and (b) web sites proximately reachable from Creative URLs and your setvices and products
(collectively "Services"). You shall protect your passwords and take full responsibility for your

_own, and third party, use of your accounts. Ads may be placed on (y) any content or property -
provided by Google ("Google Property™), and unless opted-out by you (z) any other content or
property provided by a third party ("Partner") upon which Google places ads ("Partner-
Property™). Google or Partners may reject or remove any ad or Target for any or no reason. You
may independently cancel online any campaign at any time (such cancellation is generally
effective within 24 hours). Google may cancel immediately any 10, the Program or these Terms at

- any time with notice (additional notice is not required to cancel a reactivated account). Google
may modify the Program or these Terms at any time without liability and your use of the Program
after notice that Terms have changed indicates acceptance of the Terms. Sections 1,2,4,5,6
and 7 will survive any expiration or termination of this Agrecment. o

3 Prohibited Uses. You shall not, and shall not authorize any party to: (a) generate automated,
fraudulent or otherwise invalid impressions or clicks; or (b) advertise anything illegal or engage In

. any illegal or fraudulent business practice in any state or country where your ad is displayed. You
represent and warrant that (x) all your information is correct and current; (y) you hold and grant
Google and Partners all rights to copy, distribute and disptay your ads and Targets ("Use™); and
(2) such Use and websites finked from your ads (including services or products therein) will not
violate or encourage violation of any applicable laws. Violation of these policies may result in
immediate termination of this Agreement or your account without notice and may subject you to
legal penalties and consequences. : _ '

4 Disclaimer and Limitation of Liability. GOOGLE DISCLAIMS ALL WARRANTIES,
EXPRESS OR IMPLIED, INCLUDING WITHOUT LIMITATION FOR NQNINFRINGEMENT.
MERCHANTABILITY AND FITNESS FOR ANY PURPOSE. Google disclaims all guarantees
regarding positioning or the levels or timing of: (i) costs per click, (ii) click through rates, (iii)
delivery of any impressions on any Partner Property or Google Property or sections of such
properties, (iv) clicks or (v) conversians for any ads or Targets. EXCEPT FOR
INDEMNIFICATION AMOUNTS PAYABLE TO THIRD PARTIES HEREUNDER AND YOUR
BREACHES OF SECTION 1, TO THE FULLEST EXTENT PERMITTED BY LAW: (a) NE(THER
- PARTY WILL BE LIABLE FOR ANY CONSEQUENTIAL, SPECIAL, INDIRECT, EXEMPLARY,
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PUNITIVE, OR OTHER DAMAGES WHETHER IN CONTRACT, TORT OR ANY OTHER LEGAL
THEORY, EVEN IF ADVISED OF THE POSSIBILITY OF SUCH DAMAGES AND - '
NOTWITHSTANDING ANY FAILURE OF ESSENTIAL PURPOSE OF ANY LIMITED REMEDY;
AND (b) EACH PARTY'S AGGREGATE LIABILITY TO THE OTHER IS LIMITED TO AMOUNTS
PAID OR PAYABLE TO GOOGLE BY YOU FOR THE AD GIVING RISE TO THE CLAIM. Except
for payment, neither party is liable for failure or delay tesulting from a condition beyond the
reasonable control of the party, including but not iimited to acts of God, government, terrorism,

natural disaster, labor conditions and power failures. '

$ Payment. You shall be charged based on actual clicks or other billing methods you may
choose online (e.g. cost per impression). You shall pay all charges in the cumency selected by
you via your online AdWords account, or in such other currency as is agreed to in writing by the
parties. Charges are exclusive of taxes. You are responsible for paying (y) all taxes and
govemment charges, and (z) reasonable expenses and attomey fees Google incurs collecting
late amounts. You waive all claims relating to charges unless claimed within 60 days after the
charge (this does not affect your credit card issuer rights). Charges are solely based on Google's

~ click measurements. Refunds (if any) are at the discretion of Google and only in the form of
advertising credit for Google Properties. You acknowledge and agree that any credit card and
related billing and payment information that you provide to Google may be shared by Google with
companies who work on Google's behalf, such as payment pracessors and/or credit agencies,
solely for the purposes of checking credit, effecting payment to Google and servicing your
account. Google may also provide Information in response to valid legal process, suchas -
subpoenas, search warrants and court orders, or to establish or exercise its legal rights or defend

- against legal claims. Google shall not be liable for any use or disclosure of such information by

* such third parties.. S : o '

6 . Indemnification. You shall indemnify and defend Google, its agents, affiliates, and ficensors
from any third party claim or liabillty (including without limitation reasonable legal fees) arising out
of your Program use, Targets, Creaﬁve and Services and breach of the Agreement.

