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Google Inc. AdWords Program Terms

These Google Inc. AdWords Program Terms ("Terms") are entered into by you and Google Inc.
("Google") regarding the Google AdWords Program ("Program”} as further described in the
Program'’s frequently asked questions at
htips://adwords.google.com/support/binfindex.py?fulldump=1 (the "FAQs") (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 that 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 google.com/select/quidelines.htmi), Google
Privacy Policy (www.google.com/privacy.html) and Trademark Guidelines
(www.google.com/permissions/trademarks.himi). 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 or 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 ali: (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 services 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 semove 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). Googie may cancel immediately any IO, 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 Agreement.

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 display your ads and Targets ("Use"); and
(2) such Use and websites linked 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 NONINFRINGEMENT,

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) conversions 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) NEITHER

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 resuiting from a condition beyond the
reasonable control of the party, including but not limited to acts of God, government, terrorism,
natural disaster, labor conditions and power failures.

5 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 currency 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
government charges, and (2) reasonable expenses and attorney 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 processors 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, such as
subpoenas, search warrants and court orders, or to establish or exercise its legal rights or defend
against legal claims. Google shall not be fiable for any use or disclosure of such information by
such third parties.

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

7 Miscellaneous. The Agreement must be construed as if both parties jointly wrote it, governed
by Califomnia law except for its conflicts of laws principles and adjudicated in Santa Clara County,
California. 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
maodifications by you to the Agreement must be made in a writing (not including emait) 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 to the email address specified in your account, or by posting a
message to your account interface, and is deemed received when sent (for emaif) or no more
than 15 days after having been posted (for messages in your AdWords interface). A waiver of any
defaultis not a waiver of any subsequent default. Unenforceable provisions will be modified to
reflect the parties' intention, and remaining 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 not legal partners or agents, but are independent contractors.

April 19, 2005
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Goopgle Help Ceater

AdWords Frequently Asked Questions

Getting started

Top 5 things ! need to know to gat started

- How much does AdWords cost?

~Where will my ads appear?

-Are there spending requirements, a minimum contract length, or other qualifying terms?
-What basic terminology should | know?

-When do my ads start running?

AdWords basics

-How are ads ranked?

- How is an AdWords account structured?
«What is Google AdWords?

«How much text can | have in my ads?

About image ads

- Will you resize my image?

- 1 i image ads to different lanquages?

-What are image ads?

~How much do image ads cost?

-How do | create an image ad?

-What are the format and editarial requirements for image ads?
[ ar?

o wil e ads a

~What do imaqge ads look like?

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

-Where can | find appropriate images? How do | create an image of my own?
+What's 2 CMYK color format?

hat's a CMYK color format?
-I'm recelving an ‘incomect image size’ message. What now?

. -Where are my images stored?
About Ad Automator Ads

-How does AdWords determine recommended CPCs for ad automalor ads?

Setting up my account

«Where do | even begin?

-Can | have muitiple AdWords accounts?

+What [s Google's double serving poficy?

«How do | create an AdWords account?

-What are ali the steps to creating anp AdWords account?

The first 24 hours

»How do | check that my account is unning and performing weli?
-How do | contact an AdWords representative?

-How da I edit or update my account?

-How do | know if my account is performing well?

-What is my AdWords account number?

Jumpstart overview

«What is Jumpstart?

-Am | eligible for Jumpstart?

«How is my daily budget calculated from the monthly budget amount | entered on my Jumpstart appticalion?
-Can | review y new Jumpstart campaign prier to serving ads?

Signing up for Jumpstart

-Can Jumpstart create a site-targeted ad for me?
+Can | cancel my Jumpstart request?
-How do I slan up for Jumpstart?
campaign. What's going on?

but ha

-} signed up for Jumpstan, ven't feceived my new paig q0ing ¢
~Why are you asking if my target audience [s limited to a spedific U.S. region?
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-Why do | need to confirm my emait address for Jumpstart? How do ! do this?

My new Jumpstart campaign

- Llike the results I'm seeing from my new campaign, Can | request another Jumpstart campaign?
+How can | enhance the performance of my Jumpstart campaign?
-1 signed up for Jumpstart. When will my ads start showing?

-How can | get involved with my Jumpstart campaign early on?

-Do | need to start serving ads withip a certain tmeframe after siqning up for AdWords through the Jumpstart program?
+Can | make changes to my Jumpstart campaign?

My ads are live—now what?

My account settings

- What's a promotional code, and how do | redeem one?
-Which web browsers do | need?
- How do | view or update my email address and password?

-How do | reactivate my account?

- What's the Download Bulksheet feature?

My campaigns

-How do | make my ads appear (or not appear) on Google Network sites?

-Can | have my ads run at parficular times of day?

Wiy do iraffic estimates for my Ad Group differ from those given by the standalone taol?
-How do | pause ap ad campalqn?

«Can 1 get keyword traffic estimates without careating or edifing an ad?

-How do | delete ar undelete an ad campalan?

-How do | resume a paused ad campaiqn?

-How do1 schedule an end date for my campaign?

-How do | change the name of my campalgn?
.Find and Edit Max CPCs

-Find and Edit Keywords
~How do | create a new keyword-targeted campaign?
-How do } restart a campaign which has ended?
«Find and Edit Ad Text

-What can | do with campaign management tools?

The Google Budget Optimizer(TM) Tool

-What's the Google Budget Optimizer(TM) tool?
- How will the Goonte Budget Optimizer(TM) tool affect my ad position?
-Can | view my Google Budget Qplimizef{(TM) CPCs?
«How will the Google Budget Optimizer(TM) toot affect my billing and costs?
-How does the Geogle Budget Optimizer(TM) toot calcudale traffic estimates?
. ing k rds in my Google Budget Optimizer{TM) campaign affect my dicks or s
-How does the le Budget i} ork?
et budget over 30 days?

- Wil the Google Budget Opfimizer(TM) too! aways spend my entire targ dget y.

-Can the Google Budget Optimizer(TM) tool manege my budget to get more impressions or conversions?
-How long does the Geogle Budget Optimizer(TM) tool run?

-Will my Google Budget Optimizer(TM) target budget replace my current daily budget and CPCs?
-Which of my campaigns are eligible for the Google Budget Optimizer(TM) tool?

My Ad Groups

- What information does the Traffic Estimator provide?
«How do | use the Keyword Traffic Estimator?
-How do | create a new Ad Group?
-How do | pause an Ad Group?
What are my options when | set iy max CPCs?

ding?

-What are my options wh e
«How do | resume a paused Ad Groy;

-How do | delete or undelete an Ad Group?
-How can | import keywords o the Traffic Estir_n;(or?

My ads & keywords

<Why can't{ see my ad?
-How do | edit my keywords or change my maximum CPC?
-How do ) edit my ad text?
. can ) make my ads ar above the search resufts?
Are keywords case-sensitive?
ative k: ds across my actou,

How do | apply neg: eywor: Y. nt?
Haw do | edit my Display URE and Destination URL?
?

* «How do | make my ad text bold
-Can | create multiple ads for a set of keywords?
-How do { build a more effective keyword fist?
«-How do | choose negative keywords?
-How do | create a new lext ad?
-Why does the name of a region appesar updemeath my ad?

-How do | resubmit an ad?
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-How do | defete an ad?
-The Find/Edit Ad Text tool found editarial violations in my ads. What can | do?
My image ads

-What is an expanded text ad?

«How should 1 name my image?

-Why isn't my image ad showing?

-What are the editorial quidelines for animated ads?

-What's the maximum number of image ads | can have in my account?
-WWhen can | expecl to see clicks on my knage ads?

-Can | create an Ad Group only containing jmage ads?

+Why is there alimit on the fite size of my image ad?

Improving my account’s performance

+What are the AdWords keyword evaluation changes?
- My keyword has a high CTR. Why was it disabled?

+What happens to keywords wilh no impressions after 80 days?

-How do | manage the number of kevwords in my account?

-How is the predicted CTR calculated?

-What do | do if my nonmal keywords experience a drop in CTR?

-When does a keyword enter on hold status?

-WWhen does a keyword enter normal status?

- How can § move keywords from on hold to in trial status?

-When does a keyword enter in trial status?

-1 need help improving my account performance. What can | do? ‘

Troubleshooting my

- What if my keywords are disabled?

«|s there a minimum required clickthrough rate?

~What happens if my daily budget is lower than what the AdWords system recommends?
»Why am | being charged for more than my daily budget on some days?

- What if my payment is declined?

-1 sometimes see eiror messages when ! try to edit my account Why?

-1 cant log in to my account What's wrong?

«| forgot my password. Now what?

~What # my AdWords account does not reflect my Iatest bank transfer?
-Why have | received a credit to my account?

-What if | am automatically logged out of my account?

+What if | don't see my conversion stafistics in my reports?

~How do | restore my campaign to full defivery?

~Why has my account been slowed? What do | need fo do?

-What if | don't see the conversion tracking text on my confirnation page?

. 08s j an when the Teaffic Estimator displays "<0.1'2
+Why was my credit card declined?
+L.can see my ad, but | can'{ see my site in the search resulls. Why?
-Why are my keyword traffic estimates low?

What does it mean when the Traffic Estimator displays a "' symbol?

. bej back to the login page.
-Why can't | sun or retrieve a re for sko oderat sk, of Sf rords?

Why can't | see more results in My Change History?
. System Maintenance

Frouhleshooting my ads

-How can | find out whether my ads are showing?
iew all of my disapproved ads?

-How can | make sure my ads appear on the Google Network?
-What shoutd I do if | follow the Ads Diagnostic Tool instructions and 1 stifl can't see my ad?

Whal information does the Ads Diagnostic tool teke into account?
-Why can't | see my regionally-tameted ad?

AdWords billing & payments

My billing address is In the European Union

- Does VAT apply to Gaogle AdWards?

-How do | provide Google lid
- How are AdWords advertisers affected by VAT?
-What if | have billing questions or concerns?
. -Who can | contact with VAT guestions?
AdWords account costs

-How do | control the cost of mry ads?

arease the daily budget for my ad campalqn?

-How do | get my ad in the to o)
-When do my ads start acauing costa?
-How do | chogse a daily budget for my cost-per-click campaign?

-How do | close my account?
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-Do | pay for every click on my ad?
-How does Google come up with a recommended daily budget?
-Does it cost extra to show my ads on afl of the Google Network sites?
-How does Google keep my campaign below my daily budqet?
~Will | need to set a different CPC for every keyword?

-How does Google process diredt debit paymenls?

-Will you still charge me for dlicks if my URL is inaccessible?
-Is image ads pricing different than text ads pricing?

-How often can ) change my daily budget?

-How do | set a monthly budger?

-Does smart pricing apply to image ads?

Payment options

-What are my payment options?
-How do | make a bank transfer payment?
-How do | make a payment?

~1s there a minimum prepayment amount?
«-Can { switch my curvency or payment options afler setting up my account?
-How do | choose the payment method that's right for me?
-What do | need o know about bank transfer?

«Does Google AdWords offer credit terms to_customers?

-If 1 have a Prepay account, can | request a refund?

.Is there a spending commitment or qualifying process?

+How can ! ensure that Google receives my bank trangfer payment?
~Can 1 use PayPal (im) to pay for my AdWords account?

+Can | get a refund for my prepaid AdWords funds?
-MMWM—WMMMM
-How do | change my credit card information?

»How long do refunds take?

.Can ! cancel a refund request once | make it?

Understanding AdWords billing

«When do you bill?

-What are the steps for setting my maximum CPC?

-How and when do | enter my biling information?

-Can | see what my competitors are bidding?

.Can ! get an invoice?

+If t pause or delete my campaign, whep do | get billed?

-How da | view my pending charges?

-Ive been notified that billing for my accaunt has been upgraded. What does this mean?

Reaching my audience

Reaching certain reglons and language speakers

-How can | target my ad campaign by language and location?
~How do | find my latitude and longitude coordinates?
-What are my options when 1 target my ads by location?
+Is regional or customized location targeting appropriate for me?
. can't] see my regionally-targeted ad? .
«How does AdWords know where to show my ads?
-1t choose regional or customized targeting, where wil my ads appear?
~Can | tailor my ads o serve different areas?
ional or customized targeting, what will my ads loolk like?

-if.! choose req| argeting, y
-Does regional targeting affect my cost-per-dlick {CPC) bidding amounts?
How does customized targeting work?

