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Housekeeping Google

* Your presenter: Maribel
« Please submit any questions via chat at the end of the session
 Anticipated length of the Webinar: 50 Mins

* Survey

If the presentation has begun and you are experiencing any difficulties with
the sound, please contact ????. Thank you.
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Agenda Google

Some interesting online facts

10 Resources
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Some Iinteresting online facts
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63%0 of the world’s online population use
languages other than English (1)

Lo f—nl S| -

1.6 billion people have internet access via a
PC (2)

| ’v"‘
V& \ 91% of people aged 16-24 were online in the EU

in 2008 (3)

(1) Searchenginewatch.com, September 2009
(2)Source: Internetworldstats.com, March 2009
(3) Source: EU's Digital Competitiveness survey,




Global retail spending was $438 billion (1/3in

Europe) in 2008 (2

24% of the total EU population aged 16 to 74 made a
purchase in the last three months before May 2009 ()
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(1) Source: Google Inc., February 2009
(2) Source: European Interactive Advertising Ass@ciation, April 2009




Web design tips

For any country and language
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User behaviour online

A visitor to your landing page decides
whether or not to stay within 8
seconds.

Consider the F view theory

Display all important information
above the page fold to avoid scrolling

Source: Nielsen Norman Group
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Other important web design concepts Google

Scannable pages & Landing pages Product details
easy navigation

.

Optional registration Easy purchases Reassurance
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Cultural considerations for
websites In other languages
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Translations

Google

/- Customize website content for your
target audience, including all headings,
footers, and promotional offers

= Ensure quality of translation

o

~




Sublinks Google

Translate all sub-links: product, T&Cs,
shipping, customer service..etc.
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Domain extensions Google

Use local extensions when
possible (.es, .it, .de...etc)
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Pricing Information Google

[ State prices in local currencies ]
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Shipping internationally Google

Customize price &
delivery information
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Customer support in local language Google

Show contact information
and local service hours
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Seasonality Google

Target local holidays for special
promotions and offers




Background colours Google

Be mindful of cultural connotations
when using colours and graphics
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Export Adviser

A useful resource to get started
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What is Export Adviser?

Google

GO L)Sle Export Adviser

The world is open for your business

There are 1.2 billion online consumers around the world...wouldn't you like to add some of
them to your customer base?

Welcome to the Google Export Adviser. Together with partners including UK Trade &
Investment (UKTI), HSBC. Royal Mail, Institute of Export (IoE). Applied Language and
Alibaba.com, the Google Export Adviser will help your business overcome the major
barriers to exporting with useful tools, practical insights and relevant offers to enable your
business to reach new markets and grow internationally.

Access 5
step guide

5 Step Exporting Guide

or skip to Export Now »

This simple gadget uses Google translation and search data to

provide an estimate of market opportunities across the world.
Now's the time to export Enter your products or services, target regions and languages to
see detailed data and trends for each estimated opportunity. keyW 0] rd

7= Find your opportunity

Enter one or more keywords to describe the product or
service you offer. Use simple terms for the best results.

Get

estimates

Product Keyword(s):

Region: | G20

]

@ 0:00/1:15 | o | [l

More info

|:| Engli=h =peaking customers only

?




Get your business ready

Google

Home

1. Get your business ready
2. Finding the right market
3. The bottom line

4. Reach new customers

5 Payment and delivery

Get exporting
Free online seminars

Export Adviser

0 Get your business ready

Before you do anything, ask yourself this one important question: is exporting right for your
business? A little time spent completing the UK Trade & Investment questionnaire will give you a

good idea of your company's capability to export and help improve your chances of success.

It is also important to learn from other UK
businesses that have been there and done it.
See what the successful exporters below have
to say about doing business abroad.

Best of Britis

Arenaflowers.com
Google client

Faced with fierce domestic competition
and the weakening pound, web-based
florist Arenaflowers com used Google
AdWords campaigns in Germany and
Holland to expand into international
markets. After one quarter, 36% of their
revenue came from international sales and
total revenue rose by 5%.

4} Download as a PDF

Select a success story:

L¢ G.R. Wright & Sons
y UKTI case study

Fstahlished in 1867 as flaur

Success stories

Is your business ready?

International Success Storie...
* Kk ok Rk

> &

i

0:00/ 226 | a1

OPTA

m W

UKTI case study
ith comnorehensive

Google



Finding the right market Google

J. Google tools || Featured opportunities ” Research your market |

« Start again =~ View As: m Table

Related keywords
to "laptop™
-
hp oC £0 0.6
dell . -
laptop dell (UK: £2.11 - £2.63) Click for more
GO Ogle Export Adviser
Home © Finding the right market . p”
ne for
. ¥ i gl‘[ . . . . . s
1. Getyour business rea Once you have decided that exporting is the right move for your business, the next step
z. Finding the right market @ is to identify and evaluate target markets. What are the barriers to entry? How
2. The bottom line Eomper:iti\;j is tgerark.Tlt?‘How high is Currenthmarkgt demand - and what is it likely to
e in the future? You will also need to research existing competitors, government . R~ .
s Reach new customers regulations, cultural barriers _the list goes on Opportunity score (based on & combination of search velume and CPC): O I...'m

T Google Export Adviser offers a range of useful online tools, resources and advice, to help you

effectively identify the right opportunities.
Get exporting

Free online seminars

J Google tools Featured opportunities Research your market

This simple gadget uses Google translation and search data to
provide an estimate of mal opportunities across the world.
Enter your products or semvices, target regions and languages to
see detailed data and trends for each estimated opportunity.

to prow

waorld. Enter your products or se

langu e detailed data and
L opportunity

7= Find your opportunity

Enter one or more keywords to describe the product or
service you offer. Use simple terms for the best results.

= Find your opportunity
Ents i

W

ice you o

Product Keyword({s):

Product Keyword(s): laptop

Region: Empean EI‘IIDI‘I E

[] Englizh speaking customers only ? h || English spesking customers anly

More info - More info ¢

Region: G20




The bottom line

Select your
country

Enter your
business
costs

Google

1. Get your business read

Finding the right market

(2]

3 The bottom line
4 Reach new customers
i Payment and delivery

Get exporting
Free online seminars

Go

Export Adviser

© The bottom line

Having identified = list of potential target markets, now ask yourself the all-important
guestion: will exporting make a profit? Is the potential revenue from cnline sales
sufficient to make it worth your time and effort®

Exporting to new markets scunds like a good idea in principle, but once you have
factored in exchange rates, shipping costs, translations, insurance etc, what happens to your
profit? Use the Profit Calculator to give yourself an idea of how much you can expect to make from
moving inte 8 new market.

