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A lot has changed in the last 
year!
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SEARCH
Provide Accurate, Relevant,
and Timely Information
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Google handles trillions of 
searches per year and over 
40,000 search queries every 
second on average.

Photo Credit: Bevisible.com
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80%
of ALL online activities start on 
search engines.

41%
of web users find brands through 
search rather than just by typing a 
URL into their browser.
Harris Interactive Poll and Doubleclick Study
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Search engines are your 
homepages.
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Search strategy 
has three prongs.

Paid 
Google

Account

Organic
Search

Search Strategy

Google
Grant

Account
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Paid vs. Organic Traffic

Organic 
Results/
SEO

Paid
Results/
SEM
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Search in Action

Type in search terms

Listings are ranked

Conversion
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Search Example
Type in “Broadway Tickets”
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Search Example
Type in “Broadway Tickets”
Listings are ranked on Search Engine 
Results Page
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Search Example
Type in “Broadway Tickets”
Listings are ranked on Search Engine 
Results Page
Visit web pages and/or make a 
Purchase
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Search is user-centric
& user-driven.
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Deliver the most relevant and reliable 
information available
Maximize access to information
Present information in the most useful way
Protect your privacy
Sell ads, nothing more
Help creators succeed online

Source: “Our Approach to Search” - Google

Google’s Belief on Search
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Relevance,
relevance,
relevance.
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The goal of search is
to answer searchers’
in-the-moment questions.
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Clickthrough Rate
Purchases
Revenue
ROI

Key Performance Indicators
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HOW DOES SEARCH ENGINE 
MARKETING (SEM) WORK?
The Auction & Ranking System
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Search Engine Marketing
SEM is a process that uses an auction 
and ranking system to determine 
which ads appear in which order.

Type in search terms

Auction starts*

Ads are ranked

Search Engine Results Page

Conversion! 



C A P A C I T Y  I N T E R A C T I V E

Ad Rank

Bid
Ad Quality

Expected clickthrough rate
Ad landing page experience
Ad relevance

Ad Rank Threshold (Reserve Price)
Ad Quality
Ad Position

User signals
Query context
Related auctions

Ad landing page experience
Ad relevance

Context of Query
Ad Extension Impact/ Ad Format

“Winning” the auction
isn’t just about $.
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“Winning” the Auction

Increase
Relevance
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Relevance,
relevance,
relevance.
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On Desktop Computers
Up to 4 ads show at the top of the 
SERP for competitive auctions. Using 
ad extensions increases the amount 
of ad real estate.
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On Mobile Devices
On mobile, 4 ads can show above the organic 
results, but often only 2 ads show before 
scrolling.
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ANATOMY OF SEM 
CAMPAIGNS
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Components of SEM Campaigns
Keywords
Ads
Ad Extensions
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Anatomy of SEM Campaigns

Campaign

Ad Group Theme 1

Search Ads

Ad Extensions

Keyword List

Ad Group Theme 2

Search Ads

Ad Extensions

Keyword List

Ad Group Theme 3

Search Ads

Ad Extensions

Keyword List

Ad Group Theme 4

Search Ads

Ad Extensions

Keyword List
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Words or a phrase describing your product 
or service that you choose to help determine 
when and where your ad can appear.
We want to bid on the keywords that our 
patrons are likely going to search for that 
cover across the funnel.

Anatomy of SEM Campaigns
Keywords
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Match types indicate to search engines how 
closely or loosely we want the algorithm to 
match the keywords we’re bidding on to the 
search terms people are searching for.
Match types examples:

Broad
Phrase
Exact

Anatomy of SEM Campaigns
Keyword Match Types
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An ad group contains one or more ads that 
share similar targets (keywords, audiences, 
landing page etc.)
Ad groups help to organize ads and 
keywords by a common theme or relevance.

Anatomy of SEM Campaigns
Ad Groups
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A set of ad groups (ads, keywords, and bids) 
that share a budget, targeting and other 
settings.
Often used to organize categories of 
products or services that you offer.
Campaigns can hold multiple ad groups, but 
budget can only be adjusted on campaign 
level.

