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Presentation Overview Google

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

What is AdWords?
o Getting up to speed on AdWords

Integrating the Challenge into various marketing co urses
Experiences with the Inaugural Online Marketing Cha  llenge
 Instructor Challenges and Pitfalls

« Common Student Mistakes and Complaints
» Benefits of the Challenge

Questions and Discussion



WHAT IS THE ONLINE
MARKETING CHALLENGE?




What is it? Google

Background
o 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

e 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
o Student teams submit two written reports



Professor registers their class or student organization
Students recruit a local business to work with
Students develop and submit pre-campaign proposal
Students run a 3 week AdWords campaign

Students develop and submit a post-campaign summary

o bk W D E

Ten winners selected and flown to Google Headquarters
Global winner
Three regional winners (Americas, EMEA, Asia Pacific)
Six regional finalists (Americas, EMEA, Asia Pacific)



Online Resources Google

Google Online Marketing Challenge Website

o Www.qoogle.com/onlinechallenge/

Google Group for the Online Marketing Challenge

e http://groups.qgoogle.com/qgroup/onlinechallenge

Unofficial Google Online Marketing Challenge Networ Kk

e WWw.gomcha.com




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
e Trial AdWords



WHAT IS ADWORDS?




AdWords are Sponsored Links Google

I Query

Interflora Flowers
wnwinterflora.co.uk Order fram the flower experts. Fabulous flowers from just £18.00.

Hand delivered flowers

Let Interflara. co.uk send flowers an your behalf with aur expert florists whao use the finest
flowers and personally deliver by hand to ensure that your gift ...

whini interflora, co.ukdpage. xml?page_id=2130543 - 32k - Cached - Similar pages

No charge unless an AdWords Sponsored Link is click ed.

Hand tieds. Delivered with flower stems in a water bubble for ...
whwewe. netflora co.uks - 31k - Cached - Similar pages

=ame Day Flower Deliveries from Valueflora.com - the same day florist
Flowers delivered Same Day - Same Day Flower Deliveries - Flowers Today ... flowers by
hand, delivered by hand bouguet, flowers via local shop, florist shop ...

i valueflora. com/ukdtoday htrl - 22k - Cached - Similar pages

Natural Search Sponsored Listings
Results generated algorithmically — unbiased and unpaid Your message reaches customers at the
moment they demonstrate interest



Google Advertising Auction

GOC)gle |markating consulting | et ol il

Google

Weh Results 1- 10 of about 15,100,000 for marketing (0,25 seconds)

Speed
Google auctions close almost instantaneously

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

component — critical for usefulness

Scale
Live auction run for almost every single query —
every user, everywhere around the world

Sponsored Links

Marketing Solutions

Gontact Agquent and get connected to
expetienced marketing professionals
W, acuent. com

Your Marketing Consultant

Breakthru strategy & positioning,

Great name, slogan, headline & copy
RonRichards Resultslab. com

Erand Shift Consultants

YWhat's your bigger vision?
Ask how we can help you deliver it,
wewwwy, parkerlepla com

Gotham Direct

Improve Your ROIYYith Professional
Effective Meadia Planning & Buying,
wawwy, qotha mdirectine, com

Improve B2E Marketing ROl
Increase revenue with customized
marketing programs-Lead Generation
wanwy, ontargetpartners. com

Google Confidential and Proprietary 11



Designed Around Advertiser Goals Google

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



Designed To Reward Relevance Google

[ Rank Index ] — [ Max CPC ] X [QualityScore ]

Key driver:

Click Through Rate

Driver of your rank

Max you will pay for a

among sponsored .
gsp click

listings

eads
‘ Better copy \\]\OVe\
and keywords
yw : : Higher rank
Higher click
through for same max or

‘ Better CPC

integration Lo

with offline Wer




Choose reqgions
1 where you want D

your ads to show

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

V

Set your cost and
billing settings <

Choose

keywords

that will 1
your ads

rigger




INTEGRATING THE
CHALLENGE INTO VARIOUS
MARKETING COURSES




Curriculum Fit

Broad Fit for all Courses

Service learning at its finest

Fit for Functional Areas:

Marketing Management

Development and management of a marketing plan
Consumer Behavior

Development of strategy based on consumer search behavior
Segmentation, Targeting and Positioning

Development of positioning for target segments
Advertising and Promotion

Development and management of ad campaign (including copy and pricing)
Internet Marketing

Holistic view of the entire online marketing strategy
Marketing Research

Experimental Testing and Analytics
Special class devoted to the Challenge

MBA class on social marketing



I~

it with a Consumer Behavior Course Google

Linking to learning objectives:

Critical component of consumer decision making is the search for
information

Project Positioning

Positioned the project as an exercise on optimizing the consumer search
process

Supplemental Requirements

Depth interviews with customers and managers

Additional appendices to drive home learning objectives of course



Case Study from MSU

11/ 15 Teams "Opted" to Participate

Wide Range of Business Partners
e Tattoo Parlor

» Specialty Sports Equipment Manufacturer
* Clothing Retailer

« Landscaping Firm

« Higher Education (MBA Program)

« Bakery

* Yoga Studio

« Day Spa and Salon

« Market Research Agency

* Local Restaurant

« Student Bookstore



OUR EXPERIENCE




Instructor Challenges and Pit Falls Google

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

Undergraduates and Graduates
« Students’ ability to follow directions
« Contest grading vs. course grading

In Class vs. Out of Class
* Instructor responsibilities vs. student responsibilities
e Lab time in class



ldentifying “Good” Industry Partners

* Finding a client that was accessible, helpful, web savvy, & in
a “good” industry

» Client can be anywhere

Operational Issues
» Mastering the AdWords interface
* Recovering from early stumbles

Team Issues
« Scheduling

Project is SO Demanding
 Should it be its own course?

Checking results can become addictive
« Students may get carried away checking the results



Benefits of the Challenge

University
e 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



Benefits of the Challenge Google

Faculty

Enthusiastically received assignments
Teaching Materials

Google Rubric

Grading

Research Opportunities

Google
* Engagement with the academic community



QUESTIONS?




