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We’re an integrated agency of creative 
storytellers & analytical thinkers
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All marketers big & small are grappling with the same things: 
1) Friction based advertising is hurting
2) The pace of change is increasing exponentially
3) Marketing who win are equal parts left and right 

brain (Art & Science)
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We built our agency with 
the needs of art and 
science in mind

Media Creative

Strategy led

Data driven

Analytics

Creative

CRM

E-Commerce

Experience 
Design

Influencer

Insights

Media

Search

Social

Strategy

Technology

Voice

Production

Programmatic
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Everyone in this room is tasked with thinking: 
1) what will make them share? (love)
2) what will make them care? (transact)
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AGENDA

• Understanding Today’s Audience

• Break

• Mobilizing & Expanding your Social Community

• Lunch

• Keynote Speaker: Beth Thomas, Google

• Break

• Boosting Your Search Presence: Paid & Organic

• Break

• Q&A

• Closing Remarks
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Let’s get started
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Understanding 
Today’s Audience
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Trend #1: The rebirth of audio 
and rising adoption of voice
Audio is experiencing a renaissance. It looks a little bit different, 
but it’s here to stay. 



51%
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Visual overstimulation has in part led to the re-emergence, and 
evolution of, audio

53% of Millennials and GenZ’s
say that audio has shifted from 
something they tune in to, to 
something that completely 
surrounds their everyday life

Of Spotify users 
believe there is 
too much visual 
stimulation and 
think audio offers 
a nice escape

+23% increase in digital audio 
advertising spends from 2017-
2018, with revenue totaling 
$2.3 billion
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Audio isn’t one thing

110%: Expected growth in 
revenue from 2017-2020. 
17% of the U.S. population 
listens to podcasts weekly.

75% of all demos use an 
online streaming service. 
There has been a 32.9 
percent jump in paid music 
streaming from last year.

92% of adults 18+ in the U.S. listen 
to radio each week. It’s the 
channel with the highest weekly 
reach amongst this demo. 

129% increase in the number of 
people using a voice-activated 
assistant device at least once a 
month over last year. 

PODCASTS

STREAMING
MUSIC

RADIO

SMART
SPEAKERS
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Marketers are jumping in from multiple angles

INVESTMENT IN BRAND

Brands are investing in things like sonic branding and audio content 
series (such as podcasts or audio versions of their publication).

1

INVESTMENT IN MARKETING

Brands are increasing their investments in audio-dominant channels and 
see these technologies as increasingly important going forward. 

2
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Voice: I know what it is but explain it for my friend…

“Voice” is an emerging user interface in the 
age of digital “personal” assistants (Alexa, 
Google Assistant, Siri, etc.). 

Voice enables faster user interactions with 
the billions of devices that can leverage 
speech recognition to help access 
information and get things done for humans.

And it’s a big f-ing deal. A new 
study released earlier this month by a 
venture capital firm forecasts voice 
technology funding will nearly triple in 
2019 over 2018 totals. 
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We’ve moved beyond widespread adoption

PHASE 1 IS DONE
Phase 1 introduced consumers to the idea of using 
voice to perform basic tasks.

WELCOME PHASE 2
Phase 2 is about voice becoming a pervasive 
interaction mode that has more capabilities and is 
used more frequently across more devices and 
contexts.
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Voice also isn’t just one thing, and usage is different by device

53% of monthly users use it to 
answer general questions, the 
#1 use case. Most assistant 
interaction occurs on phones.

79% of smart speaker owners 
use them monthly, 46% use 
them daily. The #1 use case is 
listening to streaming music.

50% of voice assistant users have 
used it in the car. And 47% of 
monthly users use it for traffic info or 
directions, the #2 use case.

70% of smart home appliance owners 
are planning to buy another. The #1 
case use is for home security. For 
hearables, it’s about moving beyond 
passive media consumption. 

SMART-
PHONE

SMART
SPEAKER

CAR

APPLIANCES 
& MORE
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Marketers are approaching voice in primarily two ways

SEO & WEB CONTENT OPTIMIZATION

Make sure your existing ecosystem is built to support voice assistants, 
where they pull from and what they say about you. This is table stakes. 

1

CUSTOM APP/SKILL/ACTION BUILDS

Control the narrative by building adding a new element to your 
ecosystem and creating opportunities for discovery. 35% of marketers 
expect to do this by 2020.

2
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Trend #2: The tension between 
personalization & privacy
People want things that feel most relevant to them personally. 
But at what cost? 



©2016  360 i PRO PR IETARY &  CO N FID EN T IAL . A LL R IG HTS  RESERVED .