«How d
-What language. country, and segional options do 1 have when | target my ads?
-Can my campaign target regional areas (incdluding cities and states) in multiple countries?
-How does targeting by latitude and fongitude work?
«i1 choase regional or customized targeting, will my keyword traffic estimates be affected?
. 1€ choose customized targeting and my ads appear incorrectly, will | receive a credit?
Selecting the right keywords
- What are the steps to creating a keyword list? '
«Where can | find keyword ideas?
-Can | use a URL as a keyword? in
-1s the Keyword Too! guaranteed to produce great results? s
. -Why have my Keyword Tool results changed?
Keyword matching options

. are rd matching options?

-What is the expanded matching feature?

«How can | menitor the performance of my keywords?

-When do my ads show on variations of my broad- and phrase- matched keywords?
»How does expanded malching benefit me?

»How wikl | know what additional matches wili trigger my ads?

+Can 1 tell the system not to expand same or all of my keywords?

The Google Network

006



-What is the Googla Network?

-1 have a website—can | un AdWerds ads on my site?

-Can | choose the specific sites in the Google Network where my ads appear?
-How does participalion in the Google Network affect my account performance?

Showing my ads on search network

-What will my ads look fike on search resulis pages?
-Can | show my ads on search pages but not content pages?

Showing my ads on contant network

- What is contextual advertising?
-What is the site exdlusion feature?

« ¥ I'm opled intg the content network, how do | prevent my ads from appearing on specific websies?

»How do 1 format my list of excluded websites?
- What will contextual ads look like?

. ca iz ads 1o take advant of contextuat advertising?

»How are keyword-targeted ads ranked?

- Do you offer separale pricing for conlent clicks?

-How does contextual advertising work?

-Can | see which of my keywords generate the most content network ads?
-Coulda ji ough raf tent aff sition on search Y4
+How does Google target AdWords ads to content-based web pages?

-1 akready buy other types of online advertising. Why should I try this?
-Can | customize how Google contextual advertising works for my brand?
- Does contextual targeting affect the performance of ranking of my ads?
Which i | try b te: adve 74

- How do you show ads only when appropriate?

Site-targeted campaigns

- What is site targeting?

-How do | create a site-tareted campaign?

-How does CPM pricing work? Why s it being offered?

-How do site-targeted and keyword-targeted ads compete?

-How do | choose the siles where my ad will run?

-What do site-targeted ads look like?

-How do | create a list of efigible sites for a site-targeted campaign?

“ can site-targeted ads appear?

« How much do site-targeted ads cost?

-How do  know if a site is part of the Google content network?

-What is the minimum aliowable max CPM for site-tarqeted ads?
-Whatis 'maximum impressions per day'?

-How does site targeting affect my existing AdWords account?

-How do keyword-targeted and site-largeted campaigns differ? .
-Can | run site-targeted and keyword-tergeted campaigns at the same tme?
-How do | change the max CPM of my site-targeted ads?

«How do { use the site tool?

-Why is the site | wan! not avaliable? o

AdWords quality commitment

AdWords policies & security

What is Google's trademark policy?
Why do | need to accept the AdWords Terms and Conditions?

-What are the Editorial Guidelines?

. is Google's affiliate advertising policy?

-What is ‘unacceptable content'?

«Why is my ad disapproved? What should | do next?
-What do | have to do to advertise my online pharmacy or be an affiliate of cne?
-Why can't | use special punctuation / spelfings / capitals?
-How secure is my payment information?

- Are there guidelines for my ad content?

-What is Google's policy for online phannacy ads?

-What if my ads dont meet the guidelines?

- How does Google use cookies in conversion tracking?
«What can | do 1o heip maintain ad quality on Googie?

-1 conversion iracking secure?

- How does Google handle personal data?

-Will my personal information be shared?

-How secure is my information?

AdWords click quality

-How does Google deted! invalid clicks?

- Does high click volume mean that I'm getting invalid clicks?
«How do { report suspecled invalld clicks?

-What can ! do to help monitor or prevent invalid clicks on my ad?
-What does Google do when invalid clicks are detected?

-What kinds of clicks does Gooale considet invalid?
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- How will Google credit my account for invalid dlicks?
might my website logs show different dlick pattems than what le reports?

- Will my reporting be affected by invalid dicks?
AdWords ad relevancy

« What should I do if | can no longer see my ad for some broad malch variations of my keywords?
-What should | do if my advertising costs increase?
-What if my overall ad position is dropping?
. uld | do if my ovesall clicks decrease or ad rank dr
-What is ad relevance? How does it work?

Trackmg & interpreting my resuits

My reports

. e the ‘Search’ and 'Content’ totals in my account?

-How do | download a report for a specific campaign?

-What kind of reports wilt | get?

- In which formats can | download my reporis?

-Why do my contextual ad stals differ from my search slats?

-How do | create a custom report?

-Why are my reports showing lower conversion numbers than 1 think | should be secing?
- Where can | find detailed information on conversion data?

-How can | track search and content network clicks?

-How do | assess the performance of my contextual and search advertising?
-Why are my average positions reported as fractions {such as 1.5)?
-How do | download a report for my enfire AdWords account?

. d clicks and impressions fluctuate day to day?

-Can | download reports for my contextual advertising statistics?

- Why do the ads in my Ad Group have different ‘Served® percentages?

-Can ) generate reports across all My Client Center accounts?

-How do | start {or stop) having reports sent fo me via email?
- How cunvent are the statistics jn my AdWords account?

don't all my ke s appear in my latest report?
-How do | print my report graphs?
-Can } run a report that excludes paused or deleted ads?
- At what time do my daiflyweekly/monthly reports nun?
- How do | schedule a repon to run perodically?
-What are the [atest improvements to the Report Center?
-How do | delete a report?
-What's the difference between on-demand and scheduled reports?
-Why do my reports downjoad as Zip files?
<How do | sort by column while viewing a report in the Report Center?

Starting to track your conversions

«What are the prerequisites for conversion tracking?
-What tracking options do | have / should | use?
-Will | be able lo see conversion rates by Google Network site?
are t conversion rates and search conversion rates?

-Do | need lo use specific software or a_particular operating system?
About the AdWords conversion tracking feature

-What is conversion tracking?

-How are conversions determined?

-How can conversion tracking benefit me?

-Which conversians will be tracked by Google?

«How much does conversion tracking cost?

-If1 optin to the conversion tracking feature, what are my responsibiities?
~What will Google do with collected user feedback?

-How can 1 sel up conversion acking to_ send users to my own feedback form?
-How can | opt out of the Google Site Stats page feedback form?

«Why is Google collecting user feedbaci?

«What user information will Google collect via the feedback form?

P 9 fon tracking on your site

+How do | set up conversion tracking?

-What value(s) do | enter for the conversion options | sefected?
-Where do | put the tracking text block on my page?

-Why do | have to spedify the secyrity level of my website?

-What can I do lo verify that the conversion code is working?

Do I need different code to track different conversion statistic types?
-Why is your conversion tracking image now a text block?

-Why do | have to choose my site’s language to track conversions?

Advanced conversion tracking

. u ]

-Why use visible text for conversion tracking when everyone else uses an invisible image?
When will my users see the Google Site Stats text?
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-What does the conversion code do?
-Why is my conversion rale over 100%72

+Will users not referred by Google stiit see the Google Site Stats text?
~Can | track two kinds of conversions?

-Can | track conversions by ad text and keywords?
-How many conversion pages can | track?

+Can | isolate specific conversions?

-Can | stop conversion tracking?

~Why is the conversion tracking text visible?

-Will conversion tracking slow down my web pages?

Urchin and AdWords conversion tracking

-Whatis the relationship between Urchin web analytics and AdWords conversion racking?

-How will Urchin he!p me make AdWords more successful?

«I'm already using Geogle’s Conversion Tracking tooi. Should ) alse use Uschin On Demand?
Urchin website analytics

-How does Urchin On Demand work?
~How do | ge! stasted with Urchin on Demand?
-Can Urchin track my other {non-AdWords) online adverfising campaigns?
-What versions of Urchin are available, and what's the difference between them?
-WWho do } contact for support with my Urchin product?
-In what lanquages and countries is Urchin available?

Cross-channel tracking overview

-What is cross-channed tracking?

-How does cross-channe! tracking work?

-How do | set up arosschannet tracking?

~What are tracking campaigns, and will they aflect my cumrent AdWords campaigns?
«How much does cross-channel tracking cost?

-Why should | use cross-channe! racking?

-1 already use third party cross-channel tracking. How will this benefit me?

Setting up cross-channe! tracking

«Whete do ) put the cress-channe tracking text block on my page?

~Will 1 need to paste the JavaScript code into my webpage for each campaian that | set up?
-How many cross-channel campaigns should | sel up?

-What's the best way to rmanage a campaign with mutiple keywords?

-Can | alter Google’s tracking URLs?

Cross-channel concerns

«How do | set up tracking URLS for my Yahoo! Search Marketing account?

«How do § maintain accurate crass-channel conversion data?

-Will my Yahoo! Search Marketing ads be subject to review again if § add tracking URLs?
- Will my other channels panalize me for using Google tracking code in my ads?

~Will my non-AdWords ad campaigns stop unning after | insert the tracking URLs?

Analyzing results

o 1 s i 0ss-ch statistics’
«Whal infermation will | receive using mulliple Tracking URLs?

-What information wil | receive using one Tracking URL across.multiple keywords?
-Whers will | see my cross-channel statistics?

My Client Center

What is Client Center?

\Whatis a cllent manager account?

Who has access to AdWords and dlient manager account information?

Whet happens if | change my dient manager?

How do I manaqe other dient manager accounts?

-What happens to a client account history when linked to a client manager account?
-Why is my client's account net showing on the My Client Center view?

<Whatis a client manager?

Features and Functions

-How do 1 link or unlink an account?

~What types of reports can ! run through My Client Center?

-How do | link to other efient manager accounts?

-What can | / can't | do using My Client Center reports? :
-How do | run reports for ather My Client Center accounts linked to my master account?

-How do | run reports across muMiple client accounts?
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-How many reports can | save in the My Client Center Download Center?

Getting started : Top 5 things | need to know to get started

-py?fulldump=1 (8 of 116)8/72/2005 8:35:12 AM

In the Google AdWords program, the cost of your campalgns really depends on you — how much you are willing to pay and how well you know your
audience. it all buils down to knowing your own goais and letting us know whal they are.

Thera is a nominal, one-time activation fee for Google AdWords. After that, you pay only for clicks on your AdWords ads, and you can contro! that by
telling us how much you are willing to pay per dlick and per day.

For example, a new advertiser paying in USD can activate his/her AdWords account with just US$5.00, and can then choose a maximum cost-
pes-click (CPC) from US$0.05 - US$100. Daily budgets start as low as 5 cents up to whatever imit he or she is comfortable spending.

Piease click here for more information on selecting your CPC and daily budget. Or read how to controt your costs even more. For information about
the many countries and currencies that Google supports, please visit our form of payment finder.

Your keyword-targeted ads will appear along side or above the results on Google.com search results pages.

Additionatly, your ads could appear on the search and conlent sites and products in the Google
Network. The Google Network is the largest online advertising network available, reaching over 80% of
30-day US Intemet users. So you can be certain that your ads reach your target audience with Google
AdWords. )

On search sites in the Google Network, your ads could appear along side or above search results 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 following:

NE‘SC&pé-;Netc@nter_ _ @ EarthiLink’

a

Our extensive content network of high-quality consumer and industry-specific websites and products, such
as newsletters (U.S. only) and email programs, includes:
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Here are examples of what AdWords ads look like on Google’s content network. AdWords ads on the Miami
Herald and other sites are targeted to the actual content of the page that day. In the screenshot below, you
can see the ads are directly relevant to NBA playoffs artic}

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

We work with permission-based newsletter providers to place keyword-targeted AdWords ads targeted to

the subject matter of newsletters. The relevant ads shown below are at the end of an iVillage newsletter
about caring for the home.
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Google's own Gmail displays AdWords ads. Here you can see that the ads relate to the discussion in
the email.
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Ads for email are placed by Google computers using the same automated process used to place relevant
AdWords ads alongside web pages and newsletters. If our automatic filters detect that the topic of the emait
is sensitive, we don't show any ads. This addition to our content network currently applies only to English
language ads targeted to 'U.S.,' ‘Canada,’ or 'All Regions.'