Anatomy of SEM Campaigns
Campaign
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Search ads (text ads) have three parts.
Headline text (up to 3)

Display URL
Description text (up to 2)

There are multiple types of search text ads.
Expanded text ads
Responsive search ads
Dynamic search ads

Anatomy of SEM Campaigns
Ads
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Anatomy of SEM Campaigns
Ads
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A feature that shows extra information with 
your ad, like an address, phone number, or 
more webpage links.
There are multiple types of ad extensions. 
Ad extensions increase visibility and 
potentially improve clickthrough rate.
They will show up on a by-auction basis.

Anatomy of SEM Campaigns
Ad Extensions
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Anatomy of SEM Campaigns
Ad Extensions
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Anatomy of SEM Campaigns

Imaginary Ottawa Ballet Co’s Nutcracker Campaign

The Nutcracker Ad Group

Search Ads

Ad Extensions

the nutcracker ballet
the nutcracker tickets

the nutcracker in ottawa

Tchaikovsky Ad Group

Search Ads

Ad Extensions

tchaikovsky music live
tchaikovsky ballets

tchaikovsky concert in ottawa

Holiday Events Ad Group

Search Ads

Ad Extensions

holiday events in ottawa
holiday family activities

live christmas shows
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GOOGLE AD GRANTS
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AKA Free Money!

Image Source: Hollywood Reporter
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For nonprofit charitable organization in good standing

$10,000 in-kind search advertising per month

Requires certain account structures
2 Sitelinks/Account

2 Ad Groups/Campaign

2 Ads/Ad Group

No single word, non-branded keywords

No overly generic keywords

Requires certain performance metrics to stay eligible 
for the grant

5% CTR Across Account

Conversion minimums and Conversion Rate maximum

Quality Filter

Limitations on optimizations
$2 keyword bid limit (unless using auto-bidding)

No audience or remarketing targeting available

Program Overview
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SEM BEST PRACTICES 
& OPTIMIZATION 
RECOMMENDATIONS
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Best Practices
Include keywords that cover the full 
funnel of a patron’s journey.

Top-of-Funnel Keywords
Middle-of-Funnel Keywords

Bottom-of-Funnel Keywords



C A P A C I T Y  I N T E R A C T I V E

Top-of-Funnel
Searches
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Middle-of-Funnel
Searches
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Bottom-of-Funnel
Searches
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Best Practices

Model campaigns on the marketing 
funnel. Brainstorm and bucket 
keywords into ad groups based on 
theme and relevancy.
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Optimization: 
Search Terms
Use the search terms 
tab to see what 
search terms are 
triggering your ads.
Add new keywords 
based on search 
terms or negative 
keywords based on 
data.
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Best Practices

Create ad copy that is relevant to the 
keywords in the ad group.
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Optimization:
Responsive Search Ads (RSAs)
Add 1 RSA to each ad group.
Use existing headlines & descriptions 
plus popular keywords.
Keep tabs on Combinations & keep 
optimizing.
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Best Practices

Utilize ad extensions.



C A P A C I T Y  I N T E R A C T I V E

Optimization: Sitelink Extensions
6-10 per campaign.
Can increase click through rate.
Can increase awareness of 
programming.
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Best Practices

Continuously optimize campaigns 
using data.

Image Source: Know Your Meme
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SEARCH ENGINE 
OPTIMIZATION
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SEO
What, Why, How?
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What, Why, How?
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Google wants to help you 
succeed.
They want good search results!
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Google Search 
Console
Your account with 
Google.

Source: https://search.google.com/
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Google Search 
Console
Private search data.

Source: https://search.google.com/
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Google My 
Business (GMB)
Local searches.

Source: 
https://www.google.com/business/
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Google My 
Business
Control what 
information your 
business presents

Source: 
https://www.google.com/business/
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FIGURING OUT WHAT TO 
OPTIMIZE
Finding Content to Create
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It all starts with this action.
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Branded vs.
Non-Branded SEO
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Branded vs.
Non-Branded 
Traffic
“bata shoe museum 
opening time”
“unique things to do in 
toronto”

Source: https://batashoemuseum.ca/
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Branded vs.
Non-Branded 
Traffic
“stratford festival 
2021”
“listen to 
shakespeare sonnets 
online”

Source: 
https://www.stratfordfestival.ca/
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Branded vs.
Non-Branded 
Traffic
“exhibits at 
aquatarium”
“hms ontario”

Source: https://aquatarium.ca/
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In general, each page 
should have a main 
keyword focus.
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Think about what 
keywords drive 
each page.