Consumers want things that are more relevant to them 
(and marketers/platforms are quickly accommodating)  

54%

Expect to receive a 
personalized discount 
within 24 hours of 
identifying 
themselves to a brand

44% of shoppers in a recent 
survey said they will likely 
repeat after a personalized 
shopping experience

41% say they expect 
employees in a brand’s brick 
and mortar store to know 
what they’ve purchased online



Only 8% of internet users 18+ 
want brands to identify them 
from their web activity
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But they are skeptical of the data collection process

73%

Believe brands are 
using personal 
information without 
their consent

70% of internet users 18+ 
say they are worried 
about being hacked
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So it’s got to be on their terms

62% of adults 18+ want 
more personal control 
over information that 
companies might have 
about them.

68% of internet users said 
they would support rules 
like the GDPR in the U.S. 

ü CONTROL OVER 
INFORMATION USAGE

91% of online users in a 
recent survey expressed a 
desire to have more control 
or block companies from 
using their personal data.

40% want to opt-in to a 
promotion. 

ü CONTROL OVER 
INFORMATION ACCESS
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Social is not exempt from fallout around privacy concerns

The desire to move away from public placements like 
News Feeds and towards more private channels like 
messaging platforms (ex. Facebook Messenger).

“Dark Social”
41% of travel marketers 
planned on using SMS
or messaging apps in 2019
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Trend #3: The changing 
face of search
Search remains fundamental to marketing, and spends continue to increase 
year-over-year, but the way people seek out information is changing. 
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As with marketing as a whole, search is becoming 
more consumer-centric 

The desire for more customization didn’t meet 
expectations initially – but Google has made sure 
it’s now a better experience for both the consumer 
and the marketer.

They are doing everything they can to make sure 
that each user is getting the best ad for them 
based on their behavior (previous site usage, time 
of day, demographic info, device used, etc.).  We’re 
now even able to bid on various “qualified” 
audience segments (CRM audiences, those similar 
to our CRM lists, Remarketing, Affinity, In-Market, 
etc.) to direct more dollars to them. 
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Automation means more personalization, less effort

“Algorithms will craft perfectly assembled advertising 
copy from a series of brand statements from a website 
or feed. The computing power required to do this 
already exists and is likely to be made available to mass 
audiences very soon. Humans are not equipped to 
create keyword lists or make essential AI predictions.”

- Jared Belsky
You know him!
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Many new or more sophisticated tactics now in the market

• Universal Local Ads - One multi-faceted Google ad product that shows 
up on maps, web search, display, YouTube, etc. and that make it easy to 
touch on a lot of areas with one ad and one bid.

• Automated Bidding – Automated bidding has always existed, but there 
are more products than ever to work towards a variety of goals such as 
site visits, conversions, revenue, etc. More later in the presentation!

• Dynamic Search Ads – A way to make ads for you by reading your 
website – the same way that they do for organic results.

• Responsive Search Ads – These allow you to input a lot of ad “options” 
and Google combines each option in various permutations to find the 
optimal ad for everyone.
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“Visual search” usage and capabilities have grown significantly 
as marketers adapt to demand for visual-first communications

62% of Millennials desire the 
ability to visually search over 
any other new technology

“Visual search” encapsulates both 
the input of an image or a visual 
display of search results



20% of Google’s mobile 
search volume in 2018 came 
from voice, equating to about 
250 billion searches.

59%

Of U.S. consumers 
have used voice 
search, and 47% plan 
to increase usage in 
the next year

2 billion devices 
worldwide provide voice 
assistant access
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The ubiquity of voice-enabled devices means voice search is 
here to stay
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Net net

SEARCH IS MORE DYNAMIC, AUTOMATED AND TARGETED THAN EVER1

2 SEARCH IS MORE BENEFICIAL TO THE CONSUMER THAN EVER

3 SEARCH IS EASIER THAN EVER! (MORE TO COME)
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Trend #4: Gen Z’s alternative 
relationship with social media
Gen Z is trending to be the most diverse, most educated generation. 
But with great responsibility comes great pressure, and this is reflected 
in their social presence. 
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They are the first post-internet generation, so the digital world 
is their world

50% use 
Instagram 
multiple times 
a day

43% play 
video 
games on 
a console

7 hours spent 
online a day

47% spend 3+ 
hours a day 
on YouTube

34% want 
brands to 
reach them 
on social
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This leads to a life on display

51%
Of Gen Z teens and 
60% of Gen Z adults 
agree that they feel like 
“people are constantly 
judging me.” 

32% more likely than Gen 
Pop to say the brands they 
use reinforce the image they 
want to portray

24% list “thinking about 
my appearance” as one of 
the most stressful 
elements in their lives. 
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Add in an outsized sense of stress 

Most parents of Gen Z children 
took great efforts to give their kids 
the educational advantages that 
would help them succeed later in 
life. As a result, Gen Z teens have 
close relationships with their 
parents, but feel the pressure of 
parental expectations to do well.

