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• No minimum spend
• You choose your own maximum daily spending limit (daily budget)
• Choose how much you want to spend per click for every keyword
• Pay Google for users who click on your ad
• More cost-effective than Yellow Pages, Banner Ads & Direct Mail*
• Conversion tracking = real-time return-on-investment data

** U.S. Bancorp Piper Jaffray, New Methods in Search Marketing: Contextual Advertising and Other Evolutions (Safa Rashtchy), June 2004
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40%
Search

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



• eMarketer estimated in August 2008 that online 
ad spending would reach $24.9 billion this year, 
down slightly from its March forecast. That still 
represents 17.4% growth over 2007. 
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ACCOUNT

CAMPAIGNS CAMPAIGNS

Ad Group Ad Group

Keyword

Keyword

Keyword

Ad Copy 2

Ad Copy 1
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1. Start/end date
2. Budget settings
3. Networks and 

bidding
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1

2
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1. Start/end date
2. Budget settings
3. Networks and 

bidding
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Content Publishers

Search Partners

Google Properties

Other
20%

�������

80%

AOL

Amazon

Earthlink

New York Times

About.com
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• Broad Match  Disney Toys
Yes. buy disney toys, buy toy disney, disney toys online

• Phrase Match  “Disney Toys”
Yes. buy disney toys
No. buy toys disney

• Exact Match  [Disney Toys]
Yes. Disney Toys
No. Toys Disney, buy disney toys

• Negative Match  -Story
No. disney toys story
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Keyword Generation
• Cast a wide net (The Long Tail)
• Consider user intent

– Use customer lingo, not just industry lingo
• Group thematically and linguistically

– These become your Ad Groups
• Don’t forget:

– Synonyms
– Misspellings
– Geographic keywords?
– Brand and Trademarked terms?
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QS Max Bid Min Bid Position Index Position Avg CPC

Ad1 10 $ 4.00 $ 0.50 40 1 $ 2.70 

Ad2 8 $ 3.00 $ 0.50 24 3 $ 0.50 

Ad3 4 $ 6.50 $ 0.50 26 2 $ 6.25 
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Case Study – Onvia (PPC)
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Case Study – Concur (PPC)
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