Our technology ensures that your ads appear in the most relevant locations across the Web so
that your customers find you. For more information about advertising publishers within your
industry, please visit http:/mww.google.com/ads/metrics. himl.

There is never a mini spending i t when you sign up for AdWords. No mini requir or other lock-In' rules apply. You

have complete controi over how long you participate in AdWords, and you control the maximum you want to spend per day. This is the same no
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.

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

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

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

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

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

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

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

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

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

Once you've completed the account creation process, youll need to activate your account. The Google AdWords team will send you an email asking
you to click on a specific link to verify your email . After your ad has been verified, you can log in to your new account. You'll see a
message asking you to submit your biling information. Your ads will usually appear on

hitps google. uppostbin/index. py? (11 of 116)8/2/2005 8:35:12 AM
Google within a few minutes after we've received your payment, with timing depending on the pay thod you've ch {credit card, bank
transfer, etc.). You may nofice that your ads appear on Google hefore appearing on Google parter sites. This is because all ads appearing on our
partner sites must be reviewed for compliance with our Editorlal Guidetines before they can nm.

Getting started : About AdWords : AdWords basics

Keyword-targeted 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
rewards well-targeted, relevant ads, you can't be locked out of the top position as you would be in a ranking
system based solely on price.

Visit our Optimization Tips page to learn more about account optimization, including how to maximize
performance for your keyword-targeted ad and improve your ad's position without having to raise your
maximum CPC. You can also learn 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 position per keyword. This estimate is based on your maximum CPC and the average CTR
for each of the keywords you've chosen.

You may also be interested in site targeting, which allows you to select the individual sites where your ad
will be displayed. Site-targeted ads appear only on content sites in the Google Network, where they are
ranked with keyword-targeled ads. For more about how keyword-targeted and site-targeted ads compete,
please see this explanation.

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

- « Your account is associated with a unique email address, pa&cword and billing information.
- « At the campaign levet, you choose your daily budget, g g, syndication p 1ce, and end dates.

<At the Ad Group level, you create ads and choose keywords. Youmnalso select a maximum cost-per-click (GPC) for the Ad Group or
for individuat keywords.

Within each Ad Group, you create one or move ads and sefoct a set of keywords to trigger those ads. Each Ad Group runs on one set of keywords. If
you create multiple ads in an Ad Group, the ads will rotate avenly for thase keywords.

When you log in to your account, you can see your ads’ clickthrough rates (CTRs) listed below each of the ads. it a pasticular ad is not performing as
well as the others (if it has alow CTR), you can delete or refine it to improve the overall pesformance of your Ad Group.

Urique emal sddrass Paxsword 8ing inbamation

Dady buaget Daldy busget Goo-targating Goo-Larg End datos

One sotof kaywordsy One sel of keywords Ono set of keywords One sed of keywords One or mocs ads One of more ads One of mom ads One of more ads.

Google AdWords is a quick and simple way to purchase highly largeted cost-per-click (CPC) advertising. regardtess of your budget. AdWords ads
are displayed along with search results on Google, as well as on search and content sites in the growing Geogle Network, including AOL, EarthLink,
HowStuffWorks, & Blogger. With searches on Google and page views on the Google Network each day, your Google AdWords ads reach a vast
audience.

When you creale a Google AdWords ad, you choose keywords for which your ad wil appear and specify the maximum amount you're willing to pay for
each click. You only pay when someone dicks on your ad. To save you even more money, our AdWords Discounter automafically reduces the actual
CPC you pay to the lowest cost needed to maintain your ad's position on the results page.

There’s no minimum monthly charge — just a nominal activation fee. Your ads start running within minutes afler you submit your billing
information. You can easily keep track of your ad performance using the reports in your onfine account Control Center.

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

Ads wn contain 25 dnaraciers for the titte, 70 characters for the ad toxt, and 35 characters for a display URL (including spaces). On Google, this is
displayed on four lines: a #le, two lines of ad text, and a URL line. However, the format may differ on Google partner sites. America Online, for
instance, shows the titie and ad text all on one Iine.

i your ad text contains any wide characters (for example: caphal fetters, lower case ' and ‘'w, and certain punctuation marks such as ‘@", '& and
*%"), fewer characters may fit on the ine. Aiso, some of Google's syndication partriers may not display non-standard characters if you indude 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 ber of ch including 12d in
the title, 17 characters in each line of ad text, and 35 characters in the disptay URL. o
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I your Display URL is longer than 35 characters, you may consider using a shortened version of youw 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

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.com, .net, .org, etc.). t does not need to includs the prefix (such as hitp:/ or www).

Getting started : About AdWords : About image ads

All Google image ads can include two 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. Therefore, your image's proportions will appear slightly different from your B '
original file. Animated image ads will not be resized.

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
-Inline rectangle: 300x239
-Skyscraper: 120x578
-Wide Skyscraper: 160x578

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

-Chinese (simplified)
-Danish
.Dutch
-English
.Finnish
.French
-German
-Hungarian
.ltalian
-Japanese
-Korean
-Norwegian
.Polish
-Portuguese
-Russian
.Spanish
-Swedish
-Turkish

We look 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 content. This targeting makes
image ads more attractive and relevant to anyone browsing the site. Therefore, image ads offer you yet
another effeclive way to increase your business exposure and reach

hstps//ndy google.com/support/bi py™ p=1 (13 of £16)8/2/2005 &:35:12 AM Google Help Center
new prospects.
The image ads feature is currently in beta release to all advertisers in multiple languages and nearly 200
countries.

See examples of image ads and placement options.

As with text ads, each advertiser determines the cost of theis own image ad campaign. Your price depends on the keywords on which you choose to
advertise, how much you bid, and how successfully yous design your ads. You set your own daily budget, which will control your overall spending.
There is a nominal, one-time activation fee for Google Adwords, but there s never a minimum spending comminent.

Image ad bids generally are slightly higher than those for text ads, but prices for individual keywords will vary.

Please click here for more information on ad pricing and daily budget. O leam how to control your costs even more.

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(s), then click Edit Campaign Settings.

. -Make sure you've checked the box next to content network below the heading Where to show
my ads.

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.

.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.

-Repeat this process to create additional image ads {maximum: 500).

Content: In general, you must use high-quality, family-safe images which are relevant to your advertised
concepts and products. For example, an Ad Group containing keywords like "roses,’ "tulips,’ and 'carnations'
would call for floral-related images. We strongly recommend that you also include some descriptive text and
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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 to other advertisers in the future.

Size: Choose from five standard ad sizes: Banner (468 x 60 pixels), Leaderboard (728 x 90), inline
Rectangle (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® feedback link, which can after the proportions of your image. If
you'd like to retain the original proportions of your image, you may adjust your image sizes before you
upload them. Learn more.

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

S wA

Image ads ¢ y appear on sell d 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.

Image ads are graphics that you upload into your campaign. We recommend that you inciude text—such as
a brief product description or a call to action—within the image to reinforce your ad's message. Animated
image ads are allowed.

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

cases.

See examples of image ads and placement options.

The AdWords system will analyze a number of factors on a Google Network content site Page and determine whether your text ad or image ad is
more appropiiate.

¥ your image ad is more relevant, & will appear. If not, your text ad may appear in its place. This targeting model you're hing your C
prospects with the most effective ads. (Please note that a content site publishes must opt in to the image ads program before your image ads may
appear on his or her site.)

if you'd like to make sure ali of your ads are as compelling as possible, you can review our optimization tips, leam how to refine your daily budget
and keyword fists, and improve your overall adverfising presence.

You can find or create graphic images in a varfety of ways. For example, you can:

. -Re-use graphics from yowr other advertising Campaigns, as long as they fit the Google image ads size requirements and editorial
guidelines,

- Design images with an onling image creation tool, many of which are free.
+Design images with an image editing software appli of your choosing
«Partner with a graphic designer or other ive agency to build your images for you.
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CMYK is an acsonym for the basic colors, cyan, magenta, yellow, and black, that are used in four-color printing. Digital images, including the ones
you're attempting to upload for your Image ads, are occasionally composed of a mixture of CMYK.

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 deavices is calted color matching.

Color matching is a challenging process. Any images that arent properly converted appear as broken finks or error messages. Given all of the
requirements and time involved with color matching, Google AdWords is cumrently unable to accept any GMYK images for image ads.

How did this happen?

There may be a number of reasons why your images are cumently in a CMYK formal. However, the most common explanation is that many image
editing ically output images in CMYIC The application you used to scan or create your images likely falls into s 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 cumrent 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.

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 Infine
-120 x 600

« 160 x 600 Wide Skyscraper

An ‘incomrect image size’ message mesns that the image you've submitted does not match these dimensions. You'l 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 image? or the topic How do | create an image of my own?

Allimages for Google image ads will be stored on pur secure servers.

About Ad Automator Ad

a8 atomela ot

Getting started : About AdWords :

The AdWords system considers a variety of factors when it recommends productdevel CPCs to you. These factors include:

ducts within that

. Your product’s category.
Other advertisers' p gory.

-All relevant queries that have historically triggered ads for these products. The system then calculates the average CPC for all of these
queries over a specific time period. This average CPC is the amount we recommend to you. For recommended category-level CPCs, AdWords simply
takes the average recommended CPC of all products in the category. The product- and category-level CPCs we recommend will help your ads altain

mare compelitive positions for all relevant queries. Howevar, to increase your chances of achieving the highest
position, we recommend that you set your CPCs above the recommended amount.

Getting started : Setting up my account

Before anything eise, you'll want to blish your advertising goals. You'l probably find it easter to buitd your keyword fist and organize your keywords
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into different Ad Groups, each catering to a specific goal, once you can answer these questions:

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

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

3. 3. What are you trying to sell or promote? What do you want people to do (buy, visi, download, subsaribe)?

4. 4. What are you results would you like to see? What would you consider a good returmn on your investment?

Google maintains a high standard for our user experience and the quality of our advertising. In order to preserve the quality and diversity of ads
running on Google, we don't allow advertisers or affiiates to have any of the following:

- Ads across multiple accounts for the same or similar businesses.
. Ads across multiple accounts triggered by the same or similar keywords.

Individuals advertising for themseives or for their own businesses may only have a single AdWords account. However, your account may contain
multiple Ad Groups and ads triggered by the same or similar keywords.

Only cllent managers (such as third parties oF search engine marketers) who use 2 My Client Center can have multiple AdWords accounts. All
associated accounts must be finked to the manager’s My Client Center account. If you're interested in creating a My Client Center so you can manage
multiple AdWords accounts for other people, you can sign up for Google Advertising Professionals. This program provides you with free tools and
fraining to help you ge clients lly

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 resulls and a lower quality experience for
our users. Over lime, multiple ads from the same source also reduce advertiser performance and lower their
retum on investment.

We do not typically permit advertisers to manage multiple accounts featuring 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, and to provide a quality experience for our users and partners, the
doublte-serving policy 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
take the following into account when reviewing requests:

. . The destination site for each ad offers different products or services (for example, a large
manufacturer with two product sites, one solely for stereos and one solely for computers, both Tunning on
keyword ‘electronics’).

. . Each destination site has a different layout and design, and each URL and domain is
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.

You can create and activate a Google AdWords account with just a few easy steps.
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-Step 1: Name your Ad Group.
This is the title you'll use to identify this ad in your account.

-Step 2: Target languages and countries.
Choose from many major languages and nearly 200 countries.

.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-
click.

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

-Step 5: Sign up.
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:

»Provide us with your email address.
»Select a password.

.Step 6: Activate your ads.

Verify your email address, log in to your account, and submit your bilfing information. Your ads will
begin running on Google immediately after you've entered your credit card information.

It's easy to get started: visit the AdWords main page and click the button marked ‘Click to begin.’

You are just minutes away from running ads and reaching users on Google and our growing network of search and content sites and products in the
Google Network.

You can preview the ad creation process with no obligation. Your ads will only begin to run and acttue charges after you submit your bilfing
information. If you decide to enter your credit card information after completing the sign up pracess, your ads will appear on Google almost
immediately.