Profitability Calculator

FPlease note this tool is based on using online adwvertising to reach your sudience. The results
should be considered as estimates only, 85 some costs may vary. For 8 more robust review, spesk to
an Internstional Trade Adviser who is at hand to help UK businesses understand their full
potential.

Target Export Market

Market: | Select market. .. w

Your Costs

Cost per click [CPC): £ Use cur Cpportunity Sizing Tool (St=p (§) to
determine the typical CPC for this market.

Conwersion rate: % *our "click to sale” conversion rate.
Suggested conversion rate: 3% T

Preduction cost: £ The cost per unit to produce your product.

Shipping cost: E Use the Roysl Mail Price Finder to calculate
your shipping cost & enter it here.

Payment processing: % The average for UK businesses is 1.8%.

Other costs: £ Any other costs that contribute to the oversll

gle



Reach new customers

J Export Box || Get a web presence H Drive traffic ” Using Online Marketplaces !

In association with Applied Language Solutions.

Google

Home

Export Box: Your one-stop-shop for exporting to anywhere in the world

If you're thinking of expanding into foreign markets but you aren't sure where to start, Exj

Box provides you with everything you need to begin exporting - all in one place!  Get your business rea

You may have not tried exporting in the past because you don't have prior experience. or _ . . .
) _ 2. Finding the right market

knowledge of foreign languages. Thankfully, with Export Box, those barriers no longer exi =

which leaves you free to sell your goods and services in any foreign market. 3. The bottom line

In purchasing the Export Box for the package price of £3,000 you will get. < Reach new customers

+ Atranslated website, consisting of dedicated landing pages for specific search terms 5 Payment and delivel
(up to 5 pages - worth £150)

Get exporting

Free online seminars

v Keywords researched for target country in target language (up to 100 words - warth
£400)

Google AdWaords adverts designed in target language (5 creatives)
Multilingual PPC campaign management

£1000 worth of paid advertising on Google PPC plus a free £200 Google voucher

488 S

£1000 worth of language support which you can use for
+ Brochures and business cards
+ Email translation

+" Telephone interpreting support

Membership to the Institute of Export to support you in your venture (worth £250)

Discounted international banking with HSBC

Google

Export Adviser

With over 1.6 billion people online making hundreds of millions of searches everyday, it
is vital to have a digital presence. But is your website suitable for foreign markets?

© Reach new customers
Translating your site is one of the most important steps to interational success. Your

site might work well in the UK, but will a foreign customer understand any complex
jargon, confusing idioms or colloquial phrases that might be on there?

MNeedless to say, you also need to make sure people can find your website: search engines and pay
per click (PPC) advertising provide a simple, cost-effective way of doing this. To help UK businesses
get started we have partnered with Applied Language Solutions (a professional translation company)
to help you take your first steps with a new offering called The Export Box.

Export Box “ bet a web presence ” Dri\Etrafﬁc || Using Online Marketplaces |

rt Box H Get a web presence ” Drive traffic H Using Online Marketplaces

pplied Language Solutions.

79% of internet u
products & senices onli
and paid search results.

that search engines are their primary source when looking for
s means it is important that you have a presence in both natural

Free AdWords voucher

Google
weo£.300

FREE ADWORDS VOUCHER

Are you ready to start exporting abroad? If you
are new to AdWords, and start a campaign

targeting foreign markets, you could get a up to
£300 worth of FREE advertising to help you get

Free Alibaba.com Export Storefront: The world's largest online B2B m Export Box | Geta web presence H Drivegrafiic ” LsinaOnlinciMarketplaces

started. Contact our export sales team to find
out more.

AR TR

Exclusive discount for Alibaba.com premium membership

Top translation tips

Consider countries targeted:

Ensure all translated materials are localised for the countries being targeted. A user in Spain

Just want to get started now? Sign up to Google AdWords today!
Contact Google sales | Go to Google AdWords

Already advertising with Google AdWords? Here are some tips for how to
expand internationally:

may expect different content than a user in Mexico, for example, even though both speak the

same language.

Use English spelling & word variations:

Consider keyword spelling variations across English-speaking countries, e g. if targeting the
US, the term "tyre"” is unlikely to be searched on. whereas the term "tire” would drive more

traffic.

Keep things simple:

¥ Create a new campaign or new account for each target market in order to have budget
control

¢ Translate keywords and Ad texts Export Box offer

" Preview what the ad will look like in the desired country

¥ Set targeting to pre-defined markets and/or specific languages
¥ Set a Budget

' Schedule ads keeping in mind applicable time differences

¥ Implement Conversion Tracking and/or Google Analytics

Keep the terminology and content of the website and ad campaigns as simple as possible.
Acronyms. idioms. and technical terms will be harder to localise.



Payment and delivery Google

GO ngle Export Adviser

Home © Payment and delivery

. Get your business rea

Mew markets, new trading partners, numerous possibilities. Exploring the opportunities
2. Finding the right market = offered by international trade can be an exciting and rewarding way to grow your

2. The bottom line $ business.

At the same time, doing business in a foreign market can also expose you to new kinds
of complexities. Let HSBC and Royal Mail show you how to identify the risks, protect your business
from them, and run a smooth, successful export operation.