0%

10%

20%

30%

40%

50%

60%

70%

Thinking about
my future

My financial
situation

Trying to get good
grades

Keeping up with
everything I need

to do

Thinking about
my appearance

A12-17 A18-24
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Don’t let that fool you – they have a strong sense of self and 
are searching for real truth
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Therefore, their relationship with social media is different than 
other generations – it’s far less superficial

INTENTIONAL SOCIAL PRESENCE

They’re more aware of the public footprint created by their social media 
use and are more adept at crafting & maintaining their desired social 
persona. They also want to use digital and social platforms to create 
positive change. 

1

APPROACH SOCIAL AS A UTILITY VS. NOVELTY

They’re a generation that prizes authenticity & practicality above all else. 
These traits result in a greater skepticism of Social and a reluctance to 
blindly opt in to Social not shared by older generations who were more 
easily lured by Social’s novelty. 

2
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Trend #5: From e-commerce to 
s-commerce 
Social platforms are introducing more opportunities for transactions 
within their platforms – creating a closed loop opportunity for brands.
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Social is no longer just a place for inspiration & discovery – it’s 
closing in on conversion 

“Social networks have surpassed search 
engines in the product research phase 
of the purchase journey in 15 out of the 
45 markets we track.”

-Global Web Index
200MM Daily active 
Instagrammers visit a 
business profile each day

74% make buying 
decisions based on 
social media
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~8% of all retail sales will come from social in 5 years time 
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From inspiration to en route in one seamless experience

Instagram launched it’s in-
app checkout this year - it 
continues to lead the way 
in social commerce 
because of improved and 
automated functionality.
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From inspiration to en route in one seamless experience

Pinterest’s Shop the Look has 
now been fully automated and 
browsable catalogs are rolled 
out, giving perusers more 
buying options than ever and 
positioning it as a competitor to 
Facebook & Instagram. 
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GenZ is driving a lot of this growth 

66%

Of Gen Z are interested 
in purchasing items via 
social media directly. 32% have purchased 

something online within the 
past month

1.6x more likely than the average 
internet user to say a ‘buy’ button 
on a social would increase their 
likelihood of buying a product 
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Influencers are an increasing source of commerce for brands

INFLUENCER MARKETING INCREASES BRAND DISCOVERY

Social shoppers in North America are 56% and 49% more likely than 
average to discover brands via celebrity endorsements and posts or 
reviews from expert bloggers, respectively. 

1

INFLUENCER MARKETING LEADS DIRECTLY TO CONVERSION

Influencers can now tag brand products in their posts and platforms like 
Snapchat are rolling out e-commerce functionality to their biggest 
mogul influencers. 

2
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What have we learned?

1 2 3
Give people new ways 

to discover you. The 
tried and true is still 

effective, but less and 
less relevant (especially 
to younger consumers).

Novelty and superficiality 
won’t yield meaningful 
returns. Give people a 

sense of control, utilities 
for daily life and the 
ability to take action. 

There are big moves 
and there are small 
moves. Choose 1-2 
areas to test into 

based on your goals 
and your target user.
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Mobilizing & Expanding Your 
Social Community
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We’re an 
integrated 
agency of 
creative 
storytellers & 
analytical 
thinkers



How smb’s use 
social media 2019
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83% of small businesses use social 
media to increase their brand 

exposure

69% of small businesses use 
social networks to increase web 

traffic

95% of SMB’s will 
increase online 

marketing 
budgets in 2019

Only 1/3 of SMBs are 
investing in video 

marketing

Non-customers are three times 
more likely than customers to 
visit retailers from social media 

ads.

How smb’s are using social



how smb’s are using social

42% of marketers say that Facebook is 
critical or important to their business

70% of B2C marketers have acquired 
customers through Facebook

80%+ of the pins on 
Pinterest are repins

78% of users say content from 
Brands on Pinterest is useful

37% of users will 
buy from a brand 
they follow

Snapchat App reaches 
53% of the mobile 
audience in the US

Approximately 80% of all 
Instagram users follow a 
business on Instagram
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Why is paid social important?



Don’t panic, 
plan
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What 
could
we 
do?

What 
should

we 
do?