7 Miscellaneous. The Agreement must be construed as if both parties jointly wrote it, govemed
by California law except for its conflicts of laws principles and adjudicated in Santa Clara County,
Califomnia. The Agreement constitutes the entire agreement between the parties with respect to
the subject matter hereof. You may grant approvals, permissions and consents by email, but any

“modifications by you to the Agreement must be made in a writing (not including email) executed
by both parties. Any notices to Google must be sent to: Google Inc., AdWords Program, 1600
Amphitheatre Parkway, Mountain View, CA 94043, USA, with a copy to Legal Department, via
first class or air mail or overnight courier, and are deemed given upon receipt. Notice to you may
be effected by sending email fo the email address specified in your account, or by postinga -
message to your-account interface, and is deemed recelved when sent (for email) or no more )
than 15 days after having been posted (for messages in your AdWords interface). A waiver of any
defauitis not a waiver of any subsequent defauit. Unenforceable provisions will be modified to
reflect the parties' intention, and remalning provisions of the Agreement will remain In full effect.
You may not assign any of your rights hereunder and any such attempt is void. Google and you

. and Google and Partners are notlegal partners or agents, but are independent contractors.

April 19, 2005
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Google Help Caner

AdWords Frequently Asked Questions
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Iy

. Wtps:/iadwanis google. comvsupporit TMI(:MHW&J@:!ZAM

' lrﬁ\owm&~MudeWMMmm-mmywmuﬂinghpaymdlwwﬂyouhmm
mndmmnm\gm_qmmmmummmn ) '

Thnmlumnm.WMMhMW&&M«MMWWhMmMWmNMmmMW ’
hﬁnwh@wmudxywmmxgbpaywdd:wpsday.

g 'Formn.ammmmusnmmmw&mmmmusssm;mmmm:mm-
pmad:(opc)mussu.os-.ussmo.ndymmtalqwuswwhmmmamkmm

Please cick here for mare informaion on salecting your CPC and dally budget. Or read how o contrl your costs even more. For nformetion about
ummmmmwmmmwumdwm .

o e F‘f'-’—-?JYourkeywm'd:taTg‘étarﬁﬁ will appear & a16n‘gs-de or above the results on Google.com search results pages.
o Additionally, your ads could appear on the search and content sites and products In the Google -
* Network. The Google Network is the largest online advertising network avallable, reaching over 80% of

30-day US Intemet users. So you can be certain that your ads reach your targét audience with Google

On search sites in the Google Network, your ads could appear along side or above seawh resutts or as a
part of a results page a user navigates to through a site's directory. Our global search network includes
Froogle and Google Groups and the follqwing; ‘ :

 Netscape [ Netceniter.  £7 papphtingc

@CompuServe [ Shopping.conr

Qe
W Worldnet

" Our extensive content network of high-quality corisumer and induétry-épedﬁc websites and producis, such
as newsletters (U.S. only) and email programs, includes: . '
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' iVxﬂw s buginess o

Here are examples of what AdWords ads look ike on Google's cantent network. AdWords ads on the Miami
Heraldandoﬁersﬂesareta?getedmmeacﬁ:alcontemdmepagematday.Inmesa'eenshotbelow.youv
- can see the ads are directly relevant to NBA playoffs articles. N :

1%

W

You may also be interested in AdWords site-targeted campaigns, an altemative to keyword targeting that
allows advertisers to select individual sites in the Google content network where they'd like their ads to
appear. o

We work with permission-based newsletter providers fo place keyword-targeted AdWords ads targeted to
-ﬂtesubjeamatte'rof,newslettefs.Them!evamadssh!)wnbebwaré-athéendofani\ﬂllagenemleﬂer ,
about caring for the home. : . s '
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Wi fonrs R cmagll 4 -
wmn:ﬁmu o

o @mmm-@

i Lok

AdsforemallareplawdbyGooglecompuhersuslngﬂiesameautomamdpmcessmdtoplmralevam
i AdWordsadsalongsidewebpagesandnewsleﬂers If our automatic fifters detect that the topic of the emait
" Is sensitive, we don't show any ads. This addition to our contentnetwod(wnenﬂyapphes only fo English
Ianguageadstargetedto'us . ‘Canada,’ or'AHRegions

Ourtedmologyensuresthatyouradsappearlnﬂ!emostreievantlomonsacrossﬂ\eWebso
. that your customers find you. For more information about advertising publishers within your
- industry, please visit hup.llww google eomladslmebits html.

Mimanﬁmmm'mmmﬂnwhm mmmmumwumm You
have complete control aver how long you participate in AdWords, and you control the maximum you want to spend per day. Ttlslslnemem
matter how you choose to pay for your advertising,
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We realize that certain AdWords terms and abbreviations may not be familiar to all of our advertisers. To
make things easier, we've created a full glossary. . C .

Here are someofﬂ\emostcommniermsyou'll see as you get started:

Keyword - The keywords you choose for a givenAd Group are used to tar§et your ads to potential
customers. ’

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

AdGroup-AnAdGmupeontalnsoneorma’adstarge‘ﬁngonesetofkeywo:ﬂs. You set the maximum
_ price you want to pay for an Ad Group keyword nstorforlndividualkeymrdswmnﬁleAﬂ Group.