To create an AdWords account, and to price your keywords, please follow the steps below:

Target & Create Ad
1. 1. Piease visit the AdVWords homepage.
2. 2. Click Click to begin,
3. Select your language and location targeting options, and click Save & COntmue
Note: Every ad and keyword in our p is reviewed by an A falist to confim that MBymeetourgudehnes Pleasa click
on the AdWords Editorial Guidelines link before ueanng your ad and check to be sure that your ads and key y with our gui
3. 4. Enter an Ad Group name in the first field {required).
4. 5. Enter your ad text in the Google AdWords form to the left
5. 6. When you are finished, click Create ad and continue.
Select Keywords

7. Select keywords that will best target your ad to Google searchess.

Nofe: Itis 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 | were searching on Google for my
products/services, what search terms would 1 enter? Users are much more likely to type in 2 to 3 word combinations to find a
product of service.

Because our keyword default is ‘broad matching,’ your ad may appear for 2 number of keyword variations. Our System also aliows
you to designate keywords as exact or phrase matches, and to submit negative keywords to imit the display of your ad on
imelevant queries.

8. Click Save Keywords.

Choose Maximum Cost-Per-Click
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Note: Your CPC influences the position of your ad on our search resulls page. Our AdWords Di will ically monitor
your competition and reduce your actual CPG so that you do not pay more than necessary lo maintain your ad's pasition.
1. 10. Click Calculate Estimates to view your average CPC and cost estimates.
2. 11. Click Sava & Continue.
3. 12. If you would like to create another Ad Group with a different maximum CPC, click Create additional Ad Group with

Different Pricing button. If not, click Continue to Step 3 to continue the account set up process.

Choose Daily Budget

13. 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 keyword. However, you can increase of lower this amount by typing in your desired daily

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

1. 14. Click Save & Continue.

2. 15. Compiete the registration form.

3 16. Click Create my AdWords account

Verify Email Address

17. Youllreceive an email asking you to dlick on a link to verify your email address. Click on the link in the message and then
log in to your account with the emafl address and password you submitted on the registration form.

Activate Your Account

1. 18. When you first log in te your account. you will see a red message box at the top of the page. Click Bilfing Preferences.
2. 19. Complete the account setup process and dick the Save and Activate.

3. 20. If you op! to pay by credit card or debit card logging in to your AdWords accourt and submitting your billing information
activates your account. Then, your ads begin running on Googte and aceruing costs almost immediately. If you elect to prepay for your AdWords
account, your ads won't run untit you've submitted your payment inforrnation and we've received your first payment.

Getting started : The first 24 hours

Once you submit your blting information, your ads should start funning almosl immediately. You can check 1o see that your ads are running by
togging in to your AdWords account and viewing your account statistics on the Campaign Management tab.

To get an immediate idea of how well a campaign is doing, check the clickthrough rate {CTRY). The higher the CTR, the better the campaign is
probably doing. Also, our system will help you menitor your results by automatically evalualing your keyword performance and lefting you know the
status of each of your keywards. If your CTR is low or below the minimum required, you'll know straight away. Delivery of your ads may then be
slowed so you don't continue fo quickdy accrue impressions with few results. Please see How do | monitor the performance of my keywords?

for more information on keywords.

The very best way to back your results is to implement AdWords conversion tracking. This is an easy way to see precisely which clicks (and
which keywords) are leading to sales or to other desirable actions. Far details, please see our Conversion Tracking FAQ.

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

If !he FAQ doesn't help, please use the online contact form te reach us. A client service r p ive will p lly and promptly respond to your
message via email.

Because AdWords is a self-managed program, you can adjust almost af of the seftings within your own account. You can edit your bilkng preferences
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{pay info jor) and user p es (including fogin information and emait preferences) friom within the My Account tab. Most other settings
can be adjusted viathe C ign M tab.

Here are some of the most common adjustments you're likely to make when starting out:

«Editing keywords
-Editing ads
»Editing bilfing infonmation

One way to get an immediate idea of the effectiveness of your keyword-targeted campaign(s) is to check
your clickthrough rate (CTR). A higher clickthrough rate means your ad is attracling interest. Also, our
system will help you monitor your results by automatically evaluating your
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keyword performance and letting you know the status of each of your keywords. If your CTR is low or below
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).

Your AdWords account number is the unique ten-digit number associated with your account. To find your account number, log in to your AdWords
account and look at the top of the page, near the AdWords logo.

Getting started : Jumpstart : Jumpstart overview

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

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

You are efigible for Jumpstart if you:

-Are new to Google AdWords.
- Are targeting custemers in English.
+Have aU.S. or U.K_ bilkng address.

Since Jumpstart Is still in the beta phase, we aren't able to create J 1 campaigns for adverti who don't meet these requirements. However,
we ook forward to offering additional program options in the future.

if you don't meet the ariteria above, you might consider signing up for AdWords here. Simply dlick Click to Begin, and our easy sign up process will
help you start showing effective, targeted ads within minutes.

For more information about signing up for Google AdWords, please visit our Getting started FAQ.

Welll take the monthly budget amount from your application and divide it by 30 to determine your daily budget.
Plaase note that you can change your daily budget amount on your own at any time. For more information about AdWords budgets and billing, please

visit our AdWords FAQs.
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Yes. After we lete your new paign, we'll notify you via email. At that time, you can review your campaign, then do any of the following:

- Start serving ads immediately.
-Make edits on your own.
»Request edits to your campaign.

Getting started : Jumpstart : Signing up for Jumpstart

Yes. if you'd fike to cancel yous J paign, please us and provide delails. If appropriate, we'll cancel your request.

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

Once we ive your Jumpstart ion, we'll review your website, choose highly relevant keywords to trigger your ads, and then write compelling
ads deslgned 1o achieve your specific goals. When we notify you that your campaign is ready, you can start advertising immediately.

£ 7 T Wi

u haven't received a nofification from us that your Jumpstart campaign is ready:

There may be two reasons why yol

+ it's too soon: Jumpstart spacialists typically create new campaigns within 2-5 business days after receiving your emal confirmation.

« You haven't confirmed your email yet: For security reasons. Jumpstart specialists won't begin working on your new campaign until you

confinm your email If you've already confi your email address, and you've waited for over 5 business days, please contact us.

During the Jump lication p , we'll ask you if your target audience is limited to a specific region. If you say yes, we may create a

gi y-targeted paigl ioryou.Thismeanswe11nanowlhefocuso(youradstoindividualreglonsandduasonly.Forexample.ifweselyour
regional targeting preferences lo the San Francisco-Bay Asea, users based in the cities in this region (such as San Francisco, Palo Alto, and Oakland)
will see your ads; users outside this area will not.

G king, regl targeting Is best suited for anyone who only wants to market to prospects in a very specific geographic region. Of

course, we'll consider your specific business situation to determine whether regional targeting is appropriate. If it is, we'l select the most
relevant targeting optiosts and regions for you. (Leamn more about targeting your ads by location.)

Because we want lo protect the ity of all advertisers, we've impl ted a p where we verify all advertser emall accounts before we begin
rking on their J paigns. After you submit your Jump application, you't ive an email containing a lnk you click to confirm this
information. Once we ive your confirmation, we'll create a campaign for you within 2-5 business days.

Please contact us if:

. . You've already submitted your Jumpstart application, but haven't received an email from us asking you to confirm your email
address. (Please note that the system may take up to an hour to send this email fo you.)
. . You've corfirmed your email add waited at least § business days, but haven't received notification that your new <.
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campaign is ready.

Getting started : Jumpstart : My new Jumpstart campaign

I you'd like to improve your paign’s Ice, visit our optimization tips page.

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

it's a good idea to review the FAQ page, account tasks, and the Managing your AdWords Accoust guide as soon as possible to leam the basics of
AdWords. Youll eventually also want lo leam how to buid Ad Groups for other areas of your business and optimize your account.

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

. . Make them on your own. Start by reviewing our account tasks page. which gives you step-by-step instructions on common
activities such as changing keywords, editing your ad text, and crealing new Ad Groups. (Because pur goal is to help you become self-sufficient as
soon as possible, we recommend you bry this approach first.

. . Contact us. -

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

From time to §me, Google offers promotional discounts to new AdWords clients via mailings or handouts at pubfic events. If you've received a
promwotional code, here’s how to redeem it.
1. W you haven't already done so, create an AdWords account. You can do so by going to the AdWords home page and clicking Click to

2. Log in to your account

3. Click the My Account tab.

4. Click Billing Preferences to initiate the account setup process.

5. In the first step of the account setup, you'll be able to enter your promotional code.
6. Click Continue to complete the setup process.

PPPPNEH
s

If you already have an AdWords account and have activated it by submitting your billing inf tion, you can red your AdWords promotional
credit by following these steps:

1. 1. Log in to your account

2 2. Click the My Account tab.

3. 3. Chck Billing Preferences.

4. 4. Type your promotional code in the Redeem code box at the bottom of the page.

5. 5. Click Go.

in either case, to confirm that your p ional credit has been applied, select the Billing Summary §nk.
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To take fuil advantage of AdWords featwes, we recommend installing a newer browser with JavaScript functionality. Please chack yowr browser
information to determine which version you are using.

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

To view andfor update your emait address and password:

Log in to your AdWords account.

. Click the My Account tab.

. Click User Preferences to view the email add ity ¥ with your AdWords account.
R . I you wish to update your login information, click edit next to Login Information and enter your new email address and/or
password in the appropriate fields.
. . Click Save Changes.

Please note, if you have a Google AdSense account that shares the current togin ematll address of your AdWords account, changing your AdWords
login information will also update your AdSense login information.

You can easily reactivate your account in just a few steps, and there is no fee lo reactivate your account.

Pleasenotamatuhenyoucanceledyouraccount,alacﬁveadswerepatsedbyour ystem. Once you i your account, all of these ads will
immediately begin running again. if you do not want your ads to begin running- immediately, you'll need to edit your campaign seltings as soon as
you've completed the reactivation process.

Reactivate Your Account

To reactivate your account, follow these steps:

1. Log into AdWords with the emai! address and password previously associated with your account.

° 1f you cannot remember your password, click the Forgot your password? link bensath the login button. Follow the
instructions provided to access your account via a one-use URL.
2. 2. A message box will appear at the top of your This ge will explain your account's canceled status.
3. 3. Click Start reactivation process at the bottorn of the message box to continue.
4 4. Review any instruction’s relevant te your account payment method. (For example, if you are a credit card customer, you will

b.e prompted to submit your biling informafion. ) Please be sure to verify that al fields are correct.
5. 5. When you are finished with the process, submit the requested payment information to reactivate your account.

In response to your curent AdWords activity, your Client Senvices Represeniative has enabled a new account management feature for you. By
clicking the Download Bulksheet link, you can now download a curent bulksheet at either the account or campaign level. This feature ofiers you
faster and easler access to your most essential advertising information.

Please note the following:

. Currently, you may only download your bulksheet. You may not upload your changes through the account intesface.
. . To modify your ads, please work with your Client Senices Representative. You may also make your own edits through the
account interface or with one of our AdWords tools.
. - Your bulksheet wilt display inf ion for your active keywords and ad text. It won't contain statistics or deleted keywords.

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

T /e -

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

My ads are live~-now what? : My AdWords how-to guide : My campaigns
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Your keyword-targeted ads are eligible to appear on the Google Network of related search and content sites
and products. Since showing your ads on the entire Google Network offers your campaign the greatest level
of exposure and potential success, we recommend this option. However, the choice is entirely yours.

You opt in to (or out of) the Google Network on the campaign level. Each keyword-targeted campaign you
create can appear on search sites or products, content sites or products, or both.

At this time, it isn't possible to specify particular hours or days of the week for your Google AdWords ad to show. If you'd like your campaign 1o run
only during certain hours, you can pause it during the hours that you do not want it to show and resume it when you want it to run again.

You can pause your ad campaign at any time. You won't accrue charges while your ads are paused, and they'll in p d until you them.

When you submit keywords for traffic esimates via your Ad Group, our system takes double sending among your keywords into account. Double
serving occurs when there are duplicate instances of a keyword within your account or the same Ad Group. The standalone traffic estimator does not
exclude these duplicate instances, but instead presents traffic estimates based on alt potential traffic. This is because the Ad Group traffic estimator is
already associated with specific Ad Group performance details that are not indluded when you use the standalone tool.

To pause an ad campaign:

Log in to your AdWords accourt.
Select the checkbox next to the campaign you want to pause.
Click Pausa at the top of the Campaign Summary table.