VS



Paid social media marketing goals

Raise awareness
grab people’s attention 
reach new people with 

ads video views

Action
highlight sales, products and 
other specials to drive people 

to your store

Interest/consideration
drive users to website, collect 
customer information via lead 
generation, build community 

with engagement



Choose your platform

• Great for B2C
• Lots of ad formats
• Largest reach platform

• Paid content blends in nicely with other pins
• Great web traffic driver
• Users are highly engaged & tends to be 

aspirational

• High marks for visibility and awareness
• Great to reach younger users 18-34
• Filters and lenses are great for interaction

• Highly visual content
• Ideal for web traffic and 

awareness
• Show off products for B2C 

conversions

• Grow awareness
• Drive traffic
• Great for new product 

launches and real time 
engagement



KPI’s defined

KPI KPI Calculation

CPM – Cost Per Thousand Impression CPM = (Total Spend/Impressions)*1000

CPV – Cost Per View CPV = Total Spend/Video View

CPC – Cost Per Click CPC = Total Spend/Clicks

CPE – Cost Per Engagement CPC = Total Spend/Engagements

CPL – Cost Per Lead CPL = Total Spend/ Leads

CPA – Cost Per Acquisition CPA = Total Spend/Number of transactions



Choose your objective and KPI

Raise awareness Interest/consideration Action

Objectives Reach/Impressions Video Views Website Traffic Engagement Lead generation Online sales/In-Store Traffic

Platforms

Try posting Image, video, GIFs, 
infographics, or share a 
relevant link

Short mobile friendly 
video :06-:15 sec

Clear call to action to 
drive users on site

Post Engagement Ads, 
Local Awareness Ads, 
Reach Ads on 
Facebook & Instagram. 
Work with influencers 
on Pinterest & 
Instagram

Collect valuable customer 
emails, phone numbers 
and other information to 
build your 
CRM/remarketing list

Store traffic ads on Facebook and Instagram, offer ad units and 
retargeting ads to get users who have shown interest in store

KPI CPM CPV CPC CPe Cost Per Lead CPA

*Not an exhaustive list! Just some ideas to help get you thinking



Choose your audience



Consumers want 
relevant content that 
speaks to their interest



Your customers Their interest Your platform and 
content

Developing an Audience Strategy



Who are our customers?
• Average Age
• Male or Female
• Where do they live?
• How often to they shop?

Why are they our customers?
• What do they like about our 

business?
• Why do they need our 

products?
• What sets you apart from 

competitors?

Where is our audience on social?
• What platforms do they use?
• Are they on mobile or desktop
• Where do they engage? 

Defining your audience
Your customer information is the best source of data to define your audience



Who to target 
where

Understand where your 
audience is using social 
media



Who to target where

Other Things to 
Understand & Audience 
Best Practices

Do You have Email 
addresses/phone numbers?
• If not, can you start capturing 

these?

Are you using the FB Insights 
Tool?
• What other brands do our 

followers like? What can 
we learn from this?

Lookalikes and Competitive 
Conquesting are typically 
some of our best performers



Create your ads



Design for your customer & design for the funnel

• People who 
don’t know you

• Interesting, eye-
catching ads

Awareness

• People who know you or 
existing customers

• More engaging ads, clear 
call-to-action for non-
transactional

Consideration

• People who know you and are 
about to buy something or visit

• Strong call-to-action, offer, reason 
to visit in-store

Action



For example: Awareness



For example: Awareness

Video Views

• Use Facebook, Instagram and 
SnapChat ads to drive video 
views

• Raise awareness about your 
business/products

• Especially if in-feed use 
supers to add words to your 
videos

• UGC generally performs well 
here; increases your 
legitimacy and feels less 
salesy



for example: awareness

Why We Like It:
• They know their brand –

outdoor enthusiasts
• They have a shop but that 

is not the focus of these 
ads

• They are reposting from 
others – eg: this content 
was free



For example: Interest/Consideration

Lead generation

• Offer discount or incentive in 
exchange for a lead

• Collect valuable customer 
contact info for 
remarketing/email/targeting 
on other platforms



for example: interest/consideration

Why We Like It:
• Exclusive offers gives 

clear reason to opt-in
• Increases their marketable 

1st party database
• Boosting events to 

followers/new audiences 
ensure your event or offer 
gets seen



For example: Action

In store traffic

• Promote an in-store sale 
or event

• Push an offer or incentive 
for in-store purchase



for example: action

Why We Like It:
• Local shops 

using 
awareness 
driven ads to 
close a sale –
this is unusual

• Most common 
are immediate 
action-oriented 
ads for “book 
now”, “shop 
now” with 
clear CTA’s



• Use interesting “thumb-stopping” 
content

• Have a clear call to action
• Design with mobile in mind
• Use mixed media (test static and 

video)
• Post content that adds value to 

your audience
• Repurpose – but don’t repeat! 

Freshen up ads with new copy, or 
new images

A few creative best practices



Is it working?



Learn from your results

Measure your results
Are you meeting the goals 

you set out to reach?

How are your different ads 
performing?

Are some platforms 
performing better than 

others? 

Where should you 
continue to invest?

Give your ads time to 
learn, don’t make any big 
changes for 7-10 days to 

get some learnings.

Test and learn – see what 
works for your audience 

on your channels.  