4. Reach new customers

o

Payment and delivery

Get exporting
Free online seminars :
HSBC 4X» g
e
Call HSBC:
Call Royal Mail:
0800 328 5558 TriE IR
Email & Website .
Website

international help@hsbc com or visit

- . Wisit www royalmail.com
www_hsbc co.ukfinternational

, ) | .
PaymentJ| Delivery |

Content supplied by HSBC.

b
The secret to success is to identify potential risks and ensure that you are HSBC ‘A’
properlv protected. For instance. in an increasinaly untrustworthw world. The world’s local bank



Creating your AdWords campaign:
new campaign or new account?
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Creating a new campaign: budget control Google

Campaigns

e campaigns

tiles
pagnan. 1
pafia N° 1
oafia Prueba
oafis Sitics

§ Intel

Billing

All online campaigns

Set up different campaigns
per product line, promotion or
targeting, to control your

budget

Ad Groups  Seftings  Ads spfiords  Networks
Change Graph Options
4
=% Url Y
# New campaign | * || More actiors... + | Search |
L] * Campaign Budget Status 7 Clicks Impr. CTR  Avg.CPC
I:l Il Campafia N° 1 €1.00/day Paused 786 160,390 0.49% €0.40
D i 2C €100.00/day Paused 18 €94 259% €0.3
|:| o Campafia Prueba €1.00/day Eligible 9 13438 0.07% €0.18
M u  Camoafia Sitios €100.00/day Pa! 0 0 000% €0.00

Select dampaign settings

Load ngs from an existing campaign: ';Iectcmlpm. v- Load settings

General

mpaign name Campaign #1

L i L and D

ocations (2) In what gecgraphical locations do you want your ads to be displayed?
(© Bundle: All countries and territories

@® Country: Ireland

(O County: Dublin, IE

Select one or more other locations

You can display additional business information with your ads. Onoe you've crested y¢

Lang ?)  What languages do your customers speak?
English Edit

Networks and devi 2 @AII svailable sites and devioes (Recommended for new advertsers)
O Let me choose..
Bidding and budget

Bidding option Basic options | Advanoed options

(® Manusl bidding for clids
J You'll set your maximum CPC bids in the next step.

to try to maximise clids for your target budget
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Creating a new campaign: budget control

Google

Assign a daily budget and CPC bids for your ad groups

‘ Campaign name  Christmas

ocations, Languages and Demographics

Locations @ In what geographical locations do you want your ads to be displayed?

* Country: Spain
‘ Edit
You can display additional business information with your ads. Once you've created your campaign, retu
Q Based on your targeted localions, you may want to target pages that use these interface
languages:
» Catalan
» English
» Spanish
Target suggested languages
L 2 What do your ?
This sefting determines whether your ad can be displayed for a specific language sefting on Google. No
(] Arabic [ German
[CJBulgarian [ Greek
[ catalan CHebrew
[] chinese (simplified) [ Hindi
[J chinese (traditional) [JHungarian
[l croatian Cicetandic
[Clczech CJindonesian
Cloanish Clttalian
Coutch O Japanese
[CJEenglish [CJKorean
[estonian Cliataan
CFilipine [ Lithuanian
[CFinnish [ norwegian
Clrrencn Clpolish

Demographic (advanced)

etworks, devices and extensions

Networks and devices () (&) All available sites and devices (Recommended for new advertisers|
Let me choose..

idding and budget

Biading option @ Basic options | Aovanced options
® Manual bidding for clicks

Q You'll set your maximum CPC bids in the next step.

to maximise clicks for your target budget

Budget © € 100 | per day
Daily budget

) sversge soand cvar the month. scius! spe:

en dsy may very

v Helect campaign setmngs Create ag group

sreate ad group

Name this ad group

An ad group should focus on one product or service. Each ad group can contain one or more ads and a set of related keyw:
Ad Group name: Ad Group #1

Create an ad

Znter your first ad here. You can create more ads later. Help me write an effective text ad

To create another ad type, save your incomplete ad group, then go to the “Ads™ tab to create your ad.

Headline Give her 8 card Ad preview

Description line 1 Plenty of Christmas cards for Give her a card

Description line 2 esch loved one. Design Yours! Plenty of Christmas cards for
Display URL [FvS—— each loved one. Design Yours!

www.Xmascards.ol
Destination URL @) [ ite: 8| | www Xmascards o

Keywords
Select keywords

Your ad can be displayed on Google when people search for the keywords that you choose here. These keywords will als
keywords that directly relate to your ad. You can add more keywords later. Help me choose effective keywords
Enter one keyword per line. Sample keywords, based on a scan of your sit

. Mo sample keywords available
christmas cards

christmnas card

Kmas card

Knas cards

Christmas card mom
christmas card husband

Estimate search waffic

Advanced option: match types

Placements
oo o
Ad group default bids (Max. CPC)

fou influence your ads position by setting its maximum cosfper click (CPC). The max CPC is the highest price that you're w
fou like.

Search € 040
Content managed placements €
Content automatic placements €

Leave blank in order to use automated bids. (2
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Creating a new account: Large campaigns Google

Campaigns [GEECIEb] Tools Billing My Account

ne campaigns “ All online campaigns

pagnan. 1 Campaigns  Ad Groups m Ads  Keywords  Networks

afia N® 1

Eaﬁa Prueba + New campaign | ﬂ Change status... = |

pafia Sitioz [0 * campaign Status (2} Location (7} Language (7} Networks & Devices (7}

ptmas [0 e B2 Eligible Ireland Englizh Al

= Intel
|:| n B2C Paused Spain Spanish All
|:| n Campagnan. 1 Paused Ireland Spanish All
O n Campafia N® 1 Paused Spain English Al
|:| . Campafa Prueba Eligible Spain Spanigh All
|:| n Campafia Sitioz Paused Spain Spanigh WManaged content placements; All devices
|:| [ ] Chriztmas Eligible Spain Spanizh All
|:| n Sitios Intel Paused Spain Spanish Managed content placements; All devices

If you are launching very large campaigns per country, it might be
better to create different accounts for easier management and
performance tracking
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Creating a new account: billing preferences Google

Keep in mind payment and currency
options available per country and set up
different accounts if it's more convenient for
your business
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Creating a new account: VAT Google

Provide your VAT number during the account creation process, or add
it later in the ‘Billing’ tab of your account, then click on ‘Edit’ next to your
VAT Information section.

[\ Prease update your VAT information.
You may be able to self-3ssess VAT charges at your EU Member State's current rate. To determine your eligibility, you must inform Googile of your purpose for adverfising with AdWords.

Home Campaigns Reporting Tools Billing My Account

Edit Billing Preferences

Advertising Purpose
luse Google AdWordsfor & ves O No
business purposes: 2
Business Address

O My business address is the same as my billing address.
O My business address is different from my billing address

VAT Information

If you have an EU VAT registration number, provide the issuing country and number below. If you do not have an EU VAT
registration number, leave both fields blank.