. Impression (tmpr.) - The number of impressions is the number of times an ad is displayed on Google or the
Google Network. - : . S ‘

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

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

Maximum cost-per-impression (CPM) - With site-fargeted ad campaigns, you choose the maximum cost
per thousand impressions (Max CPM) you are willing to pay. As with Max CPC, the AdWords Discounter

. automatically reduces this amount so that the actual CPM you are charged is the minimum necessary to
keep your position on the page. . o ‘

PRy T

mmwmmmmmmummmmmwmmmmmmmm
mbd&m'aspedﬁﬂmmlqmmﬂﬁmmmmmmvuﬁad.yuueanlughhym;mwmn_thﬂsua
Maﬂdﬂgywhaummm\gk_mmvwa&nﬂmmon ’

htpefadwocts gobgle com/mppoctbiniadexpyTllbanp=1 (1 of L1GA/22008 8:35:12 AM .
. WMammmmmmwmmwmmmmmmmam.m
hm_ar.w;.).Ywmmmmmmmemmmmmmmnﬁhmummmu
mwmumhwmm”m&mmwmm T

Getting started : About AdWords : AdWords basics

AN

N

Keyword-targjeted ads are ranked on search results and content pages based on various performance -
factors, including maximum cost-per-click (CPC), clickthrough rate {CTR), and ad text. Having relevant ad

. text, a high CPC and a strong CTR will result in a higher position for your ad. Because this ranking system
rewands well-targeted, relevant ads, you can't be locked out of the top position as'you would be in a ranking
system based solety on price. | S ,
Visit our Optimization Tips page to leain mire about account optimization, including how to maximize
performance for your keyword-targeted ad and improve your ad's position without having to raise your

~ maximum CPC. You can also leam about how to optimize ad serving for your ads on this page.
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When you choose a-maximum CPC for your keywords, our Traffic Estimator gives you the estimated
average ad pasition per keyword. This estimate is based on your maximum CPC and the average CTR
foread'lpfmekeywordsyqu've'dlosen. ' ' .

You may also be Interested in site targeting, which allows you io select the individual sites where your ad
will be displayed. Sitetargeted ads appear only on content sites In the Google Network, where they are
* ranked with keyword-targeted ads. For more about how keyword-targeted and site-targeted ads compete,
- --— ---please see this explanation. ———— . o : :

T S N T B B0

T

Mniueemn'eomwmmcmwmmmmm%mmm“umm_
are appfied dt each level. in summary: ) o L

.vmmuwmammmmnmm -
) -Nmmhw.mdmmﬂyhmmmmmmmm
ior -MuMGmplevd.mm_a&u@dmhym&.fwmmmammwdﬁ(mhhm&wa

mwmm.mmmammmwmamdwbmmmmmGmpmmmmofkeymm.lf
you creats nuitiple ads in an Ad Group, the ads will rotate evenly for those keywords. . T

mmmnwmmmmmmﬁmmmﬂgmmmaumnamubmms

wlas\heome:s(nﬁthasalowcm).youanMamnhmmm_mmdmmm

[ o

Ona w2 of knywards Ons Ore oot ot O muhumdshummmumﬁ

Googbmmhammmwwbmmmwwu(cmmm;mdmwm_a
amdsphyadmﬂhseardlmdsonM.aw_uwmmm%hmmmmmm&m
mmw«u.aw.mmmemmmwmmuemwm-w.mmmmmmwu

meuMaGmemu.ywmmermmdﬂmmmmmﬂmmmyommhbhyh
uehdck.Ywaﬂypay-lmmm,eﬁa:mmadhmmmmumey,ummwmhm )

mmmmmwwwnmmmmmumm

Msmmwyauw-mgmummvuaammumiﬁmmmmmm
Mvwmmmmmmwmm‘umhmmwww. o

To it out more abotk Google AdWords or to begin creating your ads, visit the AdWords home page,

bplayadonhrln;:alﬂe,mhesdad_mardaum.ln.-um.ﬂuhmumydlumeoouemmmmhr o
Instance, shows the tite and ad text a3 on one fine. : ) : . S -
nmummmywmm'mmmm_mmwmM«mmmmwm'&'m
'5').Mdumnuyﬁmmn.m.mdw'smmmmmmmumwﬁunh

, lmmmmmmmmwmmmmmmmMshwm
-amm“mmmmmmmmmmdmmmnmmush
the titfe, 17 characters in each line of ad text, and 35 chamacters in tha display URL. : )
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) lwmmkwmwmmmwﬂ&&uamwdmummgmwvmhm
mmmmmmmmum.mmmmmmMmmmmmmu . .

w,mmmmmyummummmm Mhmmdamumummmm(m -
as.com.m.an,em.).ndoarun’eedhh&dememﬂx(masuwllorm}

Getting started : About AdWords : About image ads

Y s

All Google image ads can include two elements: your URL to fortify your branding, and a feedback link that
give_s 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
imake room for these elements while still maintaining the standard overall image sizes. We will not, however,

-+ resize your Image horizontally. Therefore, your image's proportions will appear slightly different from your
original file. Animated image ads will not be resized. v , ‘

ifyou'd liketnmaintainﬂmeoriginalproporﬁonsofyourimages.wemcommendmatydures(zemem(d

recreate them in the appropriate sizes) before you upload them. Yqur resized options are:

— -.Baﬂ.neﬂ 468)(49
.Leaderboard: 728x79
«Inline rectangle: 300x239

-Skyscraper: 120x578
-Wide Skyscrapef: 160x578

Yes. Currently, you may target your image ads to the following languages:

-Chinese (simplified)
«Danish
.Dutch
- English
-Finnish
. .French
.German
C. -Hungarian
- -ltalian
. Korean
. .Norweglan
. .Polish
+Porluguese .
-Russian
-Spanish
. -Swedish
- -Turkish

We fook forward to offering more language options in the future.