Don’t forget! 
Monitor and check your 

results

Use your KPI’s to see how 
your ads are performing



kpi’s defined reminder

KPI KPI Calculation

CPM – Cost Per 
Thousand Impression

CPM = (Total 
Spend/Impressions)*1000

$8.35

CPV – Cost Per View CPV = Total Spend/Video View 3 sec: $.01 - $.03
10 sec: $.15 - $.20

CPC – Cost Per Click CPC = Total Spend/Clicks $.56 - $1.72

CPE – Cost Per 
Engagement

CPC = Total Spend/Engagements $.12

CPL – Cost Per Lead CPL = Total Spend/ Leads $3 - $47

CPA – Cost Per 
Acquisition

CPA = Total Spend/Number of 
transactions

$18.68

https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmarks
http://www.cocosocial.co/blogs/11-fb-ad-benchmarks

https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmarks
http://www.cocosocial.co/blogs/11-fb-ad-benchmarks


Resources
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Socialbakers

what is it? what can it help me do? how do I access it?

• Social marketing analytics 
tool

• Provides reporting on an 
organization’s Facebook, 
Twitter, Google+, and 
YouTube performance

• Benchmarks the 
competition and industry, 
providing data for 
comparisons

• Compare the social 
audience of businesses 
within your category 
across the past six 
months

• Understand the social 
growth patterns of 
other organizations to 
inform social channel 
strategy and goal 
setting

• Log into Facebook account
• http://www.socialbakers.com/statistics/face

book

http://www.socialbakers.com/statistics/facebook


Boosting Your 
Search Presence
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• Paid vs. Organic Search

• Paid Search Overview

• Campaign structure: building a solid foundation

• Creative & landing page best practices

• Targeting the right audience

• The economics of SEM: pricing & position

Search agenda
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search allows you to reach a relevant 
audience when they’re in-market

100 billion searches per 
month on Google alone 
(that’s 2.3M per second!)
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paid ads vs. 
organic listings

paid 
text ads

organic 
listings
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SEO vs. SEM: definitions

SEM
Benefits
• Quick results
• Easy to measure
• Complete control

Benefits
• Low cost
• Trusted by users (more clicks than SEM)
• Cost-effective over time

SEO

Challenges
• Ongoing expense
• Rising costs/competition
• Continuous maintenance and optimization

Challenges
• Takes time for results of work to take effect
• Decreasing visibility on mobile
• Harder to measure success
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Google’s algorithm 
for determining ad 
rank differs based 
on certain variables

Asheville stores

SEM

SEO

rank determined by...
• quality score
• maximum bid
• ad relevance
• landing page 

relevance
• expected click 

through rate (CTR)

rank determined by...
• technical issues
• number and 

quality of backlinks
• landing page 

quality and 
relevance

• click through rate
• social signals
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SEO & SEM: better together

1 + 1 = 3



©2016  360 i PRO PR IETARY &  CO N FID EN T IAL . A LL R IG HTS  RESERVED .

search engine overview

Google AdWords is 
the platform where 
advertising on 
google.com and 
Google’s partner 
network is purchased

Bing Ads is the platform 
where advertising on 
bing.com, some 
yahoo.com, and their 
partner network traffic 
can be purchased
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Ad Position & 
Pricing



quality score: a measurement of 
how relevant your ads, keywords, 
and landing pages are to a person 
seeing your ad
you pay $0.01 higher than the next 
highest bidder!

how your cost is determined 
in the google auction quality score

keyword 
bid

ad rank
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three advertisers are bidding on the same keyword: where will they rank and what will they pay?

introduction to the google ad auction

Curate

asheville restaurants

Sunny Point Cafe

quality score: 7 quality score: 8 quality score: 5

Pinecrest 
Bed & 

Breakfast



quality score: a measurement of 
how relevant your ads, keywords, 
and landing pages are to a person 
seeing your ad
you pay $0.01 higher than the next 
highest bidder!

let’s revisit the formula
quality score

keyword 
bid

ad rank
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quality score: 7
bid: $0.50

quality score: 8
bid: $0.40

quality score: 5
bid: $0.55

Curate

asheville restaurants

Sunny Point Cafe Pinecrest 
Bed & 

Breakfast

three advertisers are bidding on the same keyword: where will they rank and what will they 
pay?

introduction to the google ad auction
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Curate

asheville restaurants

Sunny Point Cafe

three advertisers are bidding on the same keyword: where will they rank and what will they 
pay?

introduction to the google ad auction

quality score: 7
bid: $0.50

quality score: 8
bid: $0.40

quality score: 5
bid: $0.55

Pinecrest 
Bed & 

Breakfast
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campaign 
set-up



©2016  360 i PRO PR IETARY &  CO N FID EN T IAL . A LL R IG HTS  RESERVED .

