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WHAT IS PAID SEARCH?

THE SEARCH ENGINE RESULTS PAGE (SERP)

GO Ie how to rent a boat in seattle , Q . . .
J ’ Possible keyword set might include:

All Maps Shopping Images Mews Mare Settings Toals

About 10,100,000 results (087 seconds)
= Boat rentals near me

Boatsetter | Search For Boat Rentals | boatsetter.com

www.boatsetter.com/ « u We e ke n d b Oat re n ta | S

Explore Qur Privately Owned, Worldwide Fleet. Find And Rent The Perfect Boat. 5,000+ Boats.
Search For Boat Rentals - How Boatsetter Works - Find The Perfect Charter - List Your Boat For Rent

= | ake union boat access

Boat Rentals on Lake Union | Seattle Boat Rental - Book Now .
(ad] '.'.'w'.'.'q.sea.—.. eboatrentals.com/ * (206) 63'—3-04'-].2 - | Re n‘t boats La ke U n |O n
Amagzing Selection of Fower Boats & Pontoons. Seattle’s Premier Boat Rental! Most Boats, Best Variety.
Starting at $450/day. No limits on days & times. .
Boat Selection - Contact Us - Join Now - Baating Lessons = S peed boats for rent in Seattle

¥ 2400 Westlake Ave N I1, Seattle, WA - Open today - 10:00 AM - 6:00 PM

= Boating lessons Seattle
Seattle, WA Boat Rentals and Boat Charters - Boatsetter

https:/fwww boatsetter comyboat-rentals?near=Seattle®%2C+WA ~ M
Rent a powerboat or sailboat - bareboat or with & captain. ... Sun Chaser pontoon party boat. $375 per " HOW to rent a boat In Seattle
day - ... Classic Yacht Experience in Seattle. 5570 half day .. .

= Where to rent a boat in Seattle

13 places to rent a boat in and around Seattle—for cheap

https://seattle.curbed .com.e'"nans.f're|11-<ayak-cann::-e-pan:ldlel_:n::-ard-sailb-;:uat - [ B ®) at re nta | p rl ces S ea tt | e

Jul 20, 2018 - There's an old saying among boaty types: “A boat is a hole in the water into which you
throw money.” But when Pacific Morthwest weather is ..
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WHY |S PAID SEARCH IMPORTANT?

BE AVAILABLE TO THE USER WHEN THEY LOOK FOR YOU

Q  Be available to the user when they are

GO gle how to rent a boat in seattle U} .
looking for you or what you offer

All Maps Shopping Images Mews ore Settings Tools

* Increase brand visibility

Seattle Boat Share

seattleboatshare.com/ - ° H
HOW SEATTLE BOAT SHARE WORKS. Three simple steps to achieve . It's as simple as that! Meet CO ntr0| the messag I ng

us at the dock and get ready for your next boating adventurs.

« Qutbid your competitors

The Electric Boat Company | Boat Rental Seattle, WA

hitps./ltheelectrichoatco.com/
The Electric Boat Company provides Seattle boat rental, team building, scavenger hunts, event

planning, & a yacht club venue for parties on Lake Union. L AddreSS a SpeCiﬁC aUdience

Boats in Seattle - Airbnb . ] .
https:/fwwew airbnb.com » United States > Washington » Seattle ° ng h | Ig ht SpeCIal Offe IS
Sep 04, 2018 - Rent Boats in Seattle, WA from 520/night. Find unigue places to stay with local hosts in
191 countries. Belong anywhere with Airbnb.

| | * Learn about your customers
6 ways to get out on the water if you don't own a boat | The Seattle Times
hitps:/hwenw. seattletimes. com/._/6-ways-to-get-out-on-the-water-if-you-dont-own-a-boat. .

Aug 3, 2015 - An experienced sailor, with his own sailboat back home, Keough had used Boatbound on ° Measu re What iS and iS nOt Working

a frip last fall to rent a boat from a private owner in ..
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BEST PRACTICES

DEPENDENT ON YOUR BUSINESS GOALS

= 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
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THINK WITH GOOGLE INSIGHTS
WHAT ARE USERS LOOKING FOR? SN - | pm— =

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.

Sources (3)
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SEARCH BEHAVIOR TRENDS

USERS PLAN AHEAD

Why people need to
"'know before they go'

Today people can — and do — prepare for every aspect of any
experience, big or small. Whether they’re taking a vacation
across the globe or dining at a neighborhood café, people
have a low tolerance for surprises.
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SEARCH BEHAVIOR TRENDS

SEARCH FUELS DISCOVERY & ANTICIPATION

1 Spark excitement about an
upcoming experience

In the early stages of planning, many want a look at what their experience
could entail. And that sneak peek sparks excitement. We often see this
behavior play out in search. For example, we've seen over 55% growth in

mobile searches for "menus" over the past two years.’

Anticipation then builds as people research and discover more about an

upcoming experience. ‘I start my Google Search with 'best'... and take it from

there," said AnaR., 42.
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SEARCH BEHAVIOR TRENDS

SEARCH FUELS DISCOVERY & ANTICIPATION

Sparking excitement through search. Check out rising queries.