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

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

Login to your AdWords account.
. - Click Tools on the Campaign Management tab.
a. Click Traffic Estimator.

1. 1. Enter your keywords: In the field provided, enter your keywords so that each word or phrase
appears on its own line.
2. 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 3.Choose your target language(s): Select which language(s) you'd like to target.
4. 4.Choose your target countries: Select which countries you'd like to target.
.Click Continue when you are finished.
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Here's how lo defete an ad campaign:

- -Log in to your AdWords account.
- « Click the check next to the ign you want to delete.
-Click Defeta at the top of the Campaign Summary table.

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

To undelete a2 campaign:

-L.0g in to your AdWords accotnt.
- Click the name of the campaign you want to undelete. This will load the campaign details page.

-~ Click
Undelete next to the
campalgn name and
status. Your
campaign will be
restored lo active

status immediately.

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

. -Log in to your AdWords account.
- +Click the checkbox next to the ign you want to resume.

~Click Resume at the top of the Camp;lgn 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 B
the Campaign Summary table. This wi select all campaigns at once. Then, click Resume. .

After setting up your campaign, you can change its end date at any time (your campalgn will start at 12:00 AM Pacific Standard Time on your start
date and will end st 11:59 PM Pacific Standard Time on your chosen end dale),

To schedule your campalgn’s end date:

. «Log in to youwr AdWords account.
. - Sefect the checkbox(es) next to the campalgry(s) you wish to edit.
. «Click Edit Settings at the top of the table.
. - Use the.drop-down boxes on the Edit Campalgn Settings page to select your end date.
. «Click Save AH Changes.
-Repeat this process for any additional campaigns.
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To change the name of your campaign:

. -Log in to your AdWords account.
R «In the Campaign Summary table, click the ad campaign you want to rename.
. -Click Edit Campaign Settings above the table.

. -Enter the new name in the Campaign Name field.
R -Click Save All Changes at the 10p or bottom of the table.

Use this tool to easlly locate keywords and edit Max CPCs throughout your entire account. Search for all keywords meeting specific criteria,
and, if you'd kke, change all of the CPCs with just a few clicks. With the Find and Edit Max CPCs too!, you can increase or decrease CPCs by
percentage or value, o you can remove keyword-levet CPCs altogether.

Suggested uses:

-Edit CPCs
Youwr campaigns are performing wel, but you aren't reaching yeur daily budget because your ads always appear in the lower positions. Use
the Find and Edit Max CPCs tool to search for ads by average 'tiunandincteaigyouCPCs.

T

- Search for keywords
Take advantage of the powerful functionafity this tool offers, and search across campaigns to find the keywords you're looking for.

Use this tool to easily locate and edit keywords throughout your entire account. Search for all keywords meeting specific criteria, and,

if you'd like, edit them all at once. Suggested uses:

o Delote keywords
Some of your keywords aren't performing well, so you'd like o delete them. Use the Find and Edt Keywords lool to quickly remove
unsuccessful keywords, and increase your campaign performance.
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o Change tha matching options for multiple keywords
You nolice that the broad-matched keywords in your ‘Birthday Flower Arrangements’ campaign are receiving a lot of impressions because they
contain popular words like "lower,” "fose,’ and ‘gift,’ but your ads aren't receiving lots of clicks. Use the Change Keyword Malching Options tool to
edit the match type, and start reaching a more targeted audience.

R key d-level destination URLs
A number of your keywords lead users to a specific section of your website that is about to be ‘under canstruction.’ Use the Find and Edit Keywords
tool to quickly remave keyword-evel destination URLS, and direct your customers to a different page.

Take advantage of the powerful functi this toal offers, and search across campaigns to find the keywords you're looking for.
seUeRon e G

You can create a new keyword-targeted campaign at any time. To do so, please foliow the steps below:

. Log into your AdWords account.
- Click on Create New Campaign above the Campaign Summary table.
. - if you have enabled site targeting, you will first be asked to choose either a keyword-targeted or site-targeted campaign.
Select keywo ] and dlick Continue. if you have not enabled site targeting, you'll be taken directly to the next screen.
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(s). (These are the languages your customers spegk.)
Select the geographic areas where yourd like to advertise.
Click Continue.

«On the next page, follow the Instructions to select the specific areas where your ad wilt
appear, then dick Continue. Create Your Ad

To create an image ad:

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

. - Name the image.

R - 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.

xo~——en
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Click Create Text Ad at the top of the page.

Enter a headline.

Enter the two lines of descripfive text for your ad.

Enter the URL to be displayed with your ad.

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

Click Continue. If you'd Eke to build additional text or image ads immediately, select Create new lmage 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: Every ad and keyword in our program is reviewed by an AdWords Specialist to confim 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
Create ad and continue button. Select
Keywords
- Select keywords that will best target your ad to Google searchers and enter your keywords in the field provided.

Note: Itis important that you submit keywords that are relevant to the producls and services you offer on your site, and that you avoid
general keywords. When g your keyword list, ask y f:°if | were hing on Google for my products/services, what search
terms would | enter? Users are much more likely to type in 2 to 3 word combinations to find a product or service.

Because our keyword defaul is broad matching, your ad may appear for a number of keywoard variations. Our system also allows you fo
designate keywords as exact or phrase matches, and to submit negative keywords to imit the display of your ad on imelevant queries.
« Click Save
Keywords 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 pasition of your ad on our search results page. Our AdWords Discounter will automatically monitor your
eompehuon and reduce your actual CPC so that you do not pay more than necessary to maintain your ad's position.
- Click the Recalculate Estimates button after entering a new amount to view your adjusted average CPC and cost estimates.
. Ciick the Save & Continue button when you are finished.
If you would like to create another Ad Group with a different maximum CPC, click the Create additional Ad Group with
Dlﬁererl Pricmg button. If not, click the

Continue to Step 3 button lo
confinue the set up p
Choose Daily Budget
« Arecommended daily budget will appear highlighted in the daiy budget box on the next page. This is the amount necessary for your ad to
appear every lime on your keyword. However, you can increase or lower this amount by typing in your desired daily budget.

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

» Click the Save & Continue button.
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Once 3 « ign reaches its scheduled end date, it will be marked 'ended" in your C: ign St y page. H , YOU can

atways restart the same campaign with a new end date. Here’s how:

- Sign in to your AdWords account.
. Select the checkbox next to your ended campaign.
. Click Edit Settings.

«Find When to show my ads and use the pul-down menu to set a new end date.

hups:ifadwords_google /s foin/ind: ?uldump=1 (25 of 116)8/2/2005 8:35:12 AM

~Click Save All Changes. You should now see that the campaign has retumed to Adtive status.

Use this tool to easily locate and edit ads across your entire account. Search for all ads meeting specific critetia, and, if you'd like, edit them all at
once. Or, use this tool to edit the destination URLS for your ads.

Suggested uses:

-Edit ad text
You nn an ontine flower shop, and have just sold out of Idies. Many of your campaigns specifically advertise filies, so you need to replace
‘lias’ with "lowers.” Use the Find and Edit Ad Text tool to quicidy remove the word 'lifies’ from all of your ads at once.

= Edit destination URLs
You've just started setling roses, and you want your AdWoards ads to take customers directly to the page where roses can be purchased. Use the
Find and Edit Ad Text tool to updale the destination URLs for your ads so customers can find exactly what your ads offer.

-Search for ad text
Take advantage of the powerful functionality this too! offers, and search across campaigns to find the ads you're looking for.

paigns. Use our paign manag toals to
hanges across your entire account. Or, simply take advantage of the search capabilities each tool offers to pinpoint specific ads

AdWords offers a variety of tools to help you quickly and effectively manage and modify your

and keywords.

Click the finks below to leam more about the benefits and best uses of campalgn management tools.
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«Find and Edit Max CPCs
«Find and Edit Ad Text

«Find and Edit Keywords

My ads are live—now what? : My AdWords how-to guide : My campaigns : The Google Budget
Optimizer{TM) Tool

What's e Gaogle Butge Cptinzes(TW):

The Google Budget Optimizer™ paign manag tool i dj your keyword i cost-
per-dlick (CPC) amounts on your behalf. All you need to do is set a tavget budget. and the Budget Optimizer will
actively seek out the most clicks possible within that budget.

The Budget Optimizer helps you reach your target spend every month without requiring a lot of work on
your part. You can save time, efminate the guesswork related to setting your CPCs, and enhance your
retum on investment.

Please note that the goal of the Budget Optimizer is simply o help you receive the hvghes! number of
clicks possible within your budget. The Budget
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Ophmnzer will not help you achieve aspeclﬁr, ad position. Also, the Budget Optimizer is only available for campaigns with fewer than 10,000 keywords.

The Budget Optimizer is ideal for advertisers who:

- Consider CPC and/or traffic critical mebics.
- Have set monthly budgets.
- Want to autornate their CPC adjustment process. Please note that we don't d the Budget Optimizer for adverti fi don

measwring conversions or values of ad clicks.

To enable the Budget Optimizer for your paign(s):

Log in to your AdWords account.

Select the appropriate campalgn(s).

Click Edit Settings.

Under step 2 (How much 1 want to pay), dick Enable the Budget Optimizer.
Click Save all Changes.

. A confirnation page will appear, notifying you that the A ds 5y needs to p your keywords. When your
keywords are processed, click Continue.
. Select your target budget.
«Click Save and Activate. To disable the Budget Optimizes for your campalgn(s):
. Log in to your AdWords account.
Selact the appropriate campaign(s).
Click Edit Settings.

Under step 2 (How much 1 want to pay), click Disable the Budget Optimizer.
Click Save all Changes.

On the confirmation page that appears, select your new budget and CPC values.
Click Save Changes.

Please note that the goal of the Budget Optimizer tool is simply to help you receive the highest number of cficks possible within your budget. it won't
help you achieve a specific ad position.

Yes. You can view your Googie Budget Optimizer CPCs on your campaign summary page and individuat Ad Group pages.

The campaign summary page wil display the max CPC you selected when you first enabled the Budget Optimizer tool. The Ad Group page will
display the adjusted CPCs for individuat keywords. Please note that the CPCs on this page may not be the most recent values used by the Budget
Optimizer. However, the values you see should give you a general idea of how the tool is managing your CPCs over ime.
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The Google Budget Optimizer™ tool wor't change your curent billing processes in any way. However, you may notice a change in yous ad costs.

With traditional CPC adjustments. you might not have consistently reached your target monthly spend in the pasL But with the Budgst Optimizer,
which automatically applies your budget toward your highest-performing keywords, you're more likely to reach your target spend on a regular basis.
This can affect yowr tota! ad costs.

The Google Budget Optimizer ™ toot analyzes a rusnber of factors to select ideal max CPC values for your keywords. It then enters these values into
the AdWords Traffic Estimator to generate traffic estimates oves the course of your 30-day cycle.

Because you've enabled the Google Budget Optimizer™ tool for this campaign, you won't be able to access the keyword Traffic Estimator.

Yor, the Optimizer contnuafly calculates the time and budgel remaining in your 30-day cycle while it adjusts your CPCs for you.
Because the Traffic Estimator you normally see doesn't account for these additional vasiables, we've removed it from this page. (Please note that you
can stil access the Traffic Estimator from any campaign that doesn't have the Budget Oplimizer enabled.)

The Google Budget Optimizer™ tool will ine the highest-performing keywords in your campaign and invest in those keywonds. Please
review the following potential effects of changing your keywords:

Adding relevant keywords to your Budget Opfimizer paign may result in more clicks and help you reach your target
spend mmver please note that there’s no way to predict specific results.}
. Adding irrelevant keywords shouldn't reduce the number of clicks you receive, b the Budget Optimizer won't invest in

them.

R - Deleting keywords (especially high-performing keywords) may affect the Budget Optimizer’s ability to reach your target
budget.

The"Google Budgél Optimizer™ too! first :, your target budget and projected keyword traffic (based on mfonnahon from the AdWords Traffic

Esti )- It then continually adj and readjusts, based on the time and budget remaining in your 30-day cycle-your keyword max CPCs to invest
in your highest-performing keywords and bring you the highest possible number of dlicks.

Given the dynamic nature of search-based advertising, it's difficult to guarantee specific results. However, we're confident that the Google Budget
Optimizes™ tool offers a more efficient, effective way of systematically managing your campaign budget. The Budget Optimizer Is automated and
focused solely on managing your campaign to yield the highest number of clicks. It can react more quickly to traffic pattems and invest immediately in
your higher-performing keywords. And it saves you considerable time and effort overall.