Express
Benefits
• Ease of set-up

Benefits
• Greater control

• Bids, Keywords, Ads
• Exclusive tools (Keyword Planner)

Expert

Challenges
• Decreased visibility and control

Challenges
• Time investment

• Complexity of set-up

Getting Started – Two paths in Google
Campaign set-up
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Conversion Tracking – Accurately valuing user interaction

User clicks your ad
• Google will track 

these clicks
• Track engagement 

with ads

User puts item in cart
• Place pixel on the 

check-out page

User purchases item
• Place pixel on 

thank you page

*tip: most web-hosting sites 
such as square space will help 
you track this information 
automatically

*tip: compare how many 
purchases you have to how 
many clicks you got to see how 
well your site is performing

*tip: use this information to 
see how many people 
“abandon” a purchase



choosing the right keywords to reach prospective visitors

it’s all about relevancy!
•explore the website landing page(s) your ads 
will be linking to and put yourself in your 
donor’s shoes

01
segment keywords by category
•brand terms: keywords containing your 
brand name or trademark terms (low cost, low 
competition)

•generic (non-brand) terms: keywords 
relating to your industry, products, or services 
offered (high cost and competition

02
to maximize reach and relevancy, 
include a mix of broad/general 
keywords and specific, “long-tail” 
terms

03
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The Keyword Planner tool helps you find new keywords and 
forecast expected traffic 
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a clear structure 
is essential for 
high-performing 
paid search 
activity

adwords
account

ad campaign

ad group

keywords
ad text

landing 
pages

ad group

keywords
ad text

landing 
pages

ad campaign

ad group

keywords
ad text

landing 
pages

ad group

keywords
ad text

landing 
pages
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Sunny Point Cafe

Menu Location

Sunny Point 
Menu

Breakfast 
Menu

Breakfast 
near me

Sunny Point 
Location

• Campaigns contain the high level theme 
for your product

• Ad Groups organize your ads and 
keywords by a common theme. 

• Keywords are the actual queries relevant 
to your product that you will bid on

paid search account structure

All keywords within each 
ad group will get the same 

ad, so group 
keywords relevantly! This 
helps you save money on 

clicks.
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introduce your website to those 
in market

increase clicks to your site with relevant 
keyword targeting and highlight events, 
products, services, and additional 
information *Tip: Unsure which page is 

best? Conduct A/B testing 
frequently
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ad copy & 
extensions



getting started: the anatomy of an ad

ad headlines 
(up to 2)

30 characters 
max each

display url paths (2)
15 characters max each

description line 
(up to 2)
90 characters 
max each

The ad headline 
is clickable and 
directs the user 
to the landing 
page of your 
choosing

horses/horseback-riding



ad copy: covering the basics

align ad copy 
with keywords 

for increased 
relevance

use a call-to-action (CTA) 
geared toward achieving 
your desired action (i.e. 
call now, reserve, come 
by today, etc.) 
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enhance the ad unit to drive higher engagement

callouts
enhanced 
sitelinks

• Add extensions for increased real estate and improve your CTR
• Extensions should highlight services/details that are supplemental to your standard ad text, 

providing a unique experience with each click and maximizing all that your business has to offer
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enhance the ad unit to drive higher engagement

• Location Extensions: display the location of your business
• Call Extensions: add a phone number to your desktop ads or link to call 

from a mobile ad
• Callout Extensions: non-linking text displayed below the ad that call out 

a key feature of your business
• Sitelink Extensions: clickable links to sub-pages on your site
• Structured Snippet Extensions: additional non-linking text that is similar 

to, but less formatted than callouts
• Price Extensions: listing of a product/service and the price
• App Extensions: link to your app's pages in the app store or directly 

download from the ad
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The Ads Continue to Evolve – New formats continue to 
emerge

Gallery Ads Inspirational Ads Showcase Ads
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Dynamic Search Ads (DSAs) save you time by automating ads

Google Ads crawls your site and then uses website's titles and phrases to select a landing page and 
generate a clear, relevant headline and choose a landing page for each query

Dynamically 
generated 
headlines

You write ad 
description

Landing page 
dynamically chosen 
based on query
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3 Benefits to Dynamic Search Ads

Set it and forget it!
• If you update your website the ads 

update along with it
• Set the bid for each ad to control 

spend

01
You can choose how 
specific you want to get
• Make one ad for your whole site 

and let Google do the rest, or get 
more specific with sub-page ads

02
Fully automated
• No keywords or structure needed!
• Choose your main message and 

your existing website does the rest

03
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targeting
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proper targeting will allow you to home in on the
right audience and get more efficient clicks

from targeting keywords to targeting people

geo device time incomeaudience
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Audience Targeting – Segmenting your users and unlocking 
any size budget
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geo-targeting allows advertisers to focus delivery of content to specific locations (countries, 
states, cities, zip code, DMA) based on where their customers are

what is geo targeting?

city & zip codecountry state
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Performance may differ across a wide 
range of locations.
Increase bids in areas where observed 
conversion is high, and reduce bids in areas 
where users are less likely to convert.

optimize locations based on 
their individual performance
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Device Targeting- do potential customers behave differently 
across devices?

vs.



