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● Anyone not using Google Analytics?

● Running paid search?
○ Anyone directly managing?

● Including Microsoft/Bing paid search?

● Access to Google My Business (GMB)?

● YouTube channel?

Quick Survey
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• Organic search:
• SEO/search engine optimization/marketing
• free listings/nonpaid
• editorial listings
• SEM

• Paid search:
• PPC/pay per click
• paid placement
• SEM / Search Engine Marketing
• SEO

• Key phrase vs search query

• Google Ads (AdWords) vs Google Analytics vs Google account

• GMB = Google My Business  / Google Business Profile

• SERPs = search engine results pages

Search Lingo
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Change In Traffic

Google is now dedicating more real estate to paid ads:



Zero Click Searches
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Google is also keeping more traffic to themselves:



Paid Listings
0–4 listings
Real-time auction

Local Listings
0 or 4 listings
proximity-based/address-verified
(currently unpaid)

Organic Listings
 10 listings

Current SERPS
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Not outbidding industry partners Focus On noncompeting incremental 
terms

Approach for Fort Myers - Islands, Beaches and Neighborhoods
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● 95% of budget spent on “incremental” tactics
○ Only 5% spent on “Fort Myers” keywords

● 4,800+ active keywords

● 1,700+ partner brand terms excluded

● National & drive market targeting

● Promote all partners on the site
○ lodging, attractions, dining, events, etc.

Approach for Fort Myers - Islands, Beaches and Neighborhoods
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• Google’s Gemini can assist in planning a 
Florida vacation

• Conversational search lets you explain 
your needs

• Different than Google’s traditional “file 
cabinet” approach

• Gemini references VisitFortMyers.com

• Ensure partner data is current with 
DMO/CVBs, OTAs and your own Google 
Business profile

• We audit VisitFortMyers.com for broken 
partner links but not outdated information

AI Google
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• Generate keyword lists

• Create entire campaigns

• Ad copy ideation

• Discover audiences

• Identify competitors

• Website content

• Script development
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AI Uses



PAID SEARCH TRENDS
AND OPPORTUNITIES



You can choose your cost/level of aggressiveness
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Everyone should have a 
paid search campaign!



● If traffic is worth $2.00 per click, don’t bid more than $2.00!

● If traffic is only worth $.50 per click, don’t bid more than $.50!

● Volume vs. ROI

CPC of position #1

averages 2x

CPC of position #3

Paid Search = Always Profitable
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$1.63
Travel 
Industry 
Average 
CPC

source: Wordstream



● Paid search should at least match site averages

Paid Search = Always Profitable
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Don’t take bid or budget 
advice from Google!



Google Ads “Recommendations”
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Google Ads Settings Matter
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● Location targeting can waste 
budget if not properly configured



Google Ads (formerly Google AdWords)
~90% of ad spend

Microsoft Advertising (formerly Bing Ads)
~10% of ad spend

Paid Search
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DYNAMIC Automatic keyword campaign based on site content

DEMAND GEN Audience-based campaign targeting users on Google Discovery feeds

Fort Myers hotels queries at Google.comSEARCH

YOUTUBE Targeting based on last seven days of searches on Google

PMAX Single campaign with access to all Google placements (be careful with brand cannibalization)

GDN/REMARKETING Targeting previous site visitors with favorable site engagement and who are on your 
current email list

Campaign Types
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Google Ads Performance Max
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● “PMAX” gets you access to inventory on all of Google’s placements

● Google reps are aggressively promoting this campaign type

● Lacks brand spend transparency

● Exclude brand terms from targeting



Google Demand Gen:
Audience-Based 
(Affinity/In-Market/Remarketing)

Gallery / Demand Gen
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Lower conversion rate but offset by 
lower cost per click



● Your YouTube videos served to users 
as ads

● Views ads counts toward view counts

○ Audience Layering
Contextual

○ *User’s Google Searches*
○ Demographics
○ User Interests

● :06, :15 and :30 are the most popular

● 1:00+ is acceptable

● Horizontal and *Vertical*

YouTube
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● Inexpensive awareness campaigns:
○ $0.01–$0.06 cost per view

● Traffic can be sent to any page on 
your site

● Can include a call to action to

● Drive conversions
○ (From video? Sweet!)