AdWords image ads are graphical ads which appear on select content sites in the Google Network.
Image ads combine two powerful approaches: graphics and proven AdWords targeting technology.
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Unlike traditional online graphical ads, image ads can be matched to a page's oontent 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 S :

apr/fadwands googhe.comsupportbinad xpyHolldamp=1 (13 of 116)8/2/2005 8:35:12 AM Googlo Relp Center

.- NeW prospects. -

The image ads feature is currently in beta release to all advertisers in multiple languages and nearly 200

See examples of image ads and placement options.

As with txt ads; each advarliser detennines the cost of thelr own image ad campaign. Your price depends on the keywords on which you chodse 8 -
-mwmw-mwwmmmm_mvmummwmmmmmwmm.
msamm.mmmmweomwmumuwammmm
* image ad bids generally are sighty higher han 080 for et ads, but prces forindiiual Keywards wl vary.
Hamed«haehmehfuﬂah‘lmummﬂqubdnmpmmmeﬁnm

Holbicourdipgea T o o o

Before you can create imagé 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(s), then click Edit Campalgn Setfings.
. -Make sure you've checked the box next to content network below the heading Where to show
myads. - ' .

There's no need to do this with site-targeted campaigns, which are automatically enabled to show ads on the
Google content network. . v

Once you've verified your settings, foliow the steps below to cregte image ads:

-Click the campaign that wiil contain your image ads.
. -Click the Ad Group that will contaln your image ads.

. -Click Create New Image Ad.

. -Browse for your image file.
<Name your image file.
-Enter your display and destination URLs.

. .Click Save New Image Ad. S S

-Repeat this process fo create additional image ads (maximum: 500).

Content: In general, you must use high-quality, family-safe images which are relevant o your advertised
concepts and products. For example, an Ad Group containing keywords like ‘roses,’ tulips,' and ‘camations’
would call for floral-refated images. We strongly recommend that you also include some descriptive text and
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- you'd fike to retain the original proportions of your image, you may adjust your image sizes before you

~ Image ads are graphics that yoﬁ Jploé& into your campaign. We recommend that you include text-asuch as -

a call to action to reinforce your ad's message.

Format: All images must be In a JPEG, .GIF, or .PNG format. Animated .gif images are accepted.

Animated ads in Flash format are currently being beta-tested by a small group of advertisers. Depending
on the test results, we may make Flash ads available 10 other advertisers in the future. v

Size: Choose from five standard ad sizes: Banner (468 x 60 pixals), Leaderboard (728 x 90), Inline. .

" Rediangie (300 x 250), Skyscraper (120 x 600), and Wide Skyscraper (160 x 600). You can find
examples of each size here. Please note that we may resize your image slightly to accommodate your
destination URL and the 'Ads by Google' feadback link, which can aiter the proportions of your image. if

upload them. Leam more. -

Please note, once ‘again, that your ads must use re!évant and family-safe images. For more details
~ about acceptable content, we invite you to read the Image Ads Editorial Guidelines. '

B L

mmmywummwmmwmmmemwnammﬂmm.wmmm
hpum‘mmmm-a&mwmm ] . :

a brief product description or a call to action—-within the Image to reinforce your ad's message. Animated

You .have‘ five size and placement options: Banner (468 x 60), Leaderboard (728 x 90), Inline Rectangle
(300 x 250), Skyscraper (120 x 600), and Wide Skyscraper (160x600). We may resize your images in some

' See examples of image ads and placement obﬁons.

'umww'kmmtltuwlmm'mummhbmmm‘mmmmM .
Mwmmmm(mmtnam*mmwhmnmmmmmmn-w
appaaron his orher sile) : . o ) i

lmambnuknmua'ﬁnasmasw@nnummmn«e«ummmmmm_mmw

You can find or craato graphi images i & varlely of ways. For example, you can:
.mmmmmmmawsmﬁmwmmmwmm ’
+Design images with an ontine image creation tool, many of which are free. '

.WWWNMWWWO!WM
.wmamm«mmw»mmmum
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msmmuumm.om.mm,m.aumm”mmwm.m'mmmum
mmmwummmmmwaamam : .

Hm,@hymemm.mmm;wRG&TMmbymmkMwmﬁwmﬁ
RGB davices is calied color matching. . . . . B i .

Mumbadmmwmmmmm“amm«mmm&dh
requirements and time invotved witti color maiching, Goagle AdWorts is curently uniable t0 accent any CMYK images for image ads.

" How did this heppen?