Saturday Sunday Monday Tuesday Wednesday Thursday Friday

Impressions 2,000 1,500 1,000 750 800 900 1,000
Ranking 2.0 1.5 1.3 1.4 1.2 1.5 1.2
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Ads can be scheduled by time of day and day of week
• Adjust bids to increase your ad position when users are searching 

for your cause resulting in more efficient campaigns
• Allow budgets to extend by having ads appearing only at key times

+30% bid

Time of Day Targeting – ad schedules
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▶ target by various income brackets

▶ see which brackets reach quality 
visitors and customers

▶ invest more in stronger performing 
brackets

income targeting
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summary
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so, why paid search?

1 2 3
reach your most 

relevant audience 
interested in your 

cause with granular 
targeting capabilities

control when and 
where your 

messaging appears

cost-effective 
and efficient 

marketing tactic
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SEO Overview



What is SEO and benefits?
• The ingredients for success
• Potential of the channel for your business

How to Engage
• Free tools you should use
• On-page best practices
• Content research tips

What you’ll learn and why SEO is critical for your brand
Search Engine Optimization (SEO)



What is SEO?

© 2 0 1 7  3 6 0 i  P R O P R IE T A R Y  &  C O N F ID E N T IA L .  A L L  R IG H T S  R E S E R V E D .

Search Engine Optimization (SEO) is 
a process that seeks to grow 
visibility resulting in improved 
organic rankings and increased 
traffic from search engines. 

This is accomplished by ensuring 
websites adhere to certain 
technical best practices, while 
delivering fresh and relevant 
content to search engines and 
users.

142
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Importance of SEO
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93% of web experiences 
begin with search engines

92% of all searches happen 
on Google

51% of traffic comes from 
organic search via SEO 

(industry average)

75% of people never scroll 
past the first page of search 

engines.
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Today’s Algorithmic SERPs
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SEO 101

7

2

3

4

5

6

7

8

9

1
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• Across devices, Page 1 is still where 
98% of clicks happen.

• ~60% of clicks occur in the top 5 
positions.

• Mobile organic CTRs have declined 
in recent years, with the addition of 
universal results and increase of paid 
ads.

SERP CTR
SEO 101

SERP 
Position CTR

1 21%
2 13%
3 10%
4 6%
5 4%
6 3%

7 2%

8 1.5%

9 1%

10 1%

Mobile

SERP 
Position CTR

1 27%
2 13%
3 10%
4 6%
5 4%
6 3%

7 2%

8 1%

9 1%

10 1%

Desktop

Source: Advanced Web Ranking | CTR Study

https://www.advancedwebranking.com/cloud/ctrstudy/
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SEO 101

Search engines are looking to provide the best possible answer 
to users’ queries

Trusted 
Sites

Great + 
Relevant 
Content

Technical 
Best 

Practices

Fast load speed

Fresh & updated regularly

Linked to/from 
respected sources

Actively discussed in social channels

Comprehensive subject matter

Click-through rates



Brands have to adapt to stay relevant amidst 
algorithm changes

SEO 101

147

50%
of people expect a 
page to load in less 

than 2 seconds

46%
of people say that 

waiting for pages to 
load is what they 
dislike the most 

when browsing the 
web on mobile 

devices

As of July 2018, mobile site 
speed is including as a 

ranking factor. 

The “Speed Update” 
primarily impacted sites 

whose page speed was in 
the bottom third of all sites. 



Things you can do today?
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• Free tools to use

• SEO fundamentals

• Content research

148
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Free tools of the trade

1. Google Search Console (Webmaster 
Tools)

2. Screaming Frog Spidering Tool
3. Google Page Speed Insights tool
4. Google Mobile Friendly Page Tester
5. AHREFS Backlink Profile Tool
6. Google My Business

Things to do today
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Setup domains in Google Search console (webmaster tools)
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Free tools of the trade

https://search.google.com/search-console/about

https://search.google.com/search-console/about
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Explore insights in Google Search console (webmaster tools)
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https://search.google.com/search-console/

Free tools of the trade

https://search.google.com/search-console/
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Download Screaming Frog and Crawl your site like Google. 
Here you find lots of quick wins!
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Free tools of the trade

https://www.screamingfrog.uk 
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Run Google Page Speed Insights Tool on important URLs
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Free tools of the trade

https://developers.google.com/speed/pagespeed/insights/

https://developers.google.com/speed/pagespeed/insights/
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Validate URLs with Google Mobile Friendly Page Tester
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Free tools of the trade

https://search.google.com/test/mobile-friendly

https://search.google.com/test/mobile-friendly
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Evaluate backlinks with AHREFS and understand who’s linking 
to your websites or competitors
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Free tools of the trade

https://www.ahrefs.com

https://www.ahrefs.com/
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Google My Business: Claim and manage your locations. Get  
insights on how people find your business listing on the web.
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Free tools of the trade

