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PPC: Pay Per Click Advertising
• Paying a fee each time an ad is clicked on the search engine 

engine results page (SERP)

• Each search acts as a live auction for your given keywords 
keywords within a paid search account

• Max cost per click amounts are established for 
keywords as the most you are willing to bid for any 
given click

• Ad Position is based upon a combination of Max CPC bid and 
bid and Quality Score

• Quality Score is established for a given keyword based 
based upon expected click through rate, relevance to 
to keyword searched, and landing page experience
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Different keywords may generate different SERP landscapes
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Paid Search Ads

Organic Listings
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• The higher any given quality score for a keyword is, the 
lower our actual cost per click will be to achieve a specific ad 
position

• Landing Page and Adcopy testing can be utilized to help 
progress Quality Score

• Branded keywords will have the highest quality score based 
upon content and relevance of site

• Negative Keywords can also be implemented to ensure your 
ads are not showing to irrelevant users 
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• Account structure should mirror site layout to 
provide relevant data with provided search queries

• Ad Groups should utilize like keywords that pertain 
to the same category to understand specific 
performance

• These Ad Groups are also utilized to provide 
relevant information directly related to the 
search query

• Adcopy messaging should be tailored by Ad Group 
with individual Ad Group Optimizations
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SEO: Search Engine Optimization
• The marketing discipline aimed at growing organic 

(non-paid) visibility through search engine results.

• SEO isn't only about building search engine-
friendly websites. It's about making your website’s 
experience better for people too.

• The majority of web traffic is driven by the major 
commercial search engines, Google, Bing, and 
Yahoo!. Search engines are the primary method of 
navigation for most Internet users. This is true 
whether your site provides content, services, 
products, information, or anything else.
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SEO: Search Engine Optimization
• The key to a strong SEO portfolio includes both on and 

off site optimizations to allow for search engines to 
process:

• Relevant keywords & content
• Healthy technical foundation
• Off-site relevance & sentiment (links)

By optimizing the VISIT DENVER site based on SEO best 
practices, we aim to improve the organic visibility of the 
Denver.org brand and drive traffic to our site and our 
partner sites.
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VISIT DENVER 2017
Organic Search Overview

VISIT DENVER ranks well for a variety of relevant Denver-based keywords and has been growing in organic 

visibility over the past year. In 2017/18, we will focus on capitalizing on Featured Snippet positions in the SERPs 

to earn the most real-estate in Organic SERPs (Search Engine Result Pages).
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VISIT DENVER 2017
Organic Search Overview

Interest for Denver-based 

tourism and vacation related 

search queries has increased 

steadily over the past 4+ 

years. This increase in 

search popularity indicates a 

larger opportunity of organic 

growth for the VISIT 

DENVER brand and their 

partner sites.
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VISIT DENVER 2017
Organic & Paid Search – Next Steps

Going into 2017, make sure to consider the following strategies to benefit organic and paid search growth:

Organic Search:

• Unique and Engaging Content – Writing high-quality content is king in the world of SEO, make sure you 

choose a topic with some search volume and include relevant keywords

• Influencer Outreach – Establishing relationships with online influencers in your industry can not only build 

positive sentiment around your brand but can also earn you high-quality backlinks

• Monitor Technical Health – Keep an eye on SEO-relevant technical health via Google’s free tool – Google 

Search Console

Structured Data – Writing content is a great first step but adding structured data to help Search Engine’s 

crawl that content is a good technical improvement to any existing site content.  



24

VISIT DENVER 2017
Paid Search Tips

Paid Search:

• Utilize all applicable Ad Extensions for your Ad

• This will help expand search landscape and provide beneficial 

information outside of the adcopy

• Sitelink Extensions

• Review Extensions

• Structured Snippets

• Day Parting

• Utilize hour of day and day of week insights to optimize towards 

most efficient times

• These metrics can be obtained through Adwords, GA, or 3rd party 

tools

• Search Query Report Analysis

• Utilize search query reports to understand how your users are 

searching

• Add negative keywords to remove unwanted queries

• Add long tail keywords to receive CPC benefits
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