EU VAT issuing country: | Select a country: ¥

EU VAT registration number.
Your EU VAT registration number will be displayed on future bills

E-mail address: | mabelamunoz@gmail.com

| [SmChangu][Canoel]
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A targeting overview Google

For any given search, your ad is shown based on:

Google domain

Query entered (called query parsing)

Internet Protocol (IP) address

Language preference




Targeting by language Google

Reach one country where people speak multiple languages. You can
target up to 40 different languages.

Home Reporting Tools Billing My Account
All online campaigns “ Select campaign settings  Create ad group
[ B28 _ _
B B2c Select campaign settings

Portatiles Load settings from an existing campaign: Los

Campagna n. 1

Campafia N® 1 General
Campania Prueba

oo e

“ Campaign name | Campsign #1
Campafia Sitios paig mpaign

Christmas

A p
DVDs Germany Locations, Languages and Demographics

Locations 20 Inwhat gecgraphical locations do you want your ads to be displayed?
« Cou
Edit

You can display additional business information with your ads. Once you've created your campaign, return
campaign.

¥ [

Languages ' Whatlanguages do your customers speak?

This setting determines whether your ad can be displayed for a speci etting on Google. Note

[ Arabic
Help - [JBulgarian []Gree
: : < [ catalan [CIHebrew
'Hm Crzﬂt'lﬂg iy — O chinese (simplified) CIHingi
ﬂ;':"eﬂrc; control where my ags [ chinese (traditional) [IHungarian
) [ croatian [icelandic
How does language targeting O czech FHmdenesian
work? [ Danish
What geographical location O butch L tapanese
targeting options do | have? ElEninsh [Korean
How do | choose a budget? g E.s.to.nlan O L?NIEH X
_ 3 Crilipino [ Lithuanian
Hnsu ie an AdAlarde arcnont — i nm D NOI’WEQIEI’]
Keyboard =hortcuts French DF‘OIiSh

Help Centre

Search Help Centre | | Ga + Demographic (advanced)

Google Confidential and Proprietary 35



Targeting by language: all countries and territories ~ Google

Click on the ‘new campaign’ button on your campaign summary page under ‘campaigns’
or ‘settings’, or click on an existing campaign name and edit the language targeting
option in ‘settings’

Campaigns Reporting Tools Billing My Account

ne campaigns “ Al online campaigns

pagnan. 1 Campaigns  Ad Group@ds Keywords Networks
pafia N7 1 +Newc-a@ Edit Change status... =
pana Prueba

pafia Sitios L ‘Campaign Status (7 Location (2 Language (7 Networks & Devices (7
pimas e B2B Eligitle reland English Al
= Intel
Y. Paused Spain Span
i B2t . . Campaigns [EEGT] Tools Billing My Account
1] Campagna n. 1 Paused Ireland Span .
ne campaigns % Select campaign settings Create ad group
Campafia N® 1 Paused Spain Engli

Select campaign settings

R O Y o O O o

L] Camparia Prueba Eligible Spain Span
pagnan. 1 Load settings from an existing campaign Load settings
11 Campafa Sitios Pauzed Spain Spanpafia N 1
pafia Prueba General
™ Chriztmas Eligible Spain S|:anpaﬁﬂ Sitins
Limas Campaign name | cCampsign #1
1] Sitios Intel Paused Spain Span
= Intel
Locations, Languages and Demographics

Locations at geographical locations do you wa
#5iBundle: All countries and territories
(O Country: Ireland
) County. DD
Select one or more other locations

gur ads to be displayed?

You can display additional business information with your ads. Once you've created your campaign, return to tl

= Languags
-~

' Whatlanguages do ydyr customers speak?
English Edit

ting a new campaign.
| control where my ads .
-3 Demographic (advanced)



Targeting by language: create a list of countries

Google

You also can set your campaign target to a specific language and

create a list of countries where that language is spoken

Select a Location

Browse Search

Custom

Use bundles to select several countries. (2

Chile (Country) -
razil (Country)
cuador (Country)
exico (Country)

aiti (Country)

rench Guiana (Country) H
uaternala (Country)
ominican Republic (Country)

enezuela (Country)
uerto Rico (Country)

Sele&ed/ocahons remaove all | view all on mag
PU¥re Rico (Country) %
Venezuela (Country)
Cominican Republic (Country) 5
Mexico (Country)
Ecuador (Country) X
Brazil (Country)
Chile (Country) &
El Salvador (Country) &

il

IEEEHOOOEEEED

Exclude areas within selected locations (%

Arzss on map sre approximate.
Le=rn rare about how AdWords targsts ads.

Dizsble map

Google Confidential and Proprietary
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Targeting by country

Google

In some cases you might prefer to target a specific country
and language

Campaigns

ne campaigns

aliles
pagna n. 1
paiia N° 1
paiia Prueba
pafia Sitios.
tmas

< Germany
& Intel
pa

Billing My Ac:

Selectcampaign sefings ~ Create ad group

Select campaign seftings

Load settings from an existing campaign: | Select campaign... (¥ \ | Load settings

General

Campaign name | DVDs Gamany

Locations, Languages and Demographics

Languages 7' Whatlanguages do your customers speak?

[ arabic German
[JBulgarian [ Greek

ting & new campaign | O catalan - O Hehr.ew

| control where my ads [ chinese (simplified) [ Hindi
[Jchinese (traditional) [JHungarian
[ croatian [icelandic

es language targeling Oczeen Oindonesian

7 Cpanish O ttatian

Eographical location Cbutch D_Japa"ese

g options do | have? DEngI\Eh DKoreaﬂ

I choose a budget? [JEstonian [ Latvian
OFiliping O Lithuanian

AdWord: it
nAciorcsaco” o [JFinnish [ Norwegian
A oharted: | al | al

[ocations e all | view all on map
| Germany (Country)

Select a Location

Bundles Browse

Custom

Use bundles to select several countries. 2

[T Portugal (Country)
[ Ireland (Country)
[ Greece (Country)
[J Norway (Country)
[J Finland (Country)
[ Liechtenstein (Country)
[J sweden (Country)
[J United Kingdom (Country)
[J san Marino (Country)
Germany (Country)
@[] Europe (Bundle) ]

1>

Exclude areas within selected locations )

Areas on map are approximate.
Learn more about how AdWords targets ads,

i
"/ Slovensko,

ooy Wie0E N Budapest.—oisi
+ Selectlocation: X
Mrecio 1" | No Iocatiqn found.
P 2 || Please click near map labels.
e

| save | [cancel |
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Targeting by region or city Google