# you'd ike 10 ensure that the Budget Optimizer is as successful as possible, simply select one of the target budgets we offer when you first enable
the tool. Although you can set any target budget you like, the budgets we generate are designed to offer the best balance of performance and
affordability for your situation.

Currently, the Google Budget Optimizer™ tool f only on ing your ign's keyword CPCs to yield the highest possible number of
clicks within your budget. It won't manage your campaign to increase ad impressions or

Once you enable the Google Budget Optimizer™ tool, it will biing you the most clicks possible within your target budget over a 30-day cycle. After

30 days, the Budget Optimizer will automatically refresh with the same target budget and start the process over. if you change your target budget at
any time, the Budget Optimizer will end its cycle and start another one. Here’s an examiple:
Cyde 1:

. Day 1: You enable the Budget Optimizer with a $100 target budget.

Days 1-30: The Budget Optimizer manages your campaign for you. striving to bring you the highest number of clicks possible
wulhm 30 days and your $100 budget.
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-Day 30: You've received the maximum number of clicks possible, and your target budget is depleted. Cycle 2:
- Day 1: The Budget Optimizes renews automatically, striving to reach the highest number of clicks possible within another 30
days and $100 budget.
. «Day 10: You change your target budget to $150. The Budget Optimizer ends cyde 2 immediately and begins another cycle (below).
Cyde 3:

«Day 1-30: The Budget Optimizer strives to reach the most amount of clicks possible within 30 days and your new $150 target budget.
Please note that you may disable the Budget Optimizer at any tima.

The target budget you set when you enable the Goagle Budget OpSmizer™ toot will replace your campaign's previous keyword CPCs and daily
budget. However, the AdWords system will store your keyword CPCs and daily budget in case you'd like to restore these values after yous disable the
Budget Optimizer.

Alhough any campaign containing fewer than 10,000 keywords is eligible for the Google Budget Optimizer™ lool, some campaigns afe better suited
than others. Pleasa review the following guidefines to determine which of your campaigns would benefit the most from the Budget Optimizer:

- Your campaign should have a budget you'd fike to reach consistently.
. - You must be willing to let the Budget Optimizer monitor your campaign and adjust your keyword CPCs on your behalf.
(Remember, you won't be able to adit your CPCs unless you disable the B dget Optimizer.)
R - You must be willing to expertence greater fluctuations in your dlickthrough rate and CPCs than you might othenaise expect.

My ads are live—now what? : My AdWords how-to guide : My Ad Groups

The Traffic Estimator is designed to give you keyword traffic and cost estimates at a glance. For any keywords
you select, the Traffic Estimator displays the following infonmation:

Keyword Status: This is the stale your keyword will be assigned ¥ added to the Ad Group. Keywords will
retumn one of three states: Disabled, On hald, or Nomnal. Please note that a subset of the keywords that
appear on hold will move to In tial stats if actually added to the Ad Group. This is because in trial keywords
are actually on hold keywords with the highest predicted CTR.

Maximum Cost-Per-Click: This is the amount you've elected to pay each time someone clicks the ad associated
with your keyword.

Clicks / Day: This represents the number of clicks your ad may receive each day.

Average Cost-Per-Click: This is the average amount yow'l pay for each click. The AdWords Discounter
automatically adjusts your maximum cost-per-click (CPC) so you pay only one cent more than the minimum
amount required to keep your ad's position. Therefore, the displayed amount may be Jower than your

google.
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"official maximum CPC above.

Cost/ Day: This is the average amount you may spend per day.

Average Position: This is the average position your ad may receive. '1' is the highest position on the first page of search results. There is no bottom’
position. (For example, *1.7" means your ad may generally appear more often in higher positions than an ad with an estimated average position of
'1.8.") Values may in deci the Tratfic Esti displays estil as ges-not whole based on dynamic keyword
activity among advertisers. Also, average ad positions are not fixed; they may vary depending on bidding aetivity and other factors.

Here's how to use the keyword traffic estimator:

. . Log in to your AdWords account.
. . Click the campaign containing the Ad Group and keywords you want to review.
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. . Click the appropriate Ad Group.

. . Click Edit Keywords at the top of the table.
. . In the field provided, enter your keywords so that each word or phrase appears on its own
line.
. . If necessary, enter the new cost-per-click (CPC) amount in the Maximum CPC field.
. . Click Estimate Traffic. You will see all of the estimates for each of your keywords. if
necessary, you can adjust your maximum CPC and recalculate your estimates.

. Click Save to keep the new settings or Cancel to delete them (in which case your original

seftings will be applied).

You can also access our standalone keyword traffic estimator this way:

- . Log in to your AdWords account.

. . Click Tools on the Campaign Management tab.

o. Click Traffic Estimator.

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

2. 2. Choose a currency: Select your currency. Then enter a specific maximum CPC for your

estimales, or let us suggest a value. Our suggested value should deliver your ads at the top position a
majority of the time.

3 3. Choose your target language(s): Select which language(s) you'd like to target.
4. 4.Choose your target countries: Select which countries you'd like to target.
. . Click Continue when you are finished.

To create a new Ad Group:
- Log in to your AdWords account.
- In the Campaign Summary table, dlick the Ad campaign that wilt contain your new Ad Group.
- Click Create New Ad Group above the table.
R - Enler your ad text and an Ad Group name. Click Create ad and continue when you are finished.
. =Enter your keywords In the field provided. Click Save keywords when you are finished.
. - Enter the maximum CPC you are willing to pay. then dlick Caleulate Estimates.

To pause an Ad Group:

. Log in to your AdWords account.

- In the Campaign Summary table, click on the ad campaign containing the Ad Groups you want to pause.
. In the Ad Groups table, select the checkbox(es) next to the appropriate Ad Group(s).

. Click Pause in the first row of the Ad Groups table.

Shortcut: If you want to pause 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 setect all Ad Groups at once. Then, dick Pause.

When you set your maximum cost-per-clicks (max CPCs), you have the folowing options:

Ad Group-lavel max CPCs: if you set your max CPCs at an Ad Group level, the AdWords system will
automatically apply the same max CPC to all keywords in this Ad Group. All ad clicks in this Ad Group will cost
the same amount. Setting your CPCs in this manner is the simplest way to manage your campaigns.

hutps://, google, porvbi py? (29 of 116)8/2/2005 8:35:12 AM
Keyword-favel max CPCs: You can also set unigue max CPCs for individual keywords in an Ad Group. The cost for ad clicks in this Ad
Group will vary, depanding on which keyword triggered the ad. You may wish to set keyword-tevel CPCs if you'd like soms of your
keywords to more agg ively for interosted in specific products, services, or information.

Although setting your CPCs in this manner requires additional planning, it also i the d ity of your ising. AdWords even offers a
quick way to set unique CPCs for large numbers of keywords. Leam more.

You can also easily change the max CPC(s) for multiple keywords throughout your account with our find and ed? Max CPCs tool located in the Tools'
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section of your Campaign Management tab.

Ad Group- and Keyword-feval max CPCs: You can set unique max CPCs for some of the keywords in your Ad Group and simply let the
remaining keywords default to an Ad Group max CPC.

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

Log in to your AdWords account.

In the Campalgn Summary lable, dick 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).

CHck 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 headerin
the top row of the table. This will select all Ad Groups at once. Then, dlick Resume.

Here’s how to delete an Ad Group:

Log in to your AdWords account.

In the campaign summary table, click on the ad campaign containing the Ad Groups you want to delete.
In the Ad Groups table. select the checkbox(es) next to the appropriate Ad Group(s).

Click Delete.

Shortcut: If you want to delete ali 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, diick Deleta.

To undelete an Ad Group:

Log in to your AdWords account.

In the campaign summary table, click on the name of the campaign containing the Ad Groups you wanl to undelete.
In the Ad Group summary table, click on the name of the Ad Group you want to undelete.

Click Undelete Ad Group next to the Ad Group titfe and status at the top of the page.

You.can type your keywords directly into the Traffic Estimator. If you have a tong fist of terms, you can afso copy and paste your keywords. Please
note, copying and pasting keywords from Microsoft Word may p t the Traffic E or from ing properly. You can try saving your keyword
list as unformatted plain text before copying and pasting it

My ads are live~now what? : My AdWords how-to guide : My ads & keywords

There are several common reasons why you may not be seeing your ad. To
better understand the problem, you can:

1. 1. Check back later. in most cases your ad will be up and running soon after you activate
your account. However, server upload or approval delays sometimes happen, and in that case it can take
more time for your ads fo start running. If you still can't see your ad after a few hours and you've checked all
of the possibilities below, please contact us.

2. 2 Check your daily budget. When you create your ads, we recommend a daily budget for
maximum ad delivery. if your daily budget is set lower than the recommended amount, we spread the
delivery of your ad throughout the day in order to stay within your budget. In that case your ad may not be
showing when you look for it. To maximize your visibility, meet the recommended daily budget amount. To
leam how to increase your dally budget, click here.

3. 3. Check the approval status of your ad.

hips: google. com Min/index pyTHulidump=1 (30 of 116)8/2/2005 §:35:12 AM
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If an ad doesn't meet our Editorial Guidelines, we'll stop your ad from running, and you'll see the word
"Disapproved’ fisted with that ad in your account. Once you've made the appropriate edits, simply
save your
changes and your ad will be automatically resubmitted to us for review.

1. 4. Check the performance of your keywords. If you're running a keyword-targeted
campaign and a keyword underperforms, we may disable the keyword until you're able to edit or delete it.
Your ads may also be showing only on certain variations of your broad or phrase matches due to a low
relevance factor. The best way to monitor your keyword performance is by reviewing the keyword status
column on your keyword summary page.

2. 5. Check your site targeting. if you're running a site-targeted campaign, your ad will appear
only on the websites you specify. Those websites must be part of the Google Network. Make sure you're
looking for your ad on one of the sites you selected. It's also possible that your ad simply isn't showing at the
moment you view the page.

3. 6. Check your maximum CPM. If you're running a site-targeted campaign and your ad is
not showing, your maximum cost per thousand impressions (max CPM) may be too low to win the position
on that site. Other advertisers may also have targeted that site, and they may have offered higher CPMs or
be more relevant to that space. Check the campaign summary page in your account for details on how often
your ad is showing. If your ad is not showing often enough to fulfill your daily budget, you may wish to try
raising your max CPM for selected sites or campaigns. Or, try expanding your list of targeted sites to include
more possible places for your ad to run.

4. 7. Check formats. The format(s) of the ads you're running must match those provided by
each website. If you're running image ads and have uploaded 160x600 wide skyscraper ads, make sure the
site runs ads in that format. .

5. 8. Check your geo-targeting. You can target your campaign to specific countries, regions,
and languages. If your ad is targeted to France and you're currently in Japan, you won't be able to see your
ad. To leam how to view and edit your geotargeting selection, click here. If you're targeting a region or city,
sometimes we're unable to obtain internet protacol (IP) information. If we can't determine the searcher's
location, we'll show nationally-targeted ads instead of regionally-targeted ads.

Please note that some sites in our network may restrict advertising or keywords based on their own policies
regarding content and editorial standards. In this case your ad may not appear even though you have
targeted the site or have chosen keywords which seem to match it.

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

To change your keywords:

Log in to your AdWords account.

Click the campaign containing the Ad Group keywords you want to change.
Click the appropriate Ad .

Ciick Edit Keywords at the top of the Ad Group table.

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

Click Save.

To raise or lower your keyword cost per click (CPC) values, fallow these steps:

1. Log in to your AdWords account. .

2. Click the campaign contalning the Ad Group keywords you want to change.

3. Click the appropriate Ad Group.

4. Select the checkbox(es) next to the keyword(s) you'd like to raise or lower, within the Ad Group table.

5. Ciick Edit CPCS/URLSs at the top of the Ad Group tabte.

6. To raise or lower your default CPC for 2ll keywords in the group, enter a new value in the Defauit Ad Group CPC field. To
change the CPC for any individual keyword, enter the new amount in the Max CPC columin beside the appropriate keyword. This maximum CPC will
overide the default Ad Group CPC. Click Save Changes at the fop or bottom of the page.

B

Please note that you can leave the Max. CPCfield blank for any or all of the individual keywords. That keyword will then default to the group
maximum CPC you set.