Source: 
https://ottawajazzfestival.com/
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Branded search is 
helping people who 
already know your 
organization get to 
the right page.

Source: 
https://ottawajazzfestival.com/
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Location-Based
“things to do in hamilton”

“best art museum to visit in toronto”

Content-Based
“most important artists 1980s”

“yoyo ma”
“nutcracker synopsis”
“best korean films”

Non-branded traffic is the real 
focus of SEO.
Harder to get
More valuable
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Content Example
MacLaren Art Centre

Source: https://maclarenart.com/
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Content Example
Burning Kiln Winery

Source: 
https://www.burningkilnwinery.ca/
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Begin your keyword research.
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Google’s Autocomplete
Top of the SERP
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Google’s Suggested Searches
Bottom of the SERP
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Google’s Autocomplete
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Google’s Suggested Searches
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Researching with Google Ads



C A P A C I T Y  I N T E R A C T I V E

Researching with 
Google Trends
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Start writing!
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Write for humans—not robots.
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OPTIMIZING YOUR PAGES
Title Tags and Meta Descriptions
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Title Tags and Meta Descriptions
Control how you appear on the SERP.

Source: https://www.ontariosciencecentre.ca/
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Title Tags and 
Meta Descriptions
In action
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Title Tags
<65 characters
Unique to each page 
(no duplicates)
Considers ranking 
and CTR

Source: https://www.balletmet.org/
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Meta Descriptions
<154 characters
Unique to each page 
(no duplicates)
Doesn’t affect ranking
Does affect CTR
More likely to be 
ignored

Source: https://www.balletmet.org/
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Meta Descriptions
<154 characters
Unique to each page 
(no duplicates)
Doesn’t affect ranking
Does affect CTR
More likely to be 
ignored

Source: https://www.alvinailey.org/
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OTHER IMPORTANT 
TECHNICAL THINGS
Image Alt Tags and 301s
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<img src “URL or Address” alt=“Descriptive 
Image"/>

Image ALT Attributes
Describes an image
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alt="Polar bear 
climbing on ice"

Source: https://wwf.ca/
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alt="Woven 
Currents –
Confluence of 
Parallels"

Source: https://ago.ca/



C A P A C I T Y  I N T E R A C T I V E

301 Redirects
tift.ca/about-tift/team/theatre-
associations

Source: http://www.tift.ca/
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301 Redirects
tift.ca/about-tift/team/audition-
schedule

Source: http://www.tift.ca/
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A 301 Redirect conserves
SEO “juice”

Old URL New URL

tift.ca/about-
tift/team/theatre-

associations

tift.ca/about-
tift/team/audition-

schedule
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A 301 Redirect conserves
SEO “juice”

301 Redirect

Old URL New URL

tift.ca/about-
tift/team/theatre-

associations

tift.ca/about-
tift/team/audition-

schedule

301 Redirect
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SEO can seem endless…
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…but making a few small 
changes can have a big impact.
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TAKEAWAYS
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SEM
Top 3 Takeaways
Search Engine Marketing is a user 
centric channel that plays a critical 
step in the consumer journey.
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SEM
Top 3 Takeaways

Organize keywords into ad groups 
and campaigns to maximize the 
relevance between keywords and 
ads.
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SEM
Top 3 Takeaways

Optimize, test and keep testing based 
on data!
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SEO
Top 3 Takeaways
Google wants you to 
make good content.
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SEO
Top 3 Takeaways

Each page should 
have a keyword focus 
(Keyword Research).
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SEO
Top 3 Takeaways

Technical SEO can 
help signal to Google 
what your content is 
about.
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Timely and Relevant Resources
https://bit.ly/Follow-Up-Resources
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