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Have you ever read one of those books that let you pick different ways 
to get to the ending? Well, think of this �Insider�s Guide to AdWords� 
the same way. You can take the traditional route and read it straight 
through. Or you can skip between sections, using the section 
headings, the table of contents, and the glossary as your guide. 

Whichever way you choose, you can�t go wrong. Both paths lead to 
the same objective � a stronger command of AdWords and targeted 
customers for your business.

One thing to remember: This is a constant learning process, espe-
cially in the beginning. You�re going to get better at this once you gain 
more understanding. We suggest you log in to your AdWords account 
while perusing this guide. Turn some of the examples you read into 
practical applications of your own. Everything takes practice, so don�t 
be afraid to make mistakes. 

Ready to get started? Flip to section 2. 
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How do these little ads actually work?

When a user enters a search query on Google.com, Google displays 
webpages and ads that most relate to the word or phrase entered. 
With webpages, Google scans keywords on each webpage in its index 
to see if that page matches the user�s query. With ads, however, you 
get to pick the keywords that relate to your website. When a user 
searches for keywords you�ve selected, your ads have the opportunity 
to appear next to the search results.

Ads that best match the user�s search query typically garner more 
clicks. The more relevant the ad is to the user�s query, the higher the 
ad will appear on a results page. Some other calculations are associ-
ated with this process, but we�ll leave that discussion for later. 

Ads on Google search results pages are available on a cost-per-click 
(CPC) basis.  This means that you�re charged only when somebody 
clicks on your ad and visits your website.  Google also offers pricing 
on a cost-per-1000 impressions (CPM) basis for site-targeted cam-
paigns.  Learn more about other pricing options here: 
http://www.google.com/adwords/pricing.
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How is my account structured?

While it might seem a little daunting at �rst, your AdWords account is 
organized so that you can run one ad on a few keywords, or hundreds 
of ads on thousands of keywords for tons of products1.

Account
At the account level, you set your email address (such as yourname@
gmail.com), password (make it tough to guess), billing information, 
and user preferences. These settings remain the same for everything 
in your AdWords account.

Campaigns
Under the account level, you have one or more different campaigns. 
For each campaign, you set your daily budget, language and geographic 
targeting, the types of sites you want to show on (i.e. your distribution 
preferences), and start and end dates. You can organize your campaigns 
in any way you wish. Some of the more effective ways include by
geography (New York, Chicago, and London), language (English, 
Spanish, German), and distribution preference (search engines only, 
content sites only, or both search and content). Don�t worry � we�ll 
explain all these options later in the section.

Ad Groups
In each campaign, you can have a number of Ad Groups. At the Ad Group 
level, you write your ads, pick your keywords (coffee beans, fair-trade 
coffee, coffee drinks), and determine the cost per click you want to pay.

Keep reading, and we�ll start explaining all of this in more detail.
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1 Well, to be exact, you can have up to 2,000 keywords per Ad Group, up to 2,000 Ad 
  Groups per campaign, and up to 25 campaigns per account.



How do I navigate my account?

Everything you need to get around is in your AdWords account, which 
holds different compartments (called tabs). 

Campaign Management tab
This tab is where you control all your costs, as well as your account, 
campaign, Ad Group, and keyword activity. The top level shows your 
performance data for different campaigns. Clicking on a campaign 
shows Ad Group performance information, while clicking on an Ad 
Group shows keyword performance information. 

Reports tab
This tab allows you to create customized and detailed reports by 
keyword, ad text, account, and other variables. Experiment by running 
different reports. We�ll store up to �ve reports at once in your Download 
Center. Or you can have them automatically emailed to you.

Analytics tab
This tab provides you with advanced tools to track your campaign 
results and other data. We�ll cover this more later (see section 5).

My Account tab
Use this tab to control all your personal information, such as your 
login information and user preferences. You�ll also �nd all your billing 
information here. 

Billing Summary page
The Billing Summary page will show only the high-level items, such 
as charges, credits, and end-of-month balances. For each month, you 
can see how frequently you were charged, and for how much. To see 
your overall charges in more detail � such as itemized charges - click on 
the link for Advertising costs for a complete invoice (see section 6).

For more information about your how to navigate your account, visit 
https://adwords.google.com/select/navigation.html. 
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What�s the best way to organize my account?

Google gives you a basic structure to work within. From here, it�s 
essentially up to you to organize your own campaigns, Ad Groups, 
and keywords in a way that makes the most sense. With a logical 
organization, you can determine what works and what doesn�t. 
Organization is a key component to starting off strong.

Step 1: Stick to one goal per campaign.

Every account starts with a single campaign. (If you haven�t set up a 
campaign yet, visit https://adwords.google.com/select/steps.html to 
learn how.) Structure each campaign based on a simple, overarching 
goal. Ask yourself, �What do I want to achieve with this campaign?� 
Your answer might be to sell more coffee beans or gift baskets, for 
example. 