Mmma'mﬁdmw:ym'hm‘mmnawmmﬁmmmhmMm
mmwmmhmmwwmmunmummmwmmwm.

mmmdo1

YmemeWdﬁumM“mhﬁmbmiﬂmhmR@eﬂums_tmlyloadmwmnoam
'mmmmlmhu'mm Pbmandemhm%qumydsodadhledu;%mm

Your imags can be submited in one of five acceptabile sizes, which maich the five kmage ad shapes we offer

.. .468:(805&11«
- +728 x 90 Leaderboard ) . .
T +300 x 250 Infine : .
«120 x 600 Skyscraper
« 160 x 600 Wide Skyscraper. -

Mmmwmmmmmmwmmmmm You need to resize your image, or
m,amm.mmnmmmwmmwmm. )

Formore detalls, see the topic WA you resize my image2 o the topic How do { creato an intage of my owri?

Al images for Google image ads will be stored on our secure Servers.-

R R R

Getting started :

1y

24 SSRGS Y
Thmm:manmamdmmummmmmummmm

. . Your product's category. . )

.nmmﬁmww&umﬁmmmn@mnmmuuym
MWammmemkwmumuwmmmdm.mmm
uwmwmumcpcddmhmmmmnw msmmmmﬂhwma«m ) ‘

Mcdrbommbfumbmmﬂm;bhummmammw
»mmmmmammmumm :

Géwng started : Setting up my account

aemamuaise.mmmwwmmvmmaumémmwuauWﬁW '
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+ ko ifferant Ad Groups, each catering o a specific o, onoe you can answer these quastions:

1. I.Whadoemeﬁan(admmdo?DoywhawdmeWmW

2, ofk zmm;WM(mm)ummmmvmmmmm'MMmm '
3 1Wmmequ?mmdoywmpeoﬂebdn(ummmm)?
nvestment?

4. 4.Mmmmmﬂsw@dwu%bm7mwywmﬁduammmm

Mmmaumm&wmmm
nnning on Gaogle, we don't aftow advertisers or affllates

. Ads across multiple accounts for the same or similsr businesses.
« Adsmnuﬂueaewumtmmdbyheaneorsiﬂarmymds.

. Mmmuhummuhm'MDMWWMamwmmltHom.M'mnuywﬁn
mmmmwwwmmumw

) Only clent managers (such es third parties or search engine marketors) who use a My Cllent Gentar can have mwitiple AdWords accourits. AL
wmmpmwuwsuymwmummwmmawmmwmmw

) muuemwmmfummn.mmsmwﬁreomm Profsssionals. This progmm provides you with fres tools snd
training to heip you manage clents successhully. - : :

To provide the best possible experience for our users, and advertisers, Google does not permit multiple ads
from the same or affiliated company or person to appear on the same results page. We believe that pages
with multiple ads from the same company provide less relevant results and a lower quality experience for
our users. Over time, muitiple ads from the same source also reduce advertiser performance and lower their
retum on investment. B : - :

We do not typically permit advertisers to manage multiple accounts feétmiru the same business or -
keywords. When we find that an account is not in compliance with our double-serving-policy, we will
. prevent multiple ads from appearing on the same query. ,

" Are there exceptions to this policy?

To protect trust in Google, andbbrovideaqualityexpedenceforourusersaﬁd partners, the
‘double-serving poficy Is strictly. enforced. Exceptions are granted only in very limited cases.

Advertisers seeking an exception to Google's double-serving policy must contact AdWords Support. We
fake the following Into account when reviewing requests: I o '

o e ThedesﬁnaﬁonsiteforeadnadoﬂersdiﬁereMpmdudsorseMe&s(fmexample.alarge
manufacwrerwimtwopmduotsites.onesolelyforstereosandonesolelyforcomputets.boﬁlrunningon_
keyword ‘elecironics’). - - Sl ' IR T

. . Eachdestlna_tionsitehasadifferent-iayoutanddesign'.andeachURLanddomainis
different. . : ’ :

The following criteria are not considered for exceptions:
. Target Audience such as B2B, B2C, and gender. -
-Business Structure such as different divisions within same company.
-Accounts handled by various 3rd parties such as agencies and SEOs.

bitpe ndex pyMulldmpe] (16 of 1161812/2005 8:35:12. AM

: YoucancreateandawvateaGoogleAdWotdsacoountwlqustafgwmymps.
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-Step 1: Name your Ad Group.
This is the fitle you'll use to identify this ad in your account.

.Step 2: Target languages and countries.
Choose from many major languages and neary 200 countiies.
-Step 3: Create your ad and keywords, - -
Wirite your ad text, choose the keywords that will trigger your ad, and specify your maximum cost-per-

.Step 4: Specify your daily budget. , o
Your maximum daily budget helps determine your ad exposure (the number of times Google
shows your ad in a day). There is no minimum dally budget.

' -Step 5; Sign up. - ‘ T
This is the step that actually creates your Google AdWords account: You don't need to submit your
‘billing information at this point. All you need to do Is: -

o Provide us with your emall address.
oSelect a password. -

-Step 6: Activate yourads. .

Verify your email address, log in to your account, and submit your billing information. Your ads wﬂll l

begin running on Google immediately after you've entered your credit card information.

