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adwords stay on tarGet
Part two in a two-part series

> Ready to dive in, or dive in deeper, 
with Google AdWords? If you attended 
the AdWords session last month at SAF 
Amelia Island you left with insight on 
how to maximize AdWords results from 
Ben Polk, Google account executive. If 
you missed the session, no worries. We 
asked Polk to share best practices when 
starting and running a campaign.

Renato Sogueco: What’s the No. 1 con-
sideration for any retail floral business 
starting an AdWords campaign?

Ben Polk: Location! Location! Location! 
This phrase is used a lot in real estate, 
but it also applies to businesses adver-
tising on AdWords. If you are a retailer 
with a national brand, think nationally. 
But considering that most florists are 
local and have a strong local customer 
base, local search is a big part of where 
you need to focus your strategy. 

With AdWords, you can target 
ranges from your location, pushing lo-
cally tailored ads to those searching 
within, for example, 10 miles of your 
shop. Think in terms of local keywords 
(your immediate delivery area, including 
cities and ZIP codes).

RS: What other kind of keywords do they 
need to consider, beyond geographic 
keywords?

BP: The right keywords are about what’s 
most relevant to your business. If you 
specialize in weddings, ask yourself 
what keywords a customer would use 
to describe brides, weddings, venues or 
bridal flower arrangements? These are 
keywords you want to use.

RS: Are there special tricks to maximize 
keyword usage?

BP: AdWords is very powerful in how 
you can manipulate the way keywords 
are used within bids. They can be stand-
alone or combined to form phrases to 
grab clicks from exact matches or be set 
up to grab clicks from a group of words 
in no particular order.  Florists should get 
familiar with how to use the + sign (for 
Broad Match Modifier), quotation marks 
(for Phrase Matches), brackets (for 
Exact Matches) and – sign (for Negative 

Matches), as these are critical in target-
ing the various keywords customers may 
be using.

Knowing these keyword tools is im-
portant when you begin tweaking your 
campaign, as you’ll be able to track 
which keywords are working, which 
ones are not, which combinations get 
you clicks and conversions, and those 
that do not. Clicks cost money; you 
want to spend your ad dollars wisely. 

RS: Does the AdWords system help 
determine whether your ads are on the 
right track and will garner clicks?

BP: AdWords is a mostly automated 
system. It will provide you real-time 
information about which ads or key-
words have the potential to provide 
you more clicks and conversions. 
Have faith in the science powering the 
system. This will allow you to focus 
on other parts of your business that 
may need attention. Plus, Google will 
always be there to support you if you 
need it.

RS: At SAF Amelia Island 2015 you 
mentioned the importance of an ad 
with a good “quality score.” Can you 
elaborate on this?

BP: The quality score is a diagnostic tool 
in AdWords that determines the health 
of your ads and keywords. The quality 
score algorithm constantly evaluates 
your website and ads, taking into ac-
count keywords used, the search device 
and user location. The quality score pro-
vides a grade on how well the ad is per-
forming, relevant to the keywords and ad 
text you’re using, as well as relevance to 
your landing page. 

RS: What’s the secret to getting a bet-
ter-quality score?

BP: Quality score is higher if informa-
tion found in your ads matches facts and 
information found on your website. So 
make sure all your content ads and key-
words used for bids complement your 
website content.

Also, more specific to mobile 
searches, be sure you have ads target-
ing mobile devices. And please be sure 
to have mobile-responsive or optimized 
landing pages!

RS: What role does Google Analytics 
have in the AdWords campaign?

BP: Analytics is the smartest track-
ing tool around, and it’s married to 
AdWords, so you see exactly which 
campaigns are converting into real sales 
or your primary KPI. 

The best way to view the relation-
ship between the two is to think of 
AdWords as the front end of your online 
advertising efforts, where you can view 
your online advertising efforts from the 
consumer perspective. You can explore 
what keywords consumers would enter, 
the type of ads that may elicit better 
consumer response and more. 

Analytics is the back end, where, 
as the business owner, you see exactly 
which AdWords campaigns result in 
conversions. Having both views, you can 
then focus on the stuff that works and 
simply escalate and repeat. 

Renato Sogueco is SAF’s chief 
information officer, the liaison to 
the SAF Technology Committee 
and a regular contributor to Floral 
Management.

Go deeper
Read part one of this series — one florist’s 

firsthand account of her experience 
with AdWords — at safnow.org. 