DINING QUERIES

‘4

Restaurants with Mariachi

Best restaurants in Miami

San Francisco restaurants with a view

Applebee's menu

Best thing to eat at Eataly

TRAVEL QUERIES

San Francisco things to do

4 star hotels with jacuzzi
Airports with best food
Train to Machu Picchu review

Best hotels with waterslides

ENTERTAINMENT QUERIES

Q- ulP

Oasis spa review

Best concerts 2018
Best museums in the world
Nashville bars with live music

Movie theaters with food
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SEARCH BEHAVIOR TRENDS

USING SEARCH FOR “INTELL"

2 Build confidence before heading
to a new destination Q

People feel a need to prepare for every detail of their experience — from @
exploring maps to confirming business hours. Consider this: mobile - =
searches for "wait times" have grown 120% over the past two years.” teae
Researching these smaller details ahead of time alleviates stress and gives e’

people confidence heading into an experience. "l guess | just don't like /

looking or feeling lost. It just gives me anxiety,’ said Ivette B., 26.
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SEARCH BEHAVIOR TRENDS

USING SEARCH FOR “INTELL"

These rising search queries show how people build confidence.

DINING QUERIES TRAVEL QUERIES ENTERTAINMENT QUERIES

! Ay
[ ] .
McDonald's breakfast hours What can you bring on an airplane Disneyland ride wait times
Kid friendly restaurants NYC Atlanta airport wait times Is food allowed in San Diego Zoo
Chick-Fil-A menu nutrition When is Caribbean hurricane season Magic Kingdom map
Restaurants with vegan options NYC subway map Six Flags hours
Do you tip at a buffet Is it safe to travel to Mexico Can you bring a guest to Planet Fitness
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SEARCH BEHAVIOR TRENDS

STRETCHING THE DOLLAR

3 Make the most of a budget

Nobody likes to be surprised by an unexpected expense. People want to
account for every penny up front. In the past two years, mobile searches for
"do you tip in _" have grown over 70%.°

But it's not just about saving money. People want to make sure they get the
biggest bang for their buck. "My research really helped me have a great NYC

experience at a price | could afford,” said Gloria V., 44.
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SEARCH BEHAVIOR TRENDS

STRETCHING THE DOLLAR

Making the most of a budget through search. See rising queries.

DINING QUERIES TRAVEL QUERIES RETAIL QUERIES

" ’ |

Restaurants with free birthday meals Affordable hotels with Jacuzzi tubs How to get Jordans for cheap
Burger King menu prices How to save money on flights Cheap purses brand name
Great food deals in Las Vegas When do hotels charge your credit card Discount luxury watches
Restaurants with happy hour How much is a passport When does Dillards have sales
Restaurants with dinner for 2 specials Do you tip in Italy Similar to Uggs but cheaper
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SEARCH BEHAVIOR TRENDS

HOW TO LEVERAGE THESE INSIGHTS —
What this means for marketers
= 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.
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https://trends.google.com/trends/

CONSUMERS TRENDS

THE AGE OF ASSISTANCE

The Curious Consumer

People have become research-obsessed,
even about the small stuff. Today, people are
researching more than ever, so each decision
— be it big or small — is an informed one.

) 8 O o growth in "best” mobile searches in the
past two years. |

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.
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CONSUMER TRENDS

THE AGE OF ASSISTANCE

The Demanding
Consumer

Today, people expect every digital experience
to be personalized just for them, even when
they include few details and don't explicitly
spell out their request.

"Customer expectations and the customer

evolutionary cycle are definitely going

through a step change. Our customers, in
" agood way, continue to be more

demanding day by day.”

Amit Shah, 1-800-Flowers.com
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CONSUMER TRENDS

THE AGE OF ASSISTANCE

The Impatient
Consumer (5)

People are making decisions faster than ever
—and they expect to act on those decisions
in the moment.

: 'I 5 O % growth in mobile searches for “_ near
me now" 2
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NEAR ME SEARCHES

HYPER-LOCALIZED INTENT

9 "500%+

¥ growth in “near me” mobile searches that
contain a variant of “can | buy” or “to buy”
over the last two years.

E LOCATIONS



NEAR ME SEARCHES

HYPER-LOCALIZED INTENT

Nearly 1/3 of all mobile searches are
related to location.

Google Internal Data, April 2016
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NEAR ME SEARCHES

HYPER-LOCALIZED + TIME-SPECIFIC

In the past two years, we've seen:

i

150%+ growth in mobile searches for “__ near me now” (for example, “food near me

now,” “gas station near me now,” and “delivery near me open now").2

i

900%+ growth in mobile searches for “__ near me today/tonight” (for example,
‘open houses near me today,” “cheap hotels near me tonight,” and “movies playing

near me today”).3
200%+ growth in mobile searches for “Open” + “now” + “near me” (for example,

“restaurants near me open now,” “stores open near me right now,” and “pharmacy
near me open now").?
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NEAR ME SEARCHES

HYPER-LOCALIZED + TIME SPECIFIC

Growth in “near me now” searches

May 5, 2013 Nov. 2,2014 May 1, 2016 Oct. 29, 2017

Think with Google
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NEAR ME SEARCHES

THE CAVEAT

. Over the last two years, comparable
O ' searches without “near me” have
¥  grown by 150%.

Think with Google

Source: Google Data Jan - June 2017 vs. Jan - June 2015. U.S
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NEAR ME SEARCHES

THE CAVEAT

Search interest in "Is it going to rain today" vs. "Houston weather forecast"

\J\/\/\/“\r/

@ ’Isit going to rain today” 'Houston weather forecast’
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BING ADS INSIGHTS

LOCATION TARGETING DATA & TOOL o LB

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

'GOOGLE TRENDS

SEARCH INTEREST DATA & TOOL

Google Trends  Compare

Hotels in Denver Hotels in Seattle .
¢ Gearch term ¢ + Add comparison
Search ter Search te
United States 9/5/16-9/5/18 = All categories = Web Search
Interest over time ¥ o <L

| Eadndin Goasta
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E LOCATION3
THANK YOU

HANNAH WILL
PARTNER DIRECTOR
HWILL@LOCATION3.COM