. Its easy to get started: visit the AdWords main page and click the button marked ‘Click to begin.

v

. Ywmkﬂnﬂl&swymmmwmmmemeﬁdmuﬂdemmhm

Google Network _ h ) - -
YwmmuwmmmmmYwaaswwymwmmaﬁnemmmmmmm
MﬁmmbmmMMMMMMme.mmwwmmm

Towmwmmﬂmmmwmumﬂwhmm

Target & Create Ad .
1. i.mmumm
2 2. Click Ctick 0 begin.

3. Select your language and location targeting oplions, and click Save & Continue. . - . o
. NatmEyuyadmdkeymmhmpmgmmhmvlwedbymkasMhmmmmwmmu
onmmm,anuummmmm'mummmummmwmmmmum, .

a 4. Entor an Ad Group name in the fist fisid (required). .
4. & Enteryour ad text In the Googla AdWords form o halet. -
s, ' B.MEnnnmimMMaqmm K
Select Keywords

7. Sefect keywords thel wilbest target you & 10 Google searchers.

mcmutmmﬂ'mmwmnmuumwmmmmmm.mm
mmmwmmwmmnwmmmmmmmum .
uvdmlsem’eos.MM‘WMIMManMhthpammmNa.
Muwwumm@mummuamdwmmmmm
mhmnmsm«mmmmmmwbmmw«mum-

8: Cick Save Kejuards, -

Choose Maximum Cost-Per-Click
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Ry

' 9.Clmsemhﬁuumymdmmmmwuaemhpqpagﬁt

§00ghe.com/suppontbinfindex. pylalldunpe (17 of H16}/2/2005 8:35:12 AM _ o
m:vwmmmmdmwmwmwmwmwwwm
: mm@qﬁmwmmmcmmemwmmmwmmmﬁsm, :

" m "

1. 1o.mummnmmmmwmm.
2 11. Click Save & Continue. ) R .
A 12. ImmﬂhbmmMMMammmﬁCMWM&ww

mmmmummwmsupwmumsawm
Choose Daily Budget

1. Ammmﬂd@yhdgdvﬂwﬂghﬁd&dhumwmmmmmﬂ&hﬂﬁmmﬁ .|:
mdhwmlmmmkemﬂm.mmimamthmwmhmmuy
budget. ' :

Note: This amount controls how often your ad appears on Gaogla; we wil spread the dakvery of your ad throughout the
mhmymwmwmmmmmwmmmm

v expasure.
1 14. Click Save & Cantinue.
2 16, Completa the registration form. . .
3 16. Ciick Create my Adords account : : o o

Verify Email Address.

17. Ymmmmmmwdekmawaﬂymmmud(mhﬁhuw‘mim
fog in to your aceount with the emall address and password you submitted on the registration form. ’

Activate Your Account

1 16.When youfistlog into your accourt, you will see  red méssage box at the hop of the page. Cick Billing Praferances.
2 19. Compiets the account setup process and click the Save and Activate. )
3 20. nmmbmywuaaauummmhwmmmmmmmmmm

aeﬁvﬂasyou.ncoow.Mma&b@mﬁumwmmmmmﬂwmwmhmm

Omeyou'wnityoubmhfmthxmsdsMﬂmmimmmmxwmmnmm;uwadsmmby
bmhbmmmmmmummmmmmnum«mm g

To get an immeodiats idea of how well 8 campaign Is doing, Check the cliciihvough rate (CTR). The higher the CTR, the batter the campaign is
mmmwmﬁmMmmmwmmmmmwmmmemu
mdmamw.wmmhmamummmmw-m.omo«mmmmu
Mwmmmbgﬂymwwmmn%mmmdnlmhm«whm'?

" for more iformakion on keywords. ’ ' . .

mewﬁmmM&bwmﬁmm.Mkmeasywayhse'optmelyvddlddu(ﬂ
mw)nwbwwnwmmwmmmwwrmﬂa : : .

I zn Al

Owswponstaﬂhdmysmdybhdpm’yurAMMMnmmﬂkmommmhwmwm' )
Quastions. Fael iree to search or browse the FAQ to find an immediate amswer to your question, ) - o
viamenup.Mmummmmmu..Ammmwm“mwwhm
message via emall. ) B

. BmMWudshaMm.mmﬁuMﬁdhmemmemeﬂmmm .
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Wmn:ﬁm)mmmhmmmmhmmmumhwu)mmmnymmwmm
: mbea&dedﬂain%pﬂunuamg«n«thb. oL .

Mmmdhmmﬁmmm%hmmmu )

One way to get an immediate idea of the effectiveness af your keyword-targeted campaigeis) s fo check
your dickthrough rate {CTR). A higher'cdlickthrough rate means your ad is attracting interest. Also, our -
system will help you monitor your results by automatically evaluating your " . :

Metpeadmorta gongle.com/swppertbin/ladex gy Mlibamupl (18 of HLOYR/Z0S 1:35:12 AM B ,
-keyword performance and letting you knowﬂ)eshtusofeadmfyourkeywords._lfyourOTRlsloworbelow
the minimum required, you'll know right away. Delivery of your ads may then be slowed so you don't

continue to quickly accrue impressions with few results (in trial keywords only).

