
40 FLORAL MANAGEMENT | SEPTEMBER 2015 | WWW.SAFNOW.ORG

Plugged In By renato cruz sogueco

why adwoRdS addS uP
Part one in a two-part series

> Google AdWords and similar pro-
grams from other search engines have 
become a critical method of advertising. 
But many florists find it mysterious and 
intimidating and never give it a try. 

Consequently, competitors can pay 
as little as a dollar per click for your shop 
name, so their ads appear above and to 
the right of your organic listing, siphon-
ing off orders that should be yours. 

At SAF Amelia Island 2015, Ben Polk, a 
new business account executive at Google, 
will demystify AdWords and detail how 
to get it up and running at your shop. Co-
panelist Maris Angolia, of Karin’s Florist 
in Vienna, Virginia, will offer anecdotes 
about how she is using AdWords to grow 
and protect her business. 

For this month’s column, we asked 
Angolia to share a few thoughts about 
the importance of AdWords.

Renato Sogueco: You tried 
AdWords in 2012. What 
motivated you then to 
start a campaign, and why 
did you end the effort? 

Maris Angolia: Yellow pages were 
dying off, and we noticed the growing 
numbers of visitors (and orders) being 
taken on our website. We felt com-
pelled to give AdWords a try to capture 
more online sales. However, we stopped 
because we didn’t know how to track 
and attach the campaigns we were run-
ning to website sales.

RS: What was the spark 
to give AdWords a second 
try? And why do you think 
it will work this time? 

MA: I did a search for my business and 
saw ads from competitors right above 
my own organic listing. Even though I 
had the top organic listing, I wanted to 
be the top florist on that entire page. 

I also discovered Google now sup-
ports your campaign by helping you set 
up the account, as well as the codes on 
your website, to be sure you can track any 
campaign and check in to see whether 
it’s working. This is what was missing the 
first time. You actually speak with real 
people who guide you step by step.

This time around we scrutinized all 
the possible keywords customers would 
use, which are now strategically placed in 
our ads and throughout our website. Now 
that we’re familiar with the AdWords 
tools, we can see what works and what 
doesn’t and spend our dollars wisely.

RS: What are some 
actions you need to take 
prior to launching an 
AdWords campaign?

MA: Get your website programmer or 
vendor involved from the very begin-
ning. Make sure all your pages have the 
right title and meta description tags that 
clearly define and describe what you’re 
selling on those pages.

Consider your product names and 
descriptions. Although “lavender parfait” 
means something to us, customers would 
probably never type these terms as key-
words to look for an arrangement. So now 
we’ve been changing our descriptions to 
include flower names and colors — key-
words customers actually use.  

RS: Did you have to develop 
new content on your website 
for your AdWords campaign?

MA: We categorized our business into 
three main parts: everyday, which includes 
get well, birthday, anniversary and new 
baby; wedding and events; and our funeral 
business. For each category, we built 
special landing pages that we place in our 
AdWords ads. Google advised us that 

when an ad directs users to pages with 
relevant information, the ad is more likely 
to be shown. So if you say you do funeral 
work, that landing page needs to talk about 
all your sympathy arrangements and ser-
vices. We took the extra step of mention-
ing all the funeral homes in our city. 

RS: Outside the website 
work, what else did you 
do to optimize your 
search rankings? 

MA: We made sure all our content is 
linked to our social media, and vice versa. 
We created a new video and also started 
a blog. We read in Floral Management 
that Google indexes your website more if 
you change it often. A blog is a great way 
to add content on a regular basis.

We also read that if your website is 
not mobile responsive, (ours was not 
at the time) Google will stop listing you 
in mobile searches. Since we couldn’t 
switch to a mobile-responsive website 
overnight, we decided to create a mo-
bile-ready version with a service called 
bMobilized. Our long-term strategy is to 
still develop a mobile-responsive web-
site, but at least Google will recognize 
we are mobile friendly and include us in 
those mobile search results. 

Check out next month’s Plugged In for Google 
exec Ben Polk’s best practices in launching 
and running an AdWords campaign.  

Renato Sogueco is saf’s chief 
information officer, the liaison to the saf 
technology committee and a regular 
contributor to floral Management.

back on top Good SEO practices have placed 
Karin’s florist at the top of organic searches (A), 
but it wasn’t until the shop invested in AdWords 
that it landed the very top search result (B).



Increase your average sale by 20%
Guaranteed in writing. Really. 

www.floralstrategies.com 
800.983.6184


