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What’s Hot 
 Unlike Facebook and Twitter, 

Pinterest is not about 
telling. It’s about showing, 
which plays to travel sales. 

 “Travel is very visual” said 
Patrick Evans, social media 
manager for STA travel. 
“People love taking photos 
and videos, and that is what 
Pinterest is all about. It is 
having a conversation with 
pictures. Pinterest lets users 
tell their travel story through 
photos rather than words. 
 

 Travel and beautiful images 
go hand in hand. 

 Over 50% of Facebook users 
make buying/brand decisions 
based on photos on their 
friend’s pages. This is 
especially true in the travel 
industry, and Pinterest is an 
excellent Platform 



What’s Hot 
 According to digital 

advertiser Modea, using 
data from online analyst 
ComScore, 68.2% of 
Pinterest’s users are 
women, most ranging 
between the ages of 25 and 
44, and 28.1% have a 
household income 
exceeding $100,000. 

 The advantage Pinterest 
has is simple: pictures 
 

 Ski clubs can create boards 
for  ski vacation packages, 
products, tour/activity 
opportunities, summer 
activities and more. 

 Many people on Pinterest 
have a board for places 
they’d like to visit someday. 
Tapping into these folks’ 
interest would be key for 
clubs also on Pinterest. 



What’s Hot 



Next Steps 
 Create Pinterest boards  

 CMSC 
 OVSC 
 TSC 

 Become S.M.A.R.T. 
 Specific and clear action items 
 Measurable action items 
 Accurate in scope and focus 
 Reasonable to achieve 
 Truth – Results are accurate and complete  
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Working Together 
 Our Staff Will Assist in the following 

 Pinterest Account Set-Up 
 Set up Boards for Each Council Trip 
 Demonstrate where content is entered 

 Trip Info 
 Council Info 

 Link into Facebook and Twitter 
 We Need Lead Contacts From The Council 

 OK to do yourself 
 Do not want to interfere    

 Results Measured at Next NSCF Meeting  



Intermission 



 
 
 
 
 
 
Step-by-Step Process to High Quality Scores 
 

To attain high quality scores, you must optimize for each segment defined in 
Google’s quality score definition: 
 
1) Keywords 
 a) Research 
 b) Segmentation 
 
2) Text Ads 
 a) Writing Ads 
 b) A/B Testing 
 
3) Landing Page 
 a) Selection 
 b) Optimization 



Advertising with Pay-Per-Click 

In June, 2012, Google received 66.8% of all conducted search queries for the 
United States search market (comScore). 

In recent years, it has become critical to use Google Adwords for your Pay-Per-
Click marketing campaigns to enhance: 
1) Branding,  
2) Traffic and 
3) Conversions (sales or leads) 



For Best Performance on Google Adwords 
An advertiser  or group must consider their quality score. 

As defined by Google, a… 
 
"Quality Score is an estimate of how relevant  
your ads, keywords, and landing page  
are to a person seeing your ad." 

Quality scores range from 1-10 (though it’s most common to see scores 
between 3-7 for new campaigns).   
 
A higher score can yield the following benefits: 
 
1) Lower Cost-Per-Clicks (and ultimately lower cost-per-conversions) 
2) Higher positioning in the paid search results 



Keyword Research (Part I) 
To gather keywords, we will use the Google Keyword Tool. 
 
As an example, we have taken the Breckenridge page of SkiTheRockies.com and 
plugged it into the Website field. 

We are returned with a 242 keyword ideas, which is a good start. 
 
After exporting them into Excel, we work to gather more. 



Keyword Research (Part II) 
 Once again using Google Keyword Tool, we enter relevant phrases to return 

further results. 

We recommend plugging in as many keyword ideas as you can  
(no more than 2-3 at a time), export the Excel files, and then combine  
all of your keywords into a single Excel sheet. 



Keyword Segmentation 
 After gathering your keywords for a particular landing page, it’s time to break 

them into ad groups. 
 
Here is an example for “Breckenridge Lodging”: 
 
breckenridge lodging 
breckenridge lodging ski in ski out 
breckenridge resort lodging 
breckenridge lodging specials 
breckenridge ski resort lodging 
lodging at breckenridge 
lodging near breckenridge co 

Creating a single ad group, we would also add all three Match Types. 
 
Broad – breckenridge lodging 
Phrase – “breckenridge lodging” 
Exact – [breckenridge lodging] 
 
For high quality scores, it is important to combine keywords that use a common 
root, such as “breckenridge lodging.” 



 
 
 

Writing Text Ads 
 When writing your text ads, make sure to use the root keyword in your Title, 

Description, and/or Display URL: 
 
Here’s an example: 

A) We incorporated “Breckenridge Lodging” into our Title 
 
B) And “Breckenridge” into our Display URL 
 
These additions improve the relevance of our text ad to people searching on 
“breckenridge lodging” related keywords. 
 
This in turn increases the likelihood of a higher click-through rate and quality 
score (CTR is a measurement of the quality score). 

A 

B 



Text Ads: A/B Testing 
 On your settings tab, you have the option to rotate ads more evenly.  By default, 

Google optimizes for clicks. Thus, we recommend updating it here. 

This will allow you to comparison test your ad performance for click-through 
rate, conversion rate and cost-per conversion. 
 
And always write two ads per ad group for proper A/B testing.  Here is an 
example: 



Landing Page Selection 
 Choosing the most relevant landing page for your keywords is important for your 

quality scores and conversion rates. 
 
This can be more difficult when there are two or more relevant landing pages. 

Page 1 Page 2 

In our case, Landing Page 1 is slightly more relevant than Page 2 for “breckenridge 
lodging.”  While the first page is all about lodging – condos, hotels and vacation 
homes – the second page focuses more on specific deals. 



Landing Page Optimization 
 Optimizing your pages can improve your quality scores and organic rankings. 

 
You can do this by incorporating your root keyword and its variations in the: 
 
1) Title Tag 
2) Page URL 
3) Anchor Text (links on or to the page) 
4) Header 
5) Page Content 
 
In the event you are collecting information in a form, analytics, or eCommerce 
checkout page, we also recommend adding a Privacy Policy to your footer.   
 
The search community believes this to improve quality scores as well. 



Advanced Tip 
 Improve the click-through rates of your ads with Ad Extensions. 

 
You may have noticed links beneath a Google ad and wondered, how’s it done? 

First select the Ad extensions 
tab within your Adwords 
campaign, and then choose 
the Sitelinks extension. 

Here we could point to our 
second most relevant “Deals” 
page for the keyword 
“breckenridge lodging.” 
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