T T T T Your AdWords BaulTR TREGeE 1 1 Gilque e gt mmwmm}'m“f’“""fgwm’” unt -mwmb‘or'-:ioghhmlnﬂﬁ 4
- account and look ai the top of the page, near the AdWards fogo. PR ) ) s

: Getting started : Jumpstart : Jumpstart 6vervleﬁ

ha s T

‘ msaﬂmmdmwhmemwmwwmm'mhm
wmmmwmwm._mywmmwmamlw B

'Wsphwymebbdveywammmmmu‘sdsomued'hﬁveywhnmmywmodlpwmm .

A aigie e hifvse

You are efigible for Jumpstat If you:

-Nanewao‘odeMW:ﬂs.
«Are targeting customers in English,
«Have a U.S. or U.K. biing address.

Sinca Jurvpetart s i in the beta phase, we arert abe i creatie Jumpstart campalgns for advertisers who dor't meet thess requirenénis. However, -
we: look forward 1o offering addifonal program oplions in the : S ) : B

ityoqdom'memnmmmniwmmmmwmmmu(i&mMmumdmgpmu
helg you start showing effective, targeted ads witin minutes. - : '

Far tmore information abiout signing up for Google AdWords, please visit our Getling staried FAQ,

'Wﬂmmwh@mmmm“dﬁdanﬁnm.mmw
Pleass note Mmmdammdﬂywmmmmumymmmmmwmmmﬂmm L

visit our AdWords FAQS.
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ol etiew o nov Jurosian Ganpakan it sévig age?.
Yam“mmmmwm.weimﬁfyyou \hmu.nmame, you can review your campaign, then do any of the following:

-Start serving ads knmediately.
« Make edits on your own.
-mmbmm

__. ____Getting started : Jumpstart : Signing up forJumpstart.—— - -

O s do il by

Not right now. Only keyword-targeted campaigns are avallable through Jumpstart at this time.

L

B e S

- _@Wmmmmmm_ﬁemmumwmdmmmm your-own, To get
st-u.mw.ﬁmwmpag..mwumwmmmmmmmmgmmum
’ adverlisers who don't already hiave AdWords accounts.) : , B .
Omemmmmm_m1mmm.mmmwummmmmmm
mmbmmmnghmmmmmmmum.mmmmmm. _

AR R BB R
There may be two reasons why you havents

. rsmb,mmmmmmmmmmmmmmmmiam

-YwmmmmmFWMmmmmugﬁwﬁummmmwm

mmmmnmmmﬁmﬂmmmwumﬂmﬁu@m@au

. mmmmq:pﬁcaﬁmmﬂ&mﬂmwmhmhamﬁfnm-ﬂwuymmmmc
wmdphmﬂﬁmmimhhndma&hmmmmmw.hmIfm'uwu-

wmmummmmmmwhummmm(muwmmm.mwuu)

Wi see your ads; users oufside this arsa will not. SR ' :

mm.wmammummathmmmmmwmaﬂnMG
mmmmmmmMmbmmmthmnn.mmnm
ummmmmnrmammmwmmmwm ) .

m“mhﬂm.ﬁiuﬁlj&ummh\uemémﬁammwmﬁyavmmmm“&dn ,
mmmmmmmmmmmmmmmmanmwnmu :
_ m.mmem;RYMamhmmﬁmm

Please contact us it
YmmmmldmwmﬁaﬁmbwnwmwmmmNMumbwmnmw

’ Mm@mmmmmmymwbmwmmmmum) . ‘
. - . vmmmmmmaamsumm.MMwmwmumm
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' campaignis ready.
Getting started : Jumpstart : My new Jumpstart campalgn

mmmmmemhmmm.

. wclmawwwmmuMMMWWm&ﬁmmmm”wm
lﬁmwmtmmdmvhenbmmmImmdummmummmmm
immediately. However, Umdmhm%hmmawﬁummdwmdsamw

- : o ACKH aﬂémmnaspossiﬂebbanhbmd
MWauYMeM&omumemeGmwbrmmdmhmmmmm

Ya.ﬁﬂd%hnﬂ@dmhmmmmmmm

mlmnmmomsutbymtmﬂrmm page, which gives you step-by-step instructions on common
auﬂvﬂessmasmmm mmwmmMnﬂM@o@Mmm&meMMa
mmpm.mmww you try this approach frst)

My ads are live—~now what? : My AdWords how-to guide My account settings

: W ) Wﬁ AWW T
mmumsommwmmmmwmmmmwmupim“unmw- '
. promolionsl code, here's how 1o redeem £
1. 1. HyouMMMnmmmmVoumdonbymhhmwhommmmmuh
z '2. Login fo vour sccou -
3 3, Ciick the My Account tab,
4, 4. mmmhmmmm
6. ahhmmdmmmmwubmmmm
6 saucmumumm
'ummmmmmwmmnwwmmummmmmmmmmm
Mbyhlmmm
L . YL
2 2. Click the My Account tab.
3 3. Click Bitting Preferences.’
4. :mmmﬂmnummmnmmdmm
S. Go. .
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ke browsals U3 ree

romuammeaw“m.mmmmamummmmmmmmm

lmmm'mmm,mmmmbowm.Imanmmﬂmm&o .
or higher. .