You can also easily change the max CPC(s) for multiple keywords throughout your with our find and edit Max CPCs tod! Iocated in the Tools
section of your Campaign Management tab.
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Log in to your AdWords account.

Chick the campaign that contains the Ad Graup you want lo edit.

Chick the appropriate Ad Group.

Locate the appropriate ad above or below the keyword table.

Click Edit below the ad.

Enter your new ad titie, description lines, Display URL and Destinafion URL as ded.
Ciick Save Changes.

You can also easlly edit ads throughout your account with our Find and Edit Ad Text tool located in the Tools section of your Campaign Management
tab.

On Google search results pages, the highest ranking AdWords ads appear in the top two positions, just above the search results. Ad placement is

based on an ad's Ad Rank, which is determined by various perfomance factors including: maximum cost-per-cick (CPC), dlickihvough rate (CTR),
and ad text. This ad rank formula gives advertisers an equal and fair opportunity to atain their desired ad positions and offers greater relevancy for
Google users.

No. Keywords are matched without regard to upper-case or lowes-case letters. For example, you don't need to enter real estale’ and 'Real Estate’ as
keywords; just 'real estate’ will cover both.

By applying more focused matching opfions such as negative match to your keywords, you can reach the most appropriate prospects, reduce your
cost-per-chick (CPC), and increase your ROI. You can easily apply negative keywords for your account to an entire campaign, impacting aft
keywords within the selected campaign.

To apply this keyword matching option for specific keywords at the campaign level:

. Log in to your AdWords account.
. Click the campaign you wish fo edit. :
The number of existing campaign negative keywords will ap b h the paign name and daily budget. if no
: mmpa«g-n negahve keywords exist for your campaign, click Add. Otherwise, click Vlewlodlt.
- You may sefect and enter negative keywords for your ign in one of two ways:
Add Keywords Manually
. . Enter any keyword you wish to include as a negative keyword In the box ta the leRt.
. . Click Add Keywords when you are finished.
Clean Sweep
- Select your search criteria for negative keywords appearing within your campaign.

If Clean Sweep reports results, you can leave listed negative keywords checked to move them lo the campaign level. If you
do not wish m move some of all of the negative keywords, uncheck them, and they will not be moved.
- Click Save Changes when you ave finished. If keywords have been moved, a confirmation of the changes made will appear
atthe top of the page.

« Torepeat the same process for another campaign, selact the new campalgn from the drop-down box at the top of the page.

Existing campaign negative keywords will appear in a chart at the bottom of the page. You can delete a keyword at any time by selecting the
checkbox beside it and clicking Delete at the top of the keyword chart,

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.

Locate the appropriate ad above or below the keyword chart.
Click Edit below the ad.

038



- Change the URL fields as needed.
- Click Save Changes.

You can also easily delele mukiple keyword-level destination URLs hroughout your account with our find and edit keyword tool located in the Tools
section of the Campaign Management tab.

Your ad text will appear bold whenever it exactly matches a user’s search terms. Forinstance, if the search was
‘rental car,’ and your ad text included the words Find rental car bargains,’ then 'rental car’ would be bold in your
ad: 'Find rental car bargains.' The match must be exact. A search for 'rental cars’ or ‘auto rental’ would resultin
only ‘rental’ being bold: 'Find rental car bargains.”

hitps=//adwords. google.com/supporvbin/index py?fulldump=1 (32 of 116)8/2/2005 8:35:12 AM
This Is the only situation In which ad text appears bold. You can manually format yous ads 1o appear in boldface

or itafics. For a refaled topic, see our enlry on special characters.

Yes. For each Ad Group you create, you can creale as many ads as you like. Bacause they are triggered by the same keywords, these ads will
rotate evenly for your keywords. Google automalically keeps track of the clickthrough rate (CTR) for each of your ads; you can determine which ads
perform best by logging in o your account and viewing your campaign reports. You can then refine or delete pooriy performing ads.

if you want different ads to appear for different keywords, you can create multiple Ad Groups or campaigns. Once you've finished picking 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 evenly if you use
the same keyword in different Ad Groups so you don't have muitiple ads on the same page.

Three steps to building an effective keyword list

L. 1. When creating your list, think like a customer. What terms would your customers use to describe
your produgts or services? Once you've generated some appropriate keywords, expand your list lo include
as many relevant variations as possible. Add alternate spellings (e.g. light, fite), plurals, and synonyms. To
help you brainstorm, use our Keyword Tool.

2. 2. Refine {or "scrub’) keywords that may be too broad or irrelevant. Using words that are too broad
can generate many ad impressions but few clicks. To avoid this, get rid of generic terms that could relate to
a wide spectrum of products or services. Add descriptive language to make your keywords more specific.
For instance, using the generic keyword bags to describe luggage goeds could generate impressions [?} for
irelevant search queries such as tea bags and vacuum bags. Making your keywords relevant to your goods
or services helps you receive more qualified clicks.

3. 3. Target your keywords by using keyword matching options [?]. You can choose four different
keyword matching options to target your ads to users: broad, phrase, exact, or negative match. With some
options, you'll receive more ad impressions; with others, you'll get fewer impressions but potentially more
dlicks. By applying more focused matching options to your keywords, you can reach the most appropriate
prospects, reduce your cost-per-click (CPC) [?], and increase your ROI [?].

To identify appropriate negative keywords for your account, we recommend using the Keyword Tool, which is designed to help you refine your
keywords. You can also access the Keyword Tool by clicking 'Keyword Tool' above the keyword table for the Ad Group you wish to edit.

After you submit a keyword via the too), our system retumns a list of search terms that could potentially trigger your ad. if you find any results that do
not relate directly to your Ad Group, it is a good idea to add them as negative keywords.

For example, if your keyword Is ‘used books.” you can enter this term in the Keyword Tool. You may then see tenns that include the following:

used raré books rare and used books used audio books used books sale used
technical books

Hyou do not sell rare books, you can add the negative keyword ‘rare.’ This makes certain that your ad won't show on any term including 'rare.’ For
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example, your ad won't show on the term ‘used rare books."

You can apply this option for a keyword at both the Ad Group and campaign level. To specify a negative keyword, place a negalive sign (—} before
the word. An example Ad Group keyword list:

Used books French used books ~rare ~text —school

tLeam more about applying negative keywords.

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

1. Log in to your AdWords account.

2. Click the campalgn that contains the Ad Group you want to edit.

3. Chick the appropriate Ad Group.

4. Click tho Create New Text Ad link at the top of your keyword table.

5. Enter your new ad title, description lines, Display URL, and Destination URL as needed.
6. Click Save Changes.

pomauN e

When you use regional targeting to display your ad in certain cities or regions, users in those areas will see the city or region name (whichever
is more spedcific) displayed with your ad. This lets those users know that your product or service is especialy refevant to them.

Regional display is tied to the IP address of the user. For example, if you have largeted both London and Paris, a user located in London would see
the word ‘London’ and a user in Paris would see ‘Paris.’

For mare on this topic, please sea How can ! target my ad campaign by language and location?

To resubmit your ad:

1. Log in to your AdWords account.

2, Click the campaign that contains the Ad Group you want to edit.
3. Click the appropriate Ad Group.

4. Locate the appropriate ad above or below the Ad Group table.
5. Click Edit next to the ad.

6. Make changes to your ad (if you don't make changes to your ad, it won't be resubmitted for review).
7. Click Save Changes to resubmit your ad.

NpOAWON-

Your can defete 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 delate.
3. In the Ad Groups table, click the Ad Group containing the ad you want to dalete.

4. Click View all below niext to the topmost ad above the Ad Group chart.

AU

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 ‘Inciude deleted Rems 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 fike, create a new ad with the same text

if you're submitting changes through the Find/Edit Ad Text too! but your proposed ads don't comply with our Editorial Guidelines, your changes will

not be saved. After the tool has located all applicable ads, and you click Continue, you'll see a notification
with editorial violations.

ge and a table displaying the ads

If you'd still tike to change these ads, click Edit ad beside the appropriate ad to enter necessary changes. A new window will open so that you may
edk your ad. Once your changes are complete, cick Save changes, and close the window. You may then edit more ads from the table, i
necessary.

The AdWords system will help you identify editorial violations so you can cormvect them k diately. To t ions to violations, you'l need to

Y

edi the individual ads containing the violations from the Campaign S y ion of your From here, you may submit a requast by
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R an ion after the flags the violations in your ad.

My ads are live--now what? : My AdWords how-to guide : My image ads

An expanded text ad is an AdWords 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 fimits and the same editorial guidelines as
typical text ads, but are displayed solo and with text enfarged.

Expanded text ads are available when you run a site-targeted campaign with Google AdWords. Because
site targeted ads take cost-per-thousand (CPM) pricing, expanded text ads allow the advertiser to get equal
value from their CPM bid for either an image or a lext ad. Expanded text ads are not available for cost-per-
click (CPC) pricing at this time.

When you load your i

g providing descriptive image names will help simpify 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:

h Hadvurard:
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«Animage descnphon in ihe name of the image file.

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

All keyword-targeted campaigns containing image ads must be set to show ads on content sites in the
Google Network. (This is because image ads don't appear on search results pages.) If your campaign isn't
set for content sites, your image ads will not appear. These ads wilt be identified by a "This ad is not
showing' flag at the bottom of your Ad Group summary page.

To set your keyword-targeted campaign to show ads on content sites:

.Log in to your AdWords account.
-Click the checkbox next to the campaign you want to edit.
.Click Edit Settings.

. .Locate the Where to show my Ads section.

. .Select content network.

.Click Save All Changes. If you've verified that your campaign is set correctly, your image ad may not
be appearing due fo its approval status or performance. Please review our additional troubleshooting tips.

By the way, the ‘content sites’ setting doesn't apply to s:te-targeted ads. Any site-targeted campaign you
create is automatically enabled for image ads.

Helpful Tip: Need help with finding your keyword-targeted ad? Our Ads Diagnostic Too! can let you know
whether your ad is appearing on the first page of search results, and identify why a particular ad or group of
ads may not be showing. You can access the tool at any time via the Tools link on the Campaign
Management tab.
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Animated image ads are currently being tested in the AdWords system. Animated ads must follow all the editorial guidelines for standard image
ads. In addition, the following guidetines apply:

-Strobing or distracting ads and flashing backgrounds are not aliowed.

-Ads which include a game or contest played in order to win prizes or real or amplied, are not alowed.

0.- Animnation must be icted to 2 d of 30 ds (at a 15-20 fps frame rate). Endless loops are not aflowed. Ads can loop a maximum of
three times.

0.- Trick to dlick’ ads which might confuse the user are nol allowed. This includes ads which simulate a cursor arow moving and cficking on the ad.
0.- Animation must be fined to the allotied ad space. Ads which expand beyond the frame or otherwise encroach on the web site are not allowed.

Al ani d ads will be revi d by AdWords representatives. Google is dedi to providing ads that contribute to a positive user experience, and
we may not accept ads related to certain products or services. We reserve the right to exercise discretion regarding the adverlising we accept, as
noted in cur Terms and Conditions.

You may create a maximum of 50 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 cumrently 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. You can locate
your Ad Groups containing image ads in a drop-down box at the bottam of any Ad Group summary page. Simply select the Ad Group containing the
image ad you'd Fke to replace, then click Go.

During this beta taunch, content publishers may still be opting into the image ads program. Therefore, you may
experience some lag time in between loading your image ads and receiving clicks on them. As participation in the
Program grows, however, you should notice increased impressions and clicks within a few days.

To view your image ad performance statistics:

«L0g in to your account.
« Click Reports at the top of your page.

hitps-/adwords google.com/supportbin/index.pyfulldump=1 (35 of | 16)8/2/2005 8:35:12 AM
- . Click Ad lmage Repost.
- Complete the report request fields. then click Create report.

Ad Groups in keyword-targeted campaigns must include at ieast 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 your text ads whenever possible.

Ad Groups in site-targeted campaigns aren't required to have an active text ad. They can contain image ads
only, text ads only, or both.

Iif you'd fike to leam how to improve your text ad(s), please review our optimization tips.

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

My ads are live—now what? : Improving my account's performance
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In the coming weeks, we’'ll simplify our keyword status system and introduce
quality-based minimum bids, giving you more control to run on keywords you find
important.