If your business is limited to specific geographic area, or you want
to allocate more budget to a certain region, you can target only

regions or cities

Select a Location
r Bundles ¢ Browse Search Custom

Click @ to see cities, metros, states or regio

@/~ Baden-Wirttemberg (State)
@ - Bayern (State)

i |

Location:
Germany (Country)

@/ Brandenburg (State)
# - Bremen (State)
@ | Hamburg (State)

@ Hessen(State) |
EE i 1l B |

4[] Cleethorpes, ENG, GB (Town/City)
'[] England, GB (Country)

View bundles of countries ®

Selected locations remove all | view all on map
Germany (Country)

No location found.
Please click near map labels.

s

Exclude areas within selected locations (%)

Learn more about how AdWords targets ads.

| save | | cancel
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Customized targeting Google

You can define your area by using:

Map point

Custom shape

Bulk




Customized targeting

Goo

C

ct a Location

Bundles Search Custom

Map point | Custom shape |
Target a custom location

Click the map or enter an address below.

Location: @ A% Location:
£.g. 90210 or 350 5th Ave. New York, NY.
_ | Allow address to show in myads @

5 km around Berlin, DE (Custom)

Not selected
Show my ads within[§__ | km | use mi
16 km (10 mi) minimum s recommended. (2) Show ads here
View onmap | [_Add
Selected locations remove all | view all on map

Germany (Country) &/

@

Areas on map are approximate.
Leam more about how AdWords targets ads.

[save] [Sancai]
Custom shape

Map point | Custom shape | Bulk @
Paste or type one location per line, up to 100
ocations.

Selected locations
Germany (Country) &/

Exclude areas within selected locations )

Arasz on map are spproximate.
Learn more sbout how AdWords targats ads.

Map point

Select a Location
Bundles T Browse

Map point | Custom shape | Bulk 2/

—Target a custom
1. Click and drag the map to show the area
that you want to target. Click + and - to zoom
in or out.
2. Outline your target area by clicking 3 or
more points on the map. 2
2 1inas mavnat rraes and the lact ik ¥
[Enter or 3t
52.552433, 13.363907 o]
52.531344, 13.472054 g‘
52.494153, 13.400642 -
52.524869, 13.343994 v

(o] e o]

Selected locations remove all | view all on map |
Germany (Country)

Exclude areas within selected locations 2

[save]

Bulk
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How to design your new language
campaign

Overview and tools
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Campaign structure

Google

[An AdWords account should contain one campaign per target language

ADGROUP # 1

Ad Text:

Noticias Jockey

Toda la Informacién de
Jockey en Nuestra Web

www.jockey.es

Keywords:

jockey

noticias jockey
informacion jockey
Informacién jockey

N—

CAMPAIGN:
SPORTS NEWS

SPAIN

ADGROUP #2

—
Ad Text:

Noticias Jockey

Toda la Informacion de
Jockey en Nuestra Web

www.hockey.com

Keywords:
jockey

noticias jockey
informacion jockey
Informacién jockey




Ad text and keywords Google

Make sure that your keyword list and ad texts for each ad group are both
In the target language.

(2%

1

Keyword: (3 Hotels in Manchester
' ‘ Come check our rates for Hotels in
Hotel centro Manchester Manchester. Don't miss the offers!
4

www_hotelsmanchester.com




Design your campaign: Keyword Tool

You can use this tool for additional language campaigns to:

find and add new keywords to your ad groups

refine your keyword list

find negative keywords

Google



Design your campaign: Keyword Tool

Home Campaigns Reporting Billing

Tools

Optimise Your Ads

» Campaign Optimiser
Looking for ways to boostthe performance of your
ads? The Campaign Optimiser automatically creates
a customised proposal for your campaign.

+ Keyword Tool

eyword performance statistics
like advertiser competition and search volume.

» Search-based Keyword Tool
Get new keyword ideas based on actual Google
search queries and matched to specific pages of your
website.

» Mew Flacement Tool (beta) New!
Try the new Placement Tool to find new placements.

+ Edit Campaign MNegative Keywords
MNow you can manage your negative keywaords - which
help you reduce wasted clicks - atthe campaign level.

+ Site and Category Exclusion
Refine your Google Metwork targeting by preventing
individual websites or categories of web pages from
showing your ads.

« [P Fxrlusinn

My Account

Analyse Your Ad Performance

+ Ads Diagnostic Tool
Are your ads showing for a particular search? F
out here.

+ Ads Preview Tool

See your ad on Google without accruing extra
impressions and preview your ad as it appears
maacs in other geographic locations.

* Disapproved Ads
Find out which ads have been disapproved a

+ Conversion Tracking
It's time to make your campaign more efficient
improve your ROI. Learn which ads are the bes
helping you reach your goals.

* My Change History
Browse changes that you've made to your acca
since 1 January 2006.

Optimise Your Website

* Website Optimiser
Experiment with different versions of a page on
website to discover the best content for boostir]
business.

Google

You can find this tool
under the ‘Tools’ tab of
your AdWords account




Keyword Tool: edit language and country Go

Home Campaigns Reporting Tools Billing My Account
Tools = Keyword Tool

New Take a look at the New Keywaord Tool (beta).

Keyword Tool
UUse the Keyword Tool to get new keyword ideas. Select an option below to enter a few descriptive words or phrases, ortype in your wehsite’s URL. Keyword Tool Tips

Important note: We cannot guarantee that these keywords will improve your campaign performance. We reserve the right to disapprove any keywords you add. You are
responsible for the keywords that you select and for ensuring that your use of the keywords does notviolate any applicable laws.

Results are tailored to the languages and countries you choose below:

Chinese (traditional) || Canada A
Danish China

|| Denmark
Firttamd
France

Enter one keyword or phrase per line: Selected Keywords:
® Descriptive words or phrases duds Click "Save to Ad Group® when you have fir
(e.q. green tea) keyword list
O Website content Use synonyms No keywords added yet

(e.g. www.example co.uk/product?id=74893) ¥ EIRET T TesT +4

Get keyword ideas

Save keywords to:

Campaign
Ad Group: | Holidays Spain General %

/
Kl'he Ke d '
yword Tool will
help you identify
synonyms commonly

used by usersin a
specific language
Kp guag Y.

