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Presentation Overview

What is AdWords?

What is the Online Marketing Challenge?
• Overview of the Challenge
• Adoption considerations for the Challenge

Measuring and judging an AdWords campaign

Integrating the Challenge into marketing courses

Experiences in the Inaugural Online Marketing Chall enge
• Instructor Challenges and Pitfalls
• Common Student Mistakes and Complaints
• Benefits of the Challenge

Questions and Discussion



WHAT IS ADWORDS?
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Sponsored Listings
Your message reaches customers at the 
moment they demonstrate interest

Query

Natural Search
Results generated algorithmically – unbiased and unpaid

No charge unless an AdWords Sponsored Link is click ed.

AdWords are Sponsored Links



Google Advertising Auction
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Speed
Google auctions close almost instantaneously

Scale
Live auction run for almost every single query –

every user, everywhere around the world

Quality
In addition to “price” there’s a consumer

component – critical for usefulness
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Designed Around Advertiser Goals

• You Control the Cost per Click

• You Control the Daily Spending Limit

• You Decide where your Ads Appear

• You Control your Marketing Messaging

• Reports to Track the Total Number of Clicks and Conversions 
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Designed To Reward Relevance 

Max CPCRank Index Quality Score= x

Key driver: 

Click Through Rate
Max you will pay for a 

click

Driver of your rank 
among sponsored 

listings

Better 
integration 
with offline

Better copy 
and keywords

Higher click 
through

Higher rank 
for same max 

CPC

More leads

Lower spend

or
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1 Choose regions 
where you want 
your ads to show

2
Use the line-by 
line template to 
write your ad text

4 Set your cost and 
billing settings 3 Choose keywords

that will trigger 
your ads

Four Simple Steps To Campaign Completion
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WHAT IS THE GOOGLE 
ONLINE MARKETING 
CHALLENGE?
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What is it?
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Background
• Collaborative partnership between Google and 

Academics

Timeline
• Fall 2007

o Professor-only Beta Competition
o Beta trials in two classes
o Announcement on ELMAR and a few other 

lists
• Spring 2008: “Soft Launch”

o 8,000+ students from 47 countries participated
o Feedback from students, professors and client 

businesses 

Overview
• Student teams receive $200 credit for AdWords 

and work with local businesses to devise effective 
online marketing campaigns

• Student teams submit two written reports 



Basic Steps

1. Professor registers their class or student organization

2. Students recruit a local business client

3. Students develop and submit pre-campaign proposal

4. Students run a 3 week AdWords campaign

5. Students develop and submit a post-campaign summary

6. Google judges teams on a proprietary algorithm

7. Academics judge teams on written reports

8. Ten winners flown to Google Headquarters 
� Global winner

� Three regional winners (Americas, EMEA, Asia Pacific)

� Six regional finalists (Americas, EMEA, Asia Pacific)
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Online Resources

Google Online Marketing Challenge Website

• www.google.com/onlinechallenge/

Google Group for the Online Marketing Challenge

• http://groups.google.com/group/onlinechallenge

Unofficial Google Online Marketing Challenge Networ k

• www.gomcha.com
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Adoption Considerations for the Challenge

School regulations
• Using the Challenge as part of the course’s assessment

Time Management
• Balancing the time commitment with regular coursework

Student Buy-In
• Will enjoy the project
• Enhance job opportunities

Business Buy-In
• Improved online marketing
• Free online advertising

Professor Buy-In 
• Trial AdWords
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MEASURING CAMPAIGN 
PERFORMANCE
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The Algorithm: Initial Metrics Possibilities

CTR, CPC

Company satisfaction 
scores

Pros

ROI

Cons

- Ideal metric

- Concrete goals for the 
students
-Good indication of traffic and 
cost
-Good indication of ads quality

- Company satisfaction may 
be a good proxy for ROI

- No access to advertiser’s 
webpage; no ability to track 
conversions
- Students have little control over 
quality of webpage

- CPC and CTR differ drastically 
between verticals

- Little differentiation between 
company satisfaction scores
- Students advertising for their 
parent's/friend's business might have 
an unfair advantage



The Algorithm

• The final scoring algorithm incorporates over 30 si gnals 
covering:

� Performance 
� Account structure
� Tool usage
� Advertiser savviness
� Budget management

• Signal weighting took into account feedback from se veral focus 
groups with Account Optimizers, Managers, and AdWor ds 
Engineers at Google

• The algorithm was tested on several Beta competitio n groups
� Numerical results from the algorithm were compared to qualitative ratings of 

accounts by Google Account Optimizers
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INTEGRATING THE 
CHALLENGE INTO THE 
CLASSROOM
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Curriculum Fit

Direct Marketing Context and Broad Fit for Many Cou rses
• Experiential learning at its finest

Fit for Functional Areas:
• Marketing Management

� Integration of PPC into a marketing plan
• Consumer Behavior

� Development of strategy based on consumer online search 
• Advertising and Promotion

� Development and management of ad campaign (online and offline)
• Internet Marketing

� Access to web tools and online tracking
• Marketing Research

� Experimental Testing and Analytics
• Entreprenuership

� Small business consulting opportunity

Caveat:  The Challenge takes time and effort
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The Challenge and Traditional Direct Marketing-Similarities

• Highly Targeted

• Metrics-Based

• Efficient



The Challenge and Traditional Direct Marketing - Differences

• Customer-driven

• Real time results

• Change-on-the-fly



OUR EXPERIENCE
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Instructor Learning, Problems and GOMC Assistance

Climbing the AdWords Learning Curve
• Learning by Reading – the Google materials are very “skimmable”
• Learning by Doing – Request and use a voucher

Students’ Ability of Follow Instructions
• Registration process
• Google’s response time
• GOMC grading rubric

In Class vs. Out of Class- Instructor Option
• Devote classes to how AdWords  works
• Schedule “lab” hours for questions
• Office hours
• Review Pre-Campaign Strategy before upload to Google
• Provide the Google “textbook”
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Common Student Issues

Identifying “Good” Clients
• Finding a client that is accessible, helpful, & in a “good” industry
• Good website or willing to adapt/insert pages
• Site does NOT have to be transactional
• Client can be anywhere

Operational Issues
• Mastering the AdWords interface
• Recovering from early stumbles

Team Issues
• Scheduling
• Leadership and control

Checking results can become addictive
• Students may get carried away checking the results
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Benefits of the Challenge

University
• Community Outreach
• Positive PR

Students
• Experiential learning
• Internships and job opportunities

Small/Mid-size Business Clients
• Trial of Search Engine Marketing
• Free consulting
• Increased business
• "clicks" without sales

25



Benefits of the Challenge

Faculty
• Enthusiastically received assignments 
• Teaching Materials
• Google Rubric
• Grading
• Research Opportunities

Google
• Engagement with the academic community
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QUESTIONS?
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