How it works

Each keyword will now be assigned a minimum bid that is based on the quality
(also called Quality Score) of your keyword in your account. If your keyword or
Ad Group’s maximum cost-per-click (CPC) meets the minimum bid, your
keyword will be active and trigger ads. If it doesn'’t, your keyword will be inactive
and will not trigger ads.

Key changes

. The keyword statuses normal, in trial, on hold, and disabled will be replaced with active
(tnggering ads) or inactive (not triggering ads). In addition, accounts will no longer be slowed. Currently,
accounts are slowed when they don't meet our performance requirements and your ads appear rarely for
your keywords.

. New keywords will no longer be disabled or have a minimum clickthrough rate (CTR)
mreshold Instead, your keyword will trigger ads as long as it has a high enough Quality Score (determined
by your keyword's CTR, relevance of ad text, historical keyword performance, and other relevancy factors)
and maximum CPC.

. Ad Rank, or the position of your ad, will continue to be based on the maximum CPC and
quahty (now called the Quality Score).

. Remember: The higher the Quality Score, the lower the CPC required to trigger ads, and
vioe versa.

. You can move an inactive keyword to an active state and show ads by (1) improving its
Quahty Score through optimization, or (2) increasing its maximum CPC to the minimum bid recommended
by the system.

What you should do before implementation

If you're happy with your current keyword list, there's no need to make any
changes. However, if you have any on hold keywords that you don't want to
trigger ads, we suggest you delete them from your account. This is because any
keywords with a high enough Quality Score and maximum CPC could be
activated and accrue ad clicks. You can use our Find and Edit Keywords tool,
available in your account's Tools page, to quickly search for and delete any
keywords in your account.

Managing your account after implementation

We'll email you and post an announcement in your account after we implement
these changes. You should then log in to your account and monitor your
keywords' performance under these new guidelines. Any disabled keywords at
the time of implementation will remain labeled as disabled in your account. After
a few weeks, we'll delete them. This short interval gives you the opportunity to
review your disabled keywords and re-activate them.

Quality remains the most important factor in determining your keywords’
performance. So to ensure your ads are optimized for performance, we
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suggest you continue to improve your keywords and ad text for relevancy.
Here are some resources that will help:

. . How to create a targeted keyword list.
. . Optimization Tips page.

To ensure all ads are evaluated on the same criteria, we evaluate ad relevance based on an ad or keyword's performance on Google search

results pages
only. That means the clickthrough rate (CTR) on Google must meet the minimum required CTR in order for your ads to cortinue running on all of

your
keywords.

If you're currently running ads on Google search results pages and across the Google Network, the CTR youli see in yow account reports
represents the

combined average CTR across the vari di ion Jocations. For example, a keyword may have a high CTR across the Google Network, but
stilt be

disabled as a result of a low CTR on Google.com alone.

Please note, ads for keywords Bhat are in trial will continue to be defivered as normal while we evaluat their perf Keywords that are placed
in triat

may retumn to nasmal status or may be disabled if we are confident that their CTR is well below our mini quil Ads for key that
have been

disabled will no longer be shown.

Itis not possible te re-enable a disabled keyword. Keyword di to this. AW
Specialists

are unable to make exceptions for the minimum CTR requirement to aliow a disabled keyword o run.

is a sy o d change and it is not p

i you delete a disabled keyword and add it to your account in any other format or any other location (another Ad Group, for Instance) our system wilt
take the

keyword's account-wide performance into consideration. A poor performer can affect an entire Ad Group and/or campaign, if it ks used muitiple times.
For this

reason, | recommend that you regularly review your account’s performance and remove any pooily performing keywords.

For another chance to run your ads on similar keywords, you can try the following:

In the same or different Ad Group, combine your keyword with 2-3 other words to create a more specific keyword phrase. This will resultin better
targeting.

and potentially, better performance.

All keywords which have been present within an account for at least 90 days, but have received no impressions during their Ifetime, are
automatically disabled. This is done to maintain advertising program quality for both our users and our advertisers.

These keywords may have recelved no impressions during thelr Iifetime for several reasons; most often it's b more rek t, broad-matched
keywords are already gaining the majority of impressions, and these keywords are additional versions that are not necessary for your keyword
list. Even seasonal keywords are likely to gain some impressions during their lifetime, if even during limited parts of tha year.

About the 90-day impression window

In a three month (80 day) period, billions of searches can occur, providing ample time for a keyword to gain at least one impression for your ad{s).
We've determined that keywords which generate no impressions at all during a three month period are urlikely to receive impressions at any time
in the future. .

How your account is affected

You'l see no major impact on your account other than noting that these keywords have been disabled in your campaign summary and reporting
data. Also, your account’s dlickthrough rate and performance history will not be affected in any way.
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What you should do

To ensure that your account is as targeted as possible, we recommend that you delete these keywords, as they are proven non-performers. You
can then replace these non-performers with keywords that obtain better results for your service or business.

To ensure that accounts do not place unnecessary load on our advertising servers, we ask that you keep the
overall number of keywords in your account te a manageabie size. When you approach an unimanageable
amoum of active keywords (including ‘normal’ and 'in trial' keywords) we'll place a notice within your account and
request that you refine your keyword list and remove unnecessary keywords. In most cases, a handful of well-
targeted keywords will defiver the majority of your relevant clicks, and there is no need to create hundreds or
thousands of keywords.

By defaul, our ad system does the work for you by displaying your ad on variations of your keywords, including
misspellings and similar keywords. This means that one keyword can serve the purpose of several refated
words or variations. Adding the additional variations separately won't necessarily increase your visibifity by
much.

Regardiess of whether or not your account contains a small or large number of keywords, you can always
take adh ge of a ‘well bbed" keyword Est that focuses on your most targeted keywords. We
recommend that you build your keyword lists with the following in mind:

Do...

«Use our keyword matching options.
»Use our keyword tool to sefect your keywords and see which related searches will trigger your ads.
«Review our FAQ on making your keywords work for you.

For more steps on creating a targeted keyword list, click here.

Don't ...

N «Include these variations: misspellings (french cusine), italization (French cuisine), incomect ing (french cui sine), hyphens
(french-cuisine).
. «Use variations that are more than three words long (best for unigue markets and product names).

- -Use a three word keyword in multiple matching variations at one time: [buy red bicycle], "buy red bicycle,” buy red bicycle.

We want to ensure that your keywords get a fair chance to run and that we do all we can to properly gauge their performance. When you submit a
keyword, we'll prediet its CTR based on data within both your account and other advertiser accounts such as:

«your performance on this specific keyword, or retated keywords and

«the perfarmance of other advertisers on this specific keyword, or retated keywords Taking the above data into account ensures that we make

our prediction based on a careful review of all available keyword data.

On submission to our system, if your keyword's predicted CTR was above the mini requi tit was i diate} bled. H L i the
keyword performs poorly in the future due to a change in ad text or other advertiser competition, this keyword iay move to in fial, on hold, or disabled
status. In trial keywords may also be slowed, so that you can further refine your keywords and/or ads.

If you are concemed that your ads/keywords may be affected, please note that i your ads and keywords are well targeted, your account
should not experience any slgnificant change m performance.

We encourage you to review the following important Information regarding our performance monitor and the keyword status column:
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«An explanation of the AdWords Mini CTR and Perlc Monitor.
=How 1o geate a targeted keyword fist,
«More about each keyword status.

To help ensure that your ads and keywords are well targeted, you may also want to optimize Your account.

Keywords with a predicted CTR slightly below the 0.5% requirement on Google search pages will be placed in on hold status when your account's in
tial keyword timit has been reached. As more space becomes avalable, these keywords will move to in trial status, with priority given to those
keywords with higher predicted CTRs. There is no limit placed on the mumber of on hold keywords you may have within your account. Click here to
leam more about each

keyword status and 10 see a detailed diagram.

Targeted keywords with a predicted CTR Ihatmeelsheo.s%reqmrememmeoogiesearchnagsmubeplacedin nomal status, with
associated ads showing regularly. Click here to leam more about each keyword status and io see a detalled diagram.

While there is no way to guarartee that a keyword will remain in normal status permanently, you can encourage regular ad delivery for your keywords
by creating targeted, relevant ad text and keywords. This way, your ads are more Fkely to eam a CTR above the minimum requirement. Increasing
your CPC wil not directly infl hether your keywords enter normat status; however, it may help improve your overalt ranking and your keyword's
clickthrough rate.

In general, if a keyword has been placed in trial or on hold, or has been disabled, mﬁvﬁng your keywords is the best next step. Refining your
keywords will include using different matching options and keyword combinations; if you change the matching option for an existing keyword that is
in any of these states, the new format will ba seen as a brand new keyword by our system.

However, changes such as moving the same keyword bety Ad Groups or deleting the keyword and adding it again will not effectively ‘erase’
the keyword's performance history. In the case where you'd fike to use the exact same format of the keyword, you may want o try adjusting your
CPC or trying new ad text to try and increase your ad rank.

Additional Informaltion

«Additional oplimization tips for crastng rlevert ads 3nd heywcrd Sux
=An explanation of the AdWords Minimum CTR and Performance Monitor.
«More. wan, 3

Cyou in tral, and

koywords.

Homrarar, high s, The bext
T . colemare. very.

Additional information

hitps:/ad google. /supportbin/index pyulldump=1 (38 of 1 16)8/2/2005 8:35:12 AM
~An explanation of the AdWords Minimum CTR and Perforrnance Monitor.
=More about each keyword status.
«How to create a targeted keyword fist.

Keywords with a predicted CTR slightly below the 0.5% fequirement on Google search pages will be placed in evaluation unfil we're confident
their CTR is well betow or well above 0.5%. These keywords may b either | or disabled. They may also be slowed if your overall
perfc contit to decline; this wil only affect in trial keywords. -

There aro a imited number of in trial keywords per account, so when this limit is hed, additional key will be moved to on hold status with
priority given to those keywords with higher predicted CTRs. Accounts that have proven to perform very well will be ded with a great ber of
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in trial keywords. The imitation placed on the number of keywords that may be in tiaf helps ensure that users continue 1o see the most targeted,
relevant ads via the AdWords program.

Click here to leam more about each keyword status and 1o see a detafied diagram.

The Google AdWords Optimization Program is a free senvice for AdWords advertisers, intended to help you maintain successful advertising
campaigns within your budget. .

How does it work?

Atno additional charge, an AdWords Speciafist will review your account and let you know whethes the Optimization Program is appropriate for your
account and advertising goals. If we find that owr service is fikely 10 increase the overall effectiveness of your AdWords advertising, we'll create an
optimization proposal for one of your igns. We use our i with a wide variety of AdWords accounts to create a customized proposal
that fits your unique advertising needs and goals.

What are the advantages of this service?

With the Google AdWords Optimization Program, you may enjoy the following benefits:

. «We work to refine your ads and keywords for a higher CTR and increased fraffic to your site.
. «We use proven strategies to help bring you more qualified leads and improve your retum on investment.
R »Once you feceive your optimization proposal, you can approve or reject the suggestions.

+Since we create the proposal while your campaign Is rinning, your ads won't have any downtime.

-It's free - you're under no obligation.

How do i start?

Filt out our optimization request form.

What else do | need to know?

Response time may vary, and we don't guarantee that every account will receive an optimization proposal. Based upon our evaluation of your
account, we may instead suggest that you refine your account through other means, such as following our optimization tips.

Also, please note that we provide optimization suggestions only. Any changes shall be undertaken solely of your own accord and at your own risk.
Google does not guarantee or promise any resuits whatsoever from implementation of such changes. Furth 8, Google shall not be responsible
for any effects of such changes, including, but not timited to. any spending increase refated to your AdWords campaign{s), for which you shall be
solely responsible.

My ads are live~now what? : Troubleshooting my account

Your keywords may be disabled if their clickthrough rate (CTR) falls below our mini qui . 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.

You now have a few options:

sLet the underperforming keywords stay disabled.
. =Make single keywords more tamgeted by tuming them into descriptive phrases. {Example: Change 'cas’ to ‘car buying service' or ‘buy car
Miami.’)

«Visit our optimization fips page for more suggestions on improving the y and eff

of your keywords.

Yes. To protect the overall value of the AdWords program for Google users (and your potential customars),
Google constantly monitors the dlickthrough rates {CTRY} of al keywords to ensure they're performing as well as
they should.
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