To-mmmmwmwm .

Log in to your AdWords account.

Click the My Account tab. i

. mﬂmmumnmmmmmmmm

. : :lmﬁwhmmmmmmmmumhmmmmmmmm
‘password in the appropriate Sields.

. = . - Click Save Changes.
mmumm-mmmmmuwﬂtmmmammmmprm
login information wil also update your AdSense login information. )

Vou can easly reactivato your acoocnt n Just 8 few sieps, and there ks na fes £ Feacivets your acoount.

: Heasemmmmmwkmdnaeﬁveadsmpms’edbyusmm.oﬁeywmdemudmmﬂ
’ mmymmmnmmmmmmmmmw,mmhmmmnwbimumu

Raactivate Your Account
To feactivate your accoint, follow these steps:

1mmmmummmmmmmmm
o H you caanot remember your password, cick the Forget your password? ink beneath the login button. Follow the
Instructions provided fo accoss your account viaaoneuse URL,. . .
2. - 2. A message box witl appear at the top of your- acoount, This message will explain your gccount's canceled status.
K% 3. Click Start reactivation process at the bottom of the message bax t continue.
:.o 4. any instructions relevant 1o your account payment method. (For examle, if you are a credit card customer, you wil
comact, .
6.

- Review
peompted to submit your bisling information.) Please be sure i0 vearify that all fiolds are

5. When you are finkshed with the pracess, submit the requested payment informalion € reactivate your account.

'hmummmmm.mdutéwummw:mmmmumm
‘mmmmnmmmwimwumnnMummmmmm
faster and easior access i your most esseniial advertising information.

Please note the following:
. Curently, yoi may only downlcad your bulksheet. You may not upioad your changés trough the account interfacs.
To modify your ads, please work with your Cllent Services Representative. You may also make your own edits through the

accountinterface o with one of our AQWords toois. _
- . Your bukshest wil display information for your active keywords and ad text. & wont contain statisiics or deleted kaywords.

. . lumﬂdmhmmmmmdmm}wmbw&ymrmmm'mybotuna_bql.-
. vis - MdﬂuesyouwmmhlmwaaﬂaunMm.vowmmiadswunotmmmum

) . mMmmmMnM'mmammm.mmm
“be modified or remaved st any time. . . . . .
 Wepe/iadworts grogle.conupportbinfiadex gy Tdidamp=l (21 of 16/42/2006 $35:12 AM
ummmmumhwmu@s«mm.

My ads are live—now what? : My AdWords how-to guids : My campalgns
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" Your keyword-tatgeted ads are eligible to appear on the Google Network of retated search and eontent sites
and products. Since showing your ads on the entire Google Network offers your campalgn the greatest level
of exposure and potential success, we recommend this option. However, the chonoe is entirely yours. -

Youoptinto(oroutof)ﬂmeGoogleNetwod(onmeeampalgnteve! Eadrkeymrd—targetedmmpaignyou
aeateemappearonsw:dzsitesorpmduds content sites or products, or both.

_ Tomewqtedityour distribution preferences, pleasefoﬂowmese aaps: »

' -.‘.Logmtd*ywr:aqocuntat hitpsi/iadwords goagle.com, - . :
+ Seléckthe by riéxt o the-keyword-targeted campaign you wish o edit: , '
. Glick Edit Campalgn Setﬂnns
Lﬁ&te Whiere'to:show my ads. Select search neMork, c‘ontent network, orboﬁ:
5tk sqvean changes, = -

3.

. _,‘_-_”.Awmmmmmmmﬁmwmﬁmdw'l‘yw'dhmmhm
only tring certaln hours, ywmpaselduhgmhousmmdomtwariihmwmiwhenmwantltonnaoah.

YwmmmdMumMYmeWﬂemmmMmmmmuﬂyoulesmolhem.

LR

mmmmummmmmmumusmmammmmmm :
serving occurs when there are dupficate instances 6f a keyword within youir account or the sama Ad Group. The standalone traffic esimator does not
mmmmmmmmmmbmwmummthmummmmuwh
MMWW&MMWMM&MWMmmmMM

R T
Topa.ﬁemiﬁw
. Loghbyu.l'm
. . . ummmmmmmbm
. . cichumdmhpowaCmpﬂgnSmmtyhhle

_'smummumudmmwm Mhmmmmwmmﬂnwmuw
.Smwo.ﬂtﬂsdeadmpdgudmﬂmddtm

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

. Login to your AdWords acoount.
. . CIickToolsontheCampaign Hanagementmb
a. Click Traffic Estimator,
1 A1.Enter your keywords: lnmeﬁeldpmvided erﬂeryourkeywordsso&ateaﬁwmdorphrase
appears onits ownline. - .

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. a.Choose your target language(s): Select which language(s) you'd llke to target.
- 4, 4.Choose your target countries: Select which oountries you'd Ilke to tame:.
-Click Contiue when you are ﬁnished
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