We suggest you separate campaigns by theme or product line (such 
as coffee beans, coffee gifts, teas). Or use the same structure for 
your campaigns as you do for your website. If your website is already 
grouped into categories, your job is almost done. Map your structure 
on paper �rst. This step produces an easy-to-use template.

Step 2: Make Ad Groups out of your keywords.

Just like your campaigns, your Ad Groups should be organized by 
common theme or product. Think about which keywords you want 
to use. Then group similar keywords together. You should be able to 
come up with at least three groups per campaign. Finally, make a 
distinct Ad Group for each group of keywords. 

For example, if your goal for one campaign is to sell coffee beans, 
keyword groupings for each Ad Group might be:
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Gourmet 
coffee beans

Keywords: 
�	 Specialty coffee
�	 Full-�avored 

coffee beans
�	 Gourmet coffee
�	 Gourmet coffee 

beans  

Shade-grown and 
organic coffee beans

Keywords: 
�	 Organic 

coffee beans
�	 Shade-grown coffee 
�	 Shade-grown 

coffee beans
�	 Organic coffee
�	 Natural coffee

French roast

Keywords: 
�	 Decaf French 

roast coffee
�	 French coffee beans
�	 French coffee
�	 Decaf French coffee
�	 French roast



Step 3: Review, test, and re�ne.
Take a look at one campaign at a time. Are your keywords logically 
grouped into Ad Groups? Does the campaign help you achieve a goal? 
Does your budget match your goals? If you have a low budget, scale 
down the number of keywords. 

Remember to check your progress and continually re�ne your key-
words and your ad text in your account. This step is where the rest 
of the book will pay off big time. Keep reading to learn how to create 
effective keywords.

DO…
�	Create multiple Ad Groups per campaign
�	Group campaigns and Ad Groups by theme, price, geography, 

or product line
�	Make it easy to maintain
�	Continue re�ning your keywords and ad text

DON’T…
�	Create just one Ad Group and one big keyword list
�	Mismatch keywords in the same Ad Group
�	Run dozens and dozens of keywords for a low budget
�	Stop checking your stats
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How to select the most effective keywords

Selecting keywords might be one of the most important parts of creating 
a successful campaign. The trick to picking the best keywords is to use 
this �ve-step process: expand, match, scrub, group, and re�ne. 

Expand
Your �rst step is to come up with as many relevant keywords as possible. Go 
to the Keyword Tool (http://www.google.com/adwords/keywordtool) and enter 
words such as gourmet coffee, French roast, and coffee beans. Or, better 
still, enter keywords relevant to your own business. Don�t worry about 
capitalization � our system is not case-sensitive. Sort the results so you 
can work with them. Many advertisers put them into a spreadsheet. 

Match
Now it�s time to choose your keywords match type: broad match, phrase 
match, exact match, and negative match. 

Broad match is the default setting for all keywords. This term means 
that all searches using that word (in any order or combination) will 
display your ad. For example, coffee beans will show your ad for all 
searches with the words coffee and beans. This could, but won�t 
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necessarily, include searches for coffee made from green beans and 
beans for espresso coffee.

Phrase match narrows your reach by requiring the words to appear in 
that exact order. So �coffee beans� (entered with quotation marks) 
shows your ad for searches with coffee and beans in that order, as in 
chocolate-covered coffee beans. Your ad won�t appear, however, for 
searches with any words between coffee and beans.

Exact match further narrows your reach by showing your ad when the 
exact phrase is used in the search � without any other words before, 
between, or after. So [coffee beans] (with brackets) shows your ad for 
searches with just the words coffee beans, not coffee green beans or 
shade-grown coffee beans.

Negative match eliminates searched phrases you don�t want your ad 
to appear on, such as cheap or free. To choose the negative match 
option, you enter the negative keywords with a minus sign, such as 
-free. This option prevents your ad from showing to people searching 
for free coffee (something we�d all love to �nd).

Scrub
After creating, expanding, and targeting your keyword list, it�s time 
to re�ne it. Start by cutting all the irrelevant keywords from your list. 
Which words don�t really relate to your business? Delete them. Two- to 
three-word phrases are usually best.

Group
As we mentioned before, you should organize keywords into similar 
themes, products, or types so you can write ads targeted to each 
group. Remember to structure your account in a way that makes 
sense and is easy to track. For example, place keywords relating 
to whole-bean coffee in one Ad Group. Group keywords relating to 
ground coffee in another Ad Group. 

Test and Re�ne
Search advertising is dynamic � advertisers are constantly revising 
their ad campaigns and searchers are constantly searching for dif-
ferent things. To keep up with this ever-changing environment, you 
should continue to test and re�ne your keywords. Build on keywords 
that work, and delete others that don�t. Track your results using your 
performance stats in your account (such as clickthrough rate and our 
conversion tracking tools - see section 5). Flip to the next section to 
learn how to write targeted ads.  
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