~

gle



Choose when to show your ads

Ad scheduling
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Ad scheduling Google

Enable ad scheduling for a campaign under the ‘settings’ tab

Ads Keywords Hetworks

Ad Groups Settings

Campaign settings

Reporting Tools Billing My Account

All online campaigns " All enline campaigns = General

[l 828 & Campaign: B2C

o Campaignname B2C Edit
B2 Il Paused Budget€100.00/day Targeting: All networks; All devices

Portatiles

[ campagna n. 1 Locations, Languages and Demographics

L1 Campafia N= 1

Ad Groups Keywords  Networks Locations ' Inwhat geographical locations do you want your ads to be displayed?

L1 Campafia Prueba « Country; Spain
[ Campaiia Sitios Campa Edit
! Christmas © Show relevant addresses with your ads (advanced) (2

[ DvD= Germany General

Languages 7' Spanish Edit

Demographic (advanced)
Networks, devices and extensions
Metworks and devices =0 All  Edit
Bidding and budget
Bidding option ©** Focus on clicks, manual maximum CPC bidding Edit
Budget » €100.00/day Edit

Position preference, delivery method (advanced)

Advanced settings

Schedule: Start date, end date, ad scheduling
Startdate 14 Nov 2007 Edit

End date 31 Dec 2037 Edit

Ad scheduling = Display ads all days and hours Edit
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Ad scheduling: Basic and bid Adjustment Modes

Google

Click ‘Bid adjustment’
to increase or decrease
your CPC bid (%) for
certain days or hours

- . N
Edit days and times below. When you're happy with the schedule, click "Save™. To bid mare or less during particular time periods, CI ICk on a day and CI ICk On
switch to the bid adjustment mode. (You can always switch back.) . y
Reset to all days and hours adjustment (& Clock: 12 hour | 24 hour the X to pause or SeIeCt an
Day Me period Midnight L ONG . 5:00 AT foon 4:00 P, P.M. hour range for pUb||Cat|On ]
e || Do« ot ) < N - - You can add different time
Tuesday [ Midnignt '~ | 1o Midnignt v | x VMY MEME  FMR
i+ Add ancther time period: .... .... .... p er | O d S
OK || Copy = || Cancel K /
e ¥ UMEY PUMY UEeY 4994
Friday reingatcey [ HpEE HEEE EEEE EEEE EEEE
ENE EENE EENEE EEEE NEEN
sweay  rnngaicsy [l HEEE HEEE ENEE ENEE NEEN
Ad schedule 3]
Edit days and times below. When you're happy with the schedule, click "Save”. To bid more or less during particular time periods,
switch to the bid adjustment mode. (You can always switch back.)
| save || Cancsl | Reset to all days and hours Mode: Basic Clock: 12 hour | 24 hour

8:00 A.M. Noon 4:00 P.M. 8.00 P.M.

Day . i I by
Monday [Midnight |+ | to | Midnight ~|[ 100 % x
Tuesday [Midnight | to| Midnight [»[ 100 |% x
Wednesdal| | ©

oo | 20 Gt Fomon)

Friday U{unning arday 100%  [EIEE ..!.
Saturday Running allday  100% ...l ....
Sunday romingatday  100% [ HEEE
(ae) (o]

{GMT+00:00) Dublin
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Website Optimizer

Test elements on your website
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How Website optimizer works

Home Campaigns

Tools

Optimise Your Ads

+ Campaign Optimiser
Looking for ways to boost the performance of your
ads? The Campaign Optimiser automatically creates
a customised proposal for your campaign.

+ Keyword Tool
Build a master list of new keywords for your Ad Groups
and review detailed keyword performance statistics
like advertiser competition and search volume.

+ Search-based Keyword Tool
Get new keyword ideas based on actual Google
search queries and matched to specific pages of your
website.

+* Mew Placement Tool (beta) Mew!
Try the new Placement Tool to find new placements.

+ Edit Campaign Meqgative Keyvwords
Mow you can manage your negative keywords - which
help you reduce wasted clicks - atthe campaiagn level.

+ Site and Category Exclusion
Refine your Google Metwork targeting by preventing
individual websites or categories of web pages from
showing your ads.

= |IP Fyclisinn

Reporting Billing

My Account

Analyse Your Ad Performance

+ Ads Diagnostic Tool
Are your ads showing for a particular search? R
out here.

+ Ads Preview Tool
See your ad on Google without accruing extra
impressions and preview your ad as it appears
users in other geographic locations.

+* Disapproved Ads
Find out which ads have been disapproved an

+» Conversion Tracking
It's time to make your campaign more efficient
improve your ROl Learn which ads are the bes
helping you reach your goals.

+ Iy Change History
Browse changes that you've made to your acca
since 1 January 2006.

+ Website Optimiser
Experiment with diffe
ehsite to diseoVer the best content for boostin

Google

AIB experiment setup: Name your experiment and identify pages

1. Name your experiment
The experiment name will help you to distinguish this experiment from others; your users w

Experiment name:

|Xmas campaign
Example: My home page test Mumber 1

2. Identify the pages you want to test

Add as many variations as you like, naming them so that you can easily distinguish them in
by your users, so after your experiment finishes, you may want to keep these URLs valid. Ld

Original page URL:(?

MName:

| |1f http:/fadwords-es. blogspot co
FageTo

Mame: Page variation URL:(2

|‘\-"E|riatior1 1 |1f http:/ladwords-es. blogspot.com/

Page found

+F Add another page variation

3. Identify your conversion page

This is an existing page that users reach after completing a successful conversion. For exa
newsletter orfills in a contact form. Learn more

Conversion page URL:
http:/www. blogger.comiprofil

Page found

24330261190631

Continue »

Learn more about Website Optimiser: http://www.google.com/websiteoptimiser



http://www.google.com/websiteoptimiser

How to install Website Optimizer Google

A/B Experiment Set-up: Install and Validate JavaScript Tags You can send the url provided to your

web team to obtain javascript tags for
your pages, or do it your self

Mow you need to add the Website Optimiser JavaScript tags to your pages’ source code.

Who will install and validate the JavaScript tags?

