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Introduction to AdWords
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www.google.com

What Is Google?

ÅGoogle has a search engine that will gather, sort & report information from the Internet, 
based on your topic of interest

ÅBut, Google also offers a lot more than searchaloneé
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What is Google Advertising?

Your customers see your ad when they search

Your ad reaches users at the 
moment they demonstrate interest
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What is Google Advertising?

Your customers see your ad when they surf Google Network properties

Google technology places your ad on the 
most relevant content pages 
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Keyword Advertising

ÅTargeted advertising

ÅBetter advertiser ROI than 

untargeted ads

ÅImproved user experience
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A Typical AdWords Ad

ÅDisplay URL (35 character limit)

ÅAd Text (35 character limit)

ÅAd Title (25 character limit)



Googleôs Ad Distribution Network
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Search partners,
including:

Google properties,
including:

Google Network Basics ïAd Distribution

* Source: comScore Media Metrix (September, 2004)

The Google Network reaches 

over 80% of Internet Users 

worldwide*

Content publishers,
including:

The Google Network consists of Google sites & partner properties that use Google AdSense to serve 
AdWords ads

These properties include:  Search sites, content pages, newsletters, email services & discussion boards

network

Other

20%

80%

http://www.aol.com/
http://www.google.com/froogle
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Google Network Basics

With the Google Network advertisers can:

ÅReach a vast and highly-targeted audience

ÅTarget ads to search results and relevant Web content

ÅOpt-in or opt-out of search and content distribution (default is opt-in for 

all advertisers)

Note: by default, AdWords ads appear on Google.com
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Ad Distribution Example

Four AdWords ads 

under the title 

óSponsored Linksô 

Search query: 

óSUVô



Benefits of AdWords
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What Google can do for Advertisers

ÅAdvertising on Google can help an advertiser meet many objectives 

ÅDetermining, measuring, and tracking metrics helps ensure success

Objective Example Success Metrics

VGenerate awareness

VBuild brand

VEducate prospects

Å Targeted impressions

ÅQualified visits your website

ÅDepth of involvement

ÅRequest for proposals

ÅCoupon downloads

ÅNewsletter registrations

Å Email address opt-ins

VGenerate leads

VIdentify prospects

VCustomer acquisition

VSales

Å Sales conversions = $$$

Å Lower cost per lead/sale
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Benefits of AdWords

The primary benefits of AdWords include:

- Reach

- Cost

- Timing

- Flexibility
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Content Publishers

Search Partners

Google Properties

Other

20%

Network

80%

The Google Network reaches over 80% of Internet users*

Benefits of AdWords:  Reach 

AOL

Amazon

Earthlink

New York Times

About.com

* Source: comScore Media Metrix (September, 2004)

http://www.google.com/froogle
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Google Reaches Global Markets

ñGoogle is arguably the most global 

commercial Web site ever built.ò
ïJohn Yunker, Chief Analyst, 

Byte Level Research

Sources: Measured by Media Metrix and NetRatings (September 2004); ñ2005 Web Globalization Report Card,ò Byte Level Research (November 2004)

Your customers
search Google in 

over 100 languages

#1 search engine in 
17 out of 20 

countries measured

Ranked #1 in 2005 
Web Globalization 

Report Card

Reach customers around the world on one platform
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ÅNo minimum spend

ÅYou choose your own maximum daily spending limit (daily budget)

ÅChoose how much you want to spend per click for every keyword

ÅPay Google for users who click on your ad

ÅMore cost-effective than Yellow Pages, Banner Ads & Direct Mail*

ÅConversion tracking = real-time return-on-investment data

Benefits of AdWords:  Cost

** U.S. Bancorp Piper Jaffray, New Methods in Search Marketing: Contextual Advertising and Other Evolutions (Safa Rashtchy), June 2004
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Increase revenue by reinvesting profit

$1,000 initial investment in AdWords

$1.00 CPC Ó1,000 clicks

10% conversion rate = 100 sales

Average sale = $100 

$1K investment returns $10K in sales

Reinvest profits, increase budget

Example:  How AdWords Can Pay for Itself
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Benefits of AdWords: Timing

ÅAds are continuously matched to Internet usersô interests

ÅAds are placed as buying decisions are made

The Result:

ÅYou reach your audience at the right time, with the right message

Timing
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Example:  Ads Show on Relevant Content Pages 