● Sequence Ads:
○ Users shown a series of ads
○ Don’t badger users with the 

same video
○ Expose them to more content
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YouTube



•Optimize click-through rate via 
split-testing ad copy
  Headline
  Ad Copy
  *Display URL*
  Landing Page
•Ogilvy said “Use their language” – 
inspiration from satisfied 
TripAdvisor/Yelp reviews

Ad Copy Best Practices
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Ad Extensions = Free Money
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Raise desktop bids in relation to mobile bids

Device Performance
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Demographic Performance
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● Household income
● Age
● Gender
● Parental status



Microsoft Ads Campaign
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Exact Match - Fort Myers hotel = hotels in Fort Myers
Phrase Match - Fort Myers hotel = Fort Myers hotel discounts
Broad Match - Fort Myers hotel = all inclusive beach vacation

Match Type is Expanding
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Broad Match
is



Monitor your search queries vs. keyphrases
• Jobs/Careers 
• Free/Cheap
• Bed bugs
• In the news – red tide 
• Meetings – AA meetings
• Similar competing names
• Arctic vs Antarctica – 8,600 miles

Negative Keyphrases
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Google Transparency Tool for competitive ad copy

Competitive Intel
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Directly bid on 
competitors

Indirectly via Demand Gen 
and YouTube



ORGANIC SEARCH TRENDS
AND OPPORTUNITIES



Content
(themed pages)

+
Link Equity

+
Engagement



1 – Content
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Organic Search In 2024



2 – Link Popularity (Google Pagerank)
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Organic Search In 2024



The highest quality links are often 
acquired via good PR.



“…Google is now integrating machine learning into that process. So 
then training models on when someone clicks on a page and stays on 
that page, when they go back and trying to figure out exactly that 
relationship.”

Google, September 2017
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Organic Search In 2024

3 – Click Data



FACTORS

Content, link popularity and click data are all “factors.”

Factor = a number or quantity that when multiplied with another produces a 
given number or expression.

999 x 999 x 0 = 0

Organic Search In 2024
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Beyond Primary Website

● Promote all assets:
○ Third-party positive content
○ Videos
○ Images



Beyond Primary Website
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● Same principles
○ Title (Title tag)
○ Description
○ User Engagement
○ Strong CTA



Content vs. Keyphrases
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● Google uses synonyms:

● “deals” = “discounts” = “cheap”

● Literal phrasing is not required

● So we now target content vs. individual 
keyphrases
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● site:yourdomain.com

● cache:yourdomain.com/url

● site:yourdomain.com
○ with specific term

● Check your title tags

Google Commands



Title Tag
Se

ar
ch

 M
ar

ke
tin

g

● Directly impacts ranking

● Include brand and primary key phrase

● 55–60 characters (with spaces)
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● Is your page indexed by Google?

● When was it last crawled?

● What text is indexed?



Meta Description
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● Not directly used for ranking

● Enticing – increased click-thru rate

● 115 characters (with spaces) so description isn’t cut off



What still matters to Google?
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Say what you do! don’t be a “solutions provider”!
Homepage vs About Us

Don’t assume everyone knows who you are or 
what you do

Links - PR links are high quality
PR investment impacts organic presence

Internal links - how YOU link to your pages 
matters

Title tags - do they reinforce the page content?

Improve high-bounce pages



Google is a DRAMA QUEEN!
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• Add your own description
 

• Encourage reviews!
Photo increase review weight

• Answer questions

• Google Posts

• Add your own Q&As

(Limitations for hotels)

GMB Easy Wins
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PROPER CAMPAIGN ANALYSIS



All Traffic Sources
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Configure GA4 alerts so problems 
are known immediately!



• Is tracking 100% accurate?
○ It’s never 100% and usually can be improved.

• Attribution – Is revenue incremental?

• Limited data/sample size

• Lifetime value vs short-term ROI
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Challenges With Analytics Analysis



Segment brand key phrase from generic key phrases

Lost cookie = direct/additional phone value

Monitor “assisted” value – 2:1 vs last-click attribution

Lifetime value analysis

Challenges With Analytics Analysis
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Exclude Brand Terms From Analysis



Performance is more realistic with branded terms are excluded. 

Exclude Brand Terms From Analysis
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• Branded paid search queries = “navigational queries”

• Brand ad above organic listing isn’t 100% incremental

• Segment brand and remarketing from acquisition in analysis

• Nonbrand paid search campaign should be positive without aid 
of brand revenue

• Compare paid search CPC to other channels
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“Incremental” Revenue



Your agency shouldn’t 
take credit for revenue 
from your brand key 
phrases.

“Incremental” Revenue
Se

ar
ch

 M
ar

ke
tin

g



>10:1 ROAS is usually inf lated.



Attribution Numbers Will Never Match
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Touch Points = Conversion

Attribution Numbers Will Never Match
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Before You Panic



When performance changes drastically, 
it’s usually a tracking issue!



Short-Term ROI = Lifetime Value x 
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Search Marketing Tools
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• Search Engine Land
• Search Engine Watch
• Moz Blog
• Backlinko – Brian Dean
• WordStream
• PPC Hero

Search Industry Resources
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Words of Wisdom
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Are your campaigns profitable with only incremental revenue?

Easy wins with paid search bid adjustments:
● raise desktop
● Bing
● demographics

Consider running a YouTube campaign.

GMB Opportunities:
● Add a description
● Google Posts
● Post common FAQs
● Answer questions!

Summary
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THANK YOU


