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Executive Summary 

Campaign Overview: Alvéole is an urban beekeeping company located in Montreal, Canada 

which had the goal, with AdWords, to increase its online sales and visibility. To achieve these 

goals, we established two tactics: 1) a redeemable promotional code for a free beekeeping kit 

($89 value) to attract new customers, and 2) the input of postal codes in order to target customers 

in the most relevant markets. This AdWords campaign lasted 21 days (4-24th of April, 2016) 

and we managed to successfully maximize the PPC budget while spending a total of $249.48. 

We created 18 campaigns supported by 128 ad groups, 1,048 keywords and 1,033 ads in order 

to achieve the goals of Alvéole and to exceed our initial metrics. Here are the initial metrics: 357 

clicks, 11,900 impressions, 3% CTR, a CPC of $0.70, 200 conversions and 4 sales.  

Key Results: The campaigns’ metrics have exceeded Alvéole’s expectations concerning 

generated revenue and visibility. Campaigns have generated an impressive avg. CTR of 

10.38% (346% more than our goal) including 9 campaigns with an avg. CTR of 15%, a total 

of 678 clicks (190%) for 6,530 impressions and an avg. CPC of $0.37 (52.86 % improvement). 

We also obtained 374 conversions (Conv. rates of 56.20%) or 134 discount codes and 240 postal 

codes. The promotional codes generated 5,020 CAD in revenues and 2,008 CAD in profits for 

a ROI of 704.87% or a ROI of 25.54% (including the cost of the account management).  

Conclusion: The key to our success during the 21-day campaign was that we understood the 

need to make constant optimizations and to know everything about our market in order to 

perform well with AdWords. Because of the volunteering and constant commitment of our 

team members towards Alvéole’s AdWords campaign and general marketing strategy, they were 

able to stand out in their market. Alvéole has even hired one of our team members to 

continue managing their account. In short, one bee at a time, Alvéole is capable of changing the 

world by excelling with online marketing. 

Future Online Marketing Recommendations: Following the campaign’s success, we 

recommend adding the GDN to the Adwords account in order to gain a higher visibility 

according to the interests of consumers, and the TrueView Ads in order to use their inspirational 

videos. Alvéole will have to optimize the SEO of its website and its landing pages for 

conversions to improve their QS and thus reduce their CPC. 
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Industry Component 

Campaign overview : Alvéole’s goals were 1) to increase their sales via 

the redemption of 100 promotional codes, and 2) to gather 100 postal 

codes to increase their visibility to new consumers. In order to persuade 

customers to make purchases online, Alvéole offered a promotional code 

to receive a free beekeeping equipment set ($89 value). This 

promotional code was activated with a click on a call-to-action button, on 

an exclusive landing page made just for this conversion. For the second 

goal, we’ve created a unique landing page to ease the conversion of 

postal code entry. To measure our day-to-day success of our Adwords campaign, we used the 

metrics (see table 1) we had determined during the pre-campaign. Furthermore, we segmented 

the 5 initial GSN campaigns into 18 campaigns and we put a hold to the DSN campaign. The 

campaigns were located according to the specific geographical locations (