& Your web team will install and validate JavaScript tags
Google will provide a link to the installation and validation in
to this page.

ctions for you to send to yo

{7 You will install and validate the JavaScript tags
You should be comfortable with basic HTML editing, have access to your web p

You have chosen to have someone else install the JavaScript code for thi

Email the following URL to your web team so that they can install and vaghtate the JavaScript tags

http:/fadwords.google comianaltics/siteoptiab_install_instructions ?experiment=EAAAAl! @ Vie

Click 'Check Status’ to view the installation status. Return to this page and click "Check Status’ on

Installation status Installation not completed Check status

= Back

Learn more about Website Optimiser: http://www.google.com/websiteoptimiser



http://www.google.com/websiteoptimiser

How to install Website Optimizer

Google

% New A/B Experiment
Step 2: Install and validate JavaScript tags

Change your mind about the installation? You can go back and send instructions to your web team.

Once you have pasted the JavaScript tags onto each of your experiment pages and uploaded them to your web
everything is good to go.

1. Original page: add control and tracking scripts

4. Publish and validate your p

Original: {® hitp:fadwaords-es blogspot. com/

After you add your tags, publish

View a sample source code

ages

your updated test, variation and conversion pages on the web,

Google will check your pages to make sure that the scripts are correctly placed.

== Control Script: Paste the following at the beginning of

Validate pages Q Pages not accessible? Click "Validate pages™ anyway. If we cant access
<!-- Google Webaite Optimizer Control Scri pag something, we'll ask you to manually upload your pages for validation.

<script>

function utmx section() {}function utmx() {

{function () {var k="0431736818",d=document, I=0. IOCETI0N, C=0.COOKIE; \

Tracking Script: Paste the following at the end of your original page's source code. (2

= | —— Googgle Websjte Optimizer Tracking Scriph —-— a3
<gcript type="text/jevascript™> =
if {typeof ({_gat) !="object')document.write ("<sc'+"'ript src="http'+ B \
{document.location.protocol=—="https:"2"3://331":": //www" ) + w

2. Variation pages: add tracking script to each page

Variation 1: http:ifadwaords-es.blogspot.comisearchilabelMoticias

Tracking Script: Paste the following at the very end of all (1) of your variation pages’ Source coc

==l |<!-- Google Website Optimizer Tracking Script ——> -
<3cript type="text/jevascript™> =
if ({typeof ({_gat) !="object")document.write ("<sc'+"'ript src="http'+
{document.location.protocol=—="https:"2"3://331":": //www" ) + w

N

[ # 2 Validate the pages ]

# 1 Copy and paste javascript tags
onto your experiment pages and
upload to your web server

Learn more about Website Optimiser: http://www.google.com/websiteoptimiser
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Conversion Tracking

Track your AdWords campaign results effectively
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What Iis Conversion Tracking? Google

Campaign Management Reports Analytics My Account

Account Snapshot | Campaign Summary | Tools | Conversion Tracking | Website Optimizer | Ad Creation Marketplace

Tools
Optimize Your Ads Analyze Your Ad Performance
» Campaign Optimizer New! » Ads Diagnostic Tool
Looking for ways to boost the performance of your ads? Are your ads showing for a particular search? Find out
The Campaign Optimizer automatically creates a here.

customized proposal for your campaign.
» Ads Preview Tool New!

= Keyword Tool See your ad on Google without accruing extra
Build a master list of new keywords for your ad groups impressions, and preview your ad as it appears to
and review detailed keyword performance statistics like users in other geographic locations.
advertiser competition and search volume.
= Disapproved Ads
= Edit Campaign Megative Keywords ; ich ads ha roved and why.

Now you can manage your negative keywords—-which <

help you reduce wasted clicks—at the campaign level. - Conversion Tracking

's time to make your campaign

« Site and Category Exclusion New! improve your ROTCeamn which ads are the best at
Refine your Google Network targeting by preventing helping you reach your goals.
individual websites or categories of webpages from
showing your ads. « My Change History
Browse changes you've made to your account since
« |P Exclusion January 1, 2006.

Refine your targeting by pre
Protocol (IP) addresses frg

Home Campaigns Reporting Billing My Account

» Traffic Estimator

Thinking about trying a ney . .
see an estimate of how we Conversion Tra(:klng

« Ad Creation Marketplace M Conversion Tracking
Find a specialisttohelp vt |ncrease your profits. + Create vour first action.

® |ncrease your profits by using Action Tracking to make mare lucrative advertising decisions.
® Save time by using new tools that make it easier to achieve your desired advertising ROI.
» Bestof all, its FREE!

Learn more | Setup Guide | Detailed Help

Learn more about Conversion Tracking: http://adwords.google.com/support/aw/bin/answer.py?hl=en&answer=86269



http://adwords.google.com/support/aw/bin/answer.py?hl=en&answer=86269

How does conversion tracking work? Google

Define action.
Name your action: Thi niify your action later. Home  Campaigns Reporting Billing My Account
For example: request info, widget sale confirmaty Create an Action.
— v
This actianT cking: 12 Define Action & Conversion Page > Insert Code
fon: (5 ) ) ) ) ) Add the tracking code to evel where a user reaches the action. Insertion T
Revenue for your action: %) Proyide an amount to track this action's value to you. This value i na Ty page I

(aptiansl) campaigns in any way. 1. Click in the box below to select all code, then copy your selection.

€|:| » Make sure to copy the code in its entirety. If you dont copy it all, conversions

2. Paste the tracking code into the source code of your action page.
» Make sure to insert the code between the =body= and =/body= tags. If you do
Describe page where action is completed.