Your customers see your ad when they surf relevant Google Network properties

Google technology places your ad on the 
most relevant content pages 
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Benefits of AdWords: Flexibility

ÅSee your ads on Google quickly

ÅOptimize and change your ads continually to increase ROI

ÅTarget multiple locations and languages

Flexibility
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Benefits of AdWords: Summary

ÅReach

- Access to ~80% of Internet users worldwide

ÅCost

- Low costs for high ROI

- Pay Google when users click on your ads

ÅTiming

- Ads are seen by users looking to purchase

- Reach your audience at the right time, with the right message

ÅFlexibility

- Start advertising quickly

- Unlimited changes, whenever you want

- You can target ads to the specific location & language of your 
customers



Online Advertising            

Stats & Trends
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Search Now the Largest Share of Online Ads

Growth of Search: 

Marketers are voting 

with their dollars

ÅSearch now the most 

dominant form of online 

advertising

ÅNearly 3x growth in since 

start of 2003

Å35 searches per user per 

month in U.S.

Å73% search penetration

Source: Interactive Advertising Bureau, PricewaterhouseCoopers (September 2004); comScore (October 2004)

% Online Advertising Revenue

40%

20%

17%

9%

8%

6%

0%

20%

40%

60%

80%

100%

Type of Online Media

Search

Banners

Classifieds

Sponsorships

Rich Media

Other
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40%
Search

Search Advertising is Far More Cost Effective

Search Advertising is cheap and effective vs. other ad methods

* U.S. Bancorp Piper Jaffray, New Methods in Search Marketing: Contextual Advertising and Other Evolutions (Safa Rashtchy), June 2004
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Benefits of AdWords:  High ROI

SmartPricing

Ads Quality 
Launch #1

Ads Quality 
Launch #2

Content Traffic 
Continues to Grow

2004 Product Launches

April ïLaunch of SmartPricing

Aug & Oct ïAds Quality 

Enhancements

2004 ïGoogle continued to 

grow its content distribution 

network

Google contextual advertising ROI increased over 50% in 2004

Advertiser ROI has been steadily increasing throughout the year as Google has 

launched new targeting features and an automatic CPC discounting mechanism

R
O

I 
In

d
e
x
 *

* ROI index uses anonymous Atlas and Google customer conversion data. Growth in ROI is tracked against 2003 ROI index

+ 50%

Data Provided by:

http://www.atlasdmt.com/


Appendix: Basic AdWords Features
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Basic Features of AdWords

ÅCost-per-click pricing 

ÅAd impressions & click-through rates

ÅLanguage & location targeting

The basic features of AdWords include:
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Basic Definition: CPC

CPC: cost-per-click

ÅClick: The action a user takes to select your ad and be taken to your 

website.

ÅGoogle charges the advertiser when a user clicks on your ad

The Destination Website

A sample AdWords ad

http://images.google.com/imgres?imgurl=www.pdflib.com/images/user.gif&imgrefurl=http://www.pdflib.com/pdflib/download/&h=158&w=140&prev=/images%3Fq%3Duser%26svnum%3D10%26hl%3Den%26lr%3D%26ie%3DUTF-8%26oe%3DUTF-8
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Basic Definition: CTR

Impression: The appearance of your ad on Google or one of our partner sites

Clicks

Impressions
=  CTR (expressed as %)

CTR: clickthrough rate
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CTR Examples

20 clicks

1000 impressions
= 0.02 = 2%Example Advertiser A:

CTR is how Google measures relevance 

3 clicks

100 impressions
= 0.03 = 3%

Example Advertiser B:
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Benefits of AdWords ïLocation & Language Targeting

Targeting options: you can target ads by location and language

ÅRegional/Local, Country, Global & Customized Targeting

ÅRoughly 40 different language targeting options to choose from 
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Å Example: you have local flower shops in the San Francisco Bay 

Area

Å Example: you run a restaurant in Chicago

Region/City Targeting Examples

When should you use regional targeting?
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Country Targeting

When should you use country targeting? 

ÅUse if you have national or global customers

ÅExample: you ship to the U.S. only. Target your campaign to the U.S. 
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If you have a global business, give your campaigns global exposure

ÅExample: If you sell DVDs and have worldwide distribution, you should 

target your campaign to all countries

Global Targeting


