
1

Incorporating the Google Online Marketing Challenge 
into Classes

Jamie Murphy
Department of Marketing
Business School
University of Western Australia
jmurphy@biz.uwa.edu.au

Peter Ling
School of Communications & Arts
Edith Cowan University
p.ling@ecu.edu.au

Ruth Doane
Google Irvine

Linda Greef Mullen
Department of Management, Marketing 
and Logistics
Georgia Southern University
lgmullen@georgiasouthern.edu

Sven Tuzovic
Marketing Faculty
School of Business
Pacific Lutheran University 
stuzovic@plu.edu



2

Panel Overview

Introductions

Describe Google Online Marketing Challenge

Describe AdWords

Share some 2008 results

Share some experiences

Answer questions and discuss



CHALLENGE LOGISTICS
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What is the Google Online Marketing Challenge?
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A truly global student 
competition

Background
• Collaborative partnership between Google and Academics

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. 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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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
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Google Confidential and Proprietary

Google 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 clicked.

AdWords are Sponsored Links
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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



2008 Challenge Feedback
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Surveys for feedback and research

Distributed questionnaires to Challenge participants groups – students, 
professors and businesses. 

These datasets, as well as other resources are available at the 
Challenge Research Center 
(www.google.com/onlinechallenge/research.html) – available 2009



Students

Benefits
• Experiential learning
• Internships and job opportunities
• G-R-E-A-T prizes

Evidence
• 87% of the responding students agreed that the Challenge engaged them 

better than other teaching tools such as cases and simulations
• 85% would recommend the Challenge to their friends
• 92% were pleased with the overall experience



Instructors

Benefits
• Enthusiastically received
• Teaching Materials
• Google Rubric
• Grading
• Research Opportunities  - public datasets

Evidence
• 90% believed their students were enthusiastic participants
• 95% thought the ability to spend ‘real money’ contributed positively to the 

learning experience
• 96% would recommend the Challenge to other instructors
• 96% would run the Challenge in a future class 



Businesses

Benefits
• Trial of Search Engine Marketing
• Free consulting
• Increased business
• Stronger university and student connections

Evidence
• 76% believed the Challenge was positive for their business
• 84% enjoyed working with students
• almost 90% would recommend participating in the Challenge to other 

businesses
• 76% indicated they would like to increase collaboration with their local 

university due to participating in the Challenge



OUR EXPERIENCES
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Sven Tuzovic

• Initial excitement after 2008 AMA Marketing Educators Conference

• Google voucher: my first hand-on experience with AdWords

• Dilemma between course design and course content
• Integrating project timing/deadlines into the semester schedule
• Topic of keyword advertising does not appear in the curriculum 

until section of promotion (as one of the 4 Ps) is covered 
• Contradicts knowledge needed to operate AdWords interface!

• Before campaign start: SEM practitioner as guest speaker

• Before & during campaign: lab time once a week during class



e-Marketing Class Schedule (T/Th)

• Feb 5 First day of class
• Feb 12 Group work 1 – idea generation
• Feb 19 Identify company to work with (latest due date!)
• Mar 3 Guest speaker: SEM practitioner 
• Mar 5 Group work 2 – campaign strategy
• Mar 12 Pre-campaign strategy due
• Mar 31 Start Google Challenge; group work 3 – campaign mgt 
• Apr 7 Group work 4 – campaign mgt 
• Apr 21 Google Challenge ends

Marketing Communications and the Internet 
→ Keyword Advertising

• May 12 Post-Campaign report due
• May 12/14 Class presentations



Peter Ling

2008
• 17 (4 teams) of 170 IMC students
• 10 U/Grads + 7 P/Grads 
• 3 Australians + 14 International
• Optional assessment worth 30 marks [Majority chose portfolio]
• Businesses - surfing (2), education (2)
• Lifelong Learning feedback 

2009
• 35 (10 teams) of 150 IMC students 
• 27 U/Grads + 8 P/Grads
• 14 Australians, 10 Swedish, 11 Other International
• Optional assessment worth 70 marks 

• Stage 1 Pre-Strategy 18 marks + Individual Reflection 12 marks [30 marks]
• Stage 2 Post-Campaign 25 marks + Individual Reflection 15 marks [40 

marks] 
• Businesses - 4Fs
• Team/client dynamics 



QUESTIONS AND DISCUSSION
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Google Online Marketing Challenge Website

www.google.com/onlinechallenge/ 

Challenge Research Centre

www.google.com/onlinechallenge/research.html

Unofficial Challenge Social Network

www.gomcha.com


