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WHAT IS PAID SEARCH?

Possible keyword set might include:

▪ Boat rentals near me

▪ Weekend boat rentals

▪ Lake union boat access

▪ Rent boats Lake Union

▪ Speedboats for rent in Seattle

▪ Boating lessons Seattle

▪ How to rent a boat in Seattle

▪ Where to rent a boat in Seattle

▪ Boat rental prices Seattle

THE SEARCH ENGINE RESULTS PAGE (SERP)
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WHY IS PAID SEARCH IMPORTANT?
BE AVAILABLE TO THE USER WHEN THEY LOOK FOR YOU
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• Be available to the user when they are 

looking for you or what you offer

• Increase brand visibility

• Control the messaging

• Outbid your competitors

• Address a specific audience

• Highlight special offers

• Learn about your customers

• Measure what is and is not working



BEST PRACTICES

▪ Test hypotheses as often as possible

▪ Optimize your campaigns towards your business goals

▪ Consider the attribution journey (nonbrand to branded terms)

▪ Bring users to the landing page that best fits what they are looking for, consider their queries

▪ Set geographic targeting, ad schedules, ad rotation set to optimize

▪ Comb search term reports regularly, either for new keyword opportunities or negative keywords

▪ Determine your audience(s) and create messaging and targeting around those groups

▪ Use auction insights, impression share, average position and CTR to determine appropriate 
keyword bids

▪ Try some automated tools, determine viability

▪ Remember the importance of site speed

DEPENDENT ON YOUR BUSINESS GOALS
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THINK WITH GOOGLE INSIGHTS

Today, people can—and do—optimize 
their lives with search. 

Whether it's taking a vacation or going 
out to dinner, people curate their 
experiences before they go. 

It helps them get excited, lets them feel 
more confident and less anxious, and 
makes them feel like they’re getting the 
most out of every moment.

WHAT ARE USERS LOOKING FOR?
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SEARCH BEHAVIOR TRENDS
USERS PLAN AHEAD
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SEARCH BEHAVIOR TRENDS
SEARCH FUELS DISCOVERY & ANTICIPATION

7



SEARCH BEHAVIOR TRENDS
SEARCH FUELS DISCOVERY & ANTICIPATION

8



SEARCH BEHAVIOR TRENDS
USING SEARCH FOR “INTELL”
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SEARCH BEHAVIOR TRENDS
USING SEARCH FOR “INTELL”
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SEARCH BEHAVIOR TRENDS
STRETCHING THE DOLLAR
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SEARCH BEHAVIOR TRENDS
STRETCHING THE DOLLAR
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SEARCH BEHAVIOR TRENDS

▪ Understand intent signals

▪ Whether it's to get excited, build confidence, or manage their money, people are using search to 
shape and validate the decisions they make. To ensure you’re part of their consideration set, pay 
attention to the intent behind people’s searches and adapt your messaging accordingly.

▪ Build useful tools

▪ People rely on the web to plan the best experience possible. Provide assistance with tools that 
cater to these experiences. You can help people understand all the features and amenities you 
offer, interact with experiences before booking, or manage overall trip logistics

▪ Do your research

▪ To get your brand into the consideration set early, understand the unexpected ways people are 
searching. Not sure where to start? Check out Google Trends to see how people search for your 
brand.

HOW TO LEVERAGE THESE INSIGHTS

13

https://trends.google.com/trends/


CONSUMERS TRENDS
THE AGE OF ASSISTANCE
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Ensure your content and search copy 

convey how your products meet these 

needs and that you show relatable, real-life 

use cases. Google’s machine learning can 

automate keywords and ad creative to help 

you capture the various ways consumers 

are expressing this quest for the best.



CONSUMER TRENDS
THE AGE OF ASSISTANCE
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CONSUMER TRENDS
THE AGE OF ASSISTANCE
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NEAR ME SEARCHES
HYPER-LOCALIZED INTENT
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NEAR ME SEARCHES
HYPER-LOCALIZED INTENT
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NEAR ME SEARCHES
HYPER-LOCALIZED + TIME-SPECIFIC
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NEAR ME SEARCHES
HYPER-LOCALIZED + TIME SPECIFIC
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NEAR ME SEARCHES
THE CAVEAT
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NEAR ME SEARCHES
THE CAVEAT



BING ADS INSIGHTS

▪ https://advertise.bingads.microsoft.com/en-
us/insights/planning-tools/use-location-targeting-
trends-to-focus-on-relevant-customers

▪ Choose industries and subindustries for Click 
Through Rate and Cost Per Click benchmarks.

▪ Compare geographically

LOCATION TARGETING DATA & TOOL
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https://advertise.bingads.microsoft.com/en-us/insights/planning-tools/use-location-targeting-trends-to-focus-on-relevant-customers


24

GOOGLE TRENDS
SEARCH INTEREST DATA & TOOL



THANK YOU

HANNAH WILL

PARTNER DIRECTOR

HWILL@LOCATION3.COM