Provide details about the page where you will insert the action code, so we can format the code properly.
<1—— Google Code for Xmas sales

b Conversion Page -->
<script type="text/javascript">
Zl==
var google conversion id = 1068475785;
var google_conversion language = "en GB";
Customise tracl(ing indicator. var google conversion format = "17;
var google_ conversion color = "EffffFf";
var google_ conversion label = N
" _H19CPuépwEQicu- QM":

® F@g‘ggg{;@:@; o) :"éiiﬂe'éiié'i O | None var google conversion value = 07

Choose text format: . more o L Sms i
1 SELIEE </script>

<script type="text/javascript"™
src="https://www.googleadservices.con

ﬂ fnanead/conversion.is"s

>

To maintain user trust and protect their privacy, you may want to consider telling users about your tracking m
priva E

Customise background colour:  # fﬂ[ |—| Choose colour

£3

[xBackJ/[SaveAa:tion&Gei [ « Back ] [RetumtoComwersionTmcking]

( o , .
A cookie is placed on a user’s computer who clicks
on your ad. When the user reaches your
conversion page, it connects with the code and

tracks a conversion
\_ y,

Learn more about Conversion Tracking: http://adwords.google.com/support/aw/bin/answer.py?hl=en&answer=86269
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Google Analytics

Know your traffic worldwide
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Google Analytics Google

55 Dashboard
£ Visitors

=, Traffic Sources

Direct Traffic

/ Referring Sites

GOUSle Analytics Setlings | My Account| Help | Sign Out
Search Engines www,gong\eslnre,com ~ O ST Google Store |
All Traffic Sources &i Dashboard
» Saved Reports
¥ AdWords 8 Visitors Dashboard Aug 1, 2008 - Aug 31, 2008 ~
You can see |77 oo T cooner ENETED
6000 — ol — e e e 6,000
Campaigns PE I g T S
‘& Ecommerce
Wh e re yo u r Ad Versions o 3000 3000
Email
VI S |t0 rS are D Content - TAugusi 3, 2008 TAgust 11, 2008 TAugust 18, 2008 TAugust2s, 2008
Help Resources
i P Goals (7) About this Report Site Usage
kco min g frO m ) gﬁ T 457,584 visits 72.06% Bounce Rate
T 373,675 Pageviews T 00:00:47 Avg. Time on Site

& Custom Reporting ==

93.32% % New Visits

% Traffic Sources Overview % Content Overview
Pages Pageviews % Pageviews

2.37 Pages/visit

My Customizations M Referring Sites
114,027.00 (72.36%) Jeateqory asp7eatid=searchdsearchtype 89,549 2407%
[F custom Reports 3=t ® Direct Traffic
23,693.00 (15.04%) Idefault asp 61,580 16.48%
=tz M Search Engines
@ Advanced Segments To 58500 (12 80%%) Mhome asp 3422 sa1%
il Other [category aspZcatid=5 19,372 5.18%
=1 Email omer ostenory seo7calil=5
[category.asp?catid=1 15,521 4.15%
view report view report

6000 6,000 ’\
3,000 3,000 "

Learn more about Google Analytics: http://www.google.com/analytics
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How to install Google Analytics

Google

[Us English || |[ search |

Google Analytics

HOME PRODUCT SUPPORT EDUCATION PARTNERS BLOG

It's easy—and free!

Google wants you to attract more of the traffic you are looking for, and help you tum
mare visitors into customers.

Don't have a Google account?

Sign Up Now

Use Google Analytics to learn which online marketing initiatives are cost effective
and see how visitors actually interact with your site. Make informed site design
improvements, drive targeted traffic, and increase your conversions and profits.

Sign in to Google Analytics with your
Gougle Account

Email: mabelamunoz@gmail.com

Password: (

Sign up now, it's easy—and free!

s

Go to google.com/analytics
and sign up with your Google

Can't access vour account?
Sign in as a different user

©2009 - Analytics Home - Terms of Sewvice - Privacy Policy - Contact Us

Home Reporting ~  Tools Billing M account
Repors
All online campaigns >

line cg
Change history

ppaigns
[ B2s

[ mac Conversions

[ campagna n. 1 SV EET= R B Ad Groups  Settings  Ads  Keyword
1 campafia M@ 1 Wehbsite Optimiser ge Graph Options

[ campafia Prusba 43

(3 campafia Sitios r

account, or access the tool
through your AdWords

account
o

Learn more about Google Analytics: http://www.google.com/analytics
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How to install Google Analytics Google

e e EOUT—D]
Overview » Events & Microsites (Edit account settings) GO Ogle Analytlcs

Analytics Settings | VRGN e Click to select Website Profile

Name4+ Reports | Status Visits Avg. Time on Site Create New Website Profile
http:iisites.google.com/ UA-6589428-1 Choose Website Profile Type I
OpenSocial Hackathon SG View report < 21 00:01:09

Please decide if you would like to create an additional profile for an existing domain, or create a profile to track a new domain.
http:/fsites.google.com/gamasterclass UA-6588428-2

: 01 . ) Add a Profile for an existin
sites.google.com/gamasterclass Wiew report « 891 00:01:52 Add a Profile for a new domain OR ! g
domain
Add Website Profiles | User Managers Add a Profile for a new domain I
A profile allows you to track a website andior create differentviews of | Number of Users: 2
the reporting data using filters. Learn more Add or edit Users. Learn more . . R
Please provide the URL of the site you would like to track.

|mmrw.myd0main.c0m

Examples: www.mywebsite.com
Mote: You can add more profiles after you add this profile

Instructions for adding tracking

Time zone country or territory: | Singapore El
N ETRIETS LR EREIR | Legacy Tracking Code (urchin.js)

Time zone: (GMT+08:00) Singapore

Copy the following code block into every webpage you want to track immediately before the </body
If your site has dynamic content you can use a common include or a template. Leamn More Cancel

Use this tracking code to gain access to a wide range of exciting new features as they become available.
<script type="text/javascript">

war gaJsHost = [ ("https:" == document.location.protocoll ? "https://=s1." @ "hoop://www
document.write (unescape ("$3Cscript sro='" + gadsHost + ['google-analytics.com/ga.js' typ
</script>

<script type="text/javascript">

try {

var pageTracker = _gat._getTracker ("UA-6589428-1");
pageTracker. trackPageview():
tecatchlern) Jio/scripts

4 m 3

Learn more about Google Analytics: http://www.google.com/analytics
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Useful Resources Google

Export Adviser: http://www.google.co.uk/intl/en/exportadviser/

Internet Stats: Latest industry facts and insights collected by a number
of 3 party sources
http://www.google.co.uk/intl/en/landing/internetstats/

Google Analytics help centre: http://www.google.com/support/analytics

Website Optimizer help centre:
https://www.google.com/accounts/ServiceLogin?service=websiteoptimi
zer&continue=http://www.google.com/analytics/siteopt/%3Fet%3Dreset
%26h|1%3Den-GB&hl=en-GB

Conversion Room blog: http://conversionroom.blogspot.com/

AdWords help centre: https://adwords.google.com/support/aw/
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http://conversionroom.blogspot.com/
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Google

Thanks!