1. Enter complete data
2. Verify your business locations
3. Keep your hours accurate
4. Manage and respond to reviews
5. Add photos

Manage

Get Insights

1. How customers find your listing
2. Search queries
3. Where customers find you on Google
4. Customer actions
5. Direction requests
6. Phone calls
7. Photos
8. What your business is known for

https://www.google.com/business/

https://www.google.com/business/
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On-Page fundamentals

• Title & Meta Tags
• Heading Tags
• Internal Linking
• Body content
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On-Page best practices in action
On-Page fundamentals

Keyword-Rich Title Tag

Text Navigation

Breadcrumb: Keyword Cross-Link

H1 Heading Tag

Body Copy
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Title tags appear to the user in search snippets and at the top 
of the browser window

On-Page fundamentals

Search 
Snippet

Browser 
Window/Tab

Page Source
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Title tags are the most important on-page element for 
influencing rankings

On-Page fundamentals

Google will typically display as many characters as 
it can fit within a 512 pixel limit for desktop results

(usually between 50-60 characters)
• Incorporating relevant and 

highly searched keywords in 
your title tag is vital in 
communicating the relevancy 
your page to those terms

• Including your brand name in 
the title tag helps in reinforcing 
user trust

Brand names are recommended to be 
placed towards the end of the title tag



161

Meta description tags reinforce keywords and provide a critical 
area to display messaging

On-Page fundamentals

• Think of the description tag as 
a high-level summary of a 
book

• As a general rule, the 
description length should 
target 150-160 characters

• The description tag should 
elicit a call to action to 
capture the searcher’s click
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Heading tags outline the flow of content
On-Page fundamentals

H1

H2

H2

H2

H2
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Heading tags amplify core page 
relevancy with semantic markup

On-Page fundamentals

• Search engines are better able to 
determine the page's topical relevancy 
when heading tags correctly outline the 
flow of content

• Heading tags add SEO value by giving 
stronger keyword relevance to tagged 
phrases, and providing a focus for a 
given body of text

• Every page should have a unique H1 
tag. There can be only one per page!

Highest Topical Priority
Broadest Topical Focus

H1 - Defines Entire Page

H2 - Defines Page Sections

H3 – Defines Page Subsections

H4 – Defines 3rd Level Sections

H5 – Defines 4th Level Sections

Lowest Topical Priority
Strictest Topical Focus
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Text content is the core determining factor for 
search query relevance

On-Page fundamentals

Heavier Keyword Weight

Lesser Keyword Weight

• The main body content 
and heading tags should 
be prioritized higher in 
the document structure

• Content should be 
written for users, not for 
search engines
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Keyword anchor text is highly influential in supporting the 
relevance of your web content

On-Page fundamentals

Optimized Anchor Text
“Your secured credit card requires a refundable security 
deposit. You choose the deposit amount up to the credit line 
approved.”

✘ Un-optimized Anchor Text
Learn more about Changing or Resetting your email password.
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Structured markup helps search engines understand content 
and display rich snippet results 

On-Page fundamentals

Structured data markup 
is easily extracted for 
rich snippet display
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Writing Content for Search

Keyword research



168

Keyword research is a critical starting point
Writing for Search

Keyword Research Pool

Keyword 
Suggestion

s

Competition

Historical 
Performanc

e
• Three main types of input sources:

• Competition
• Historical Performance
• Keyword Suggestion Tools

• By combining these inputs into your 
research, you should end up with a 
strong pool of keyword data
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Finding keyword suggestions
Writing for Search

• Various tools exist to help with keyword research, such as Google Keyword Planner 
(requires an Adwords account), BrightEdge, Ahrefs, & more
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Using Google Keyword Planner (free)
Writing for Search

• Enter keyword phrases and 
Google will return an 
expanded list of suggestions

• Features include the ability 
to view search volume 
estimates by locality

• Search volume is shown as a 
12-month average, so Google 
Trends is especially 
important for seasonal or 
newsworthy keywords
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Aligning to searcher intent
Writing for Search

• Focus on the ways people 
search at different stages of 
the purchase funnel

• Keywords should be 
evaluated based on intent, 
and segmented by qualifier 
words and phrases

Awareness
“What tours are good in Charleston SC?”

Consideration
“Best bike tours in Charleston”

Purchase
“Book a bike tour in Charleston”

Retention
“Contact Charleston 

Bicycles Support”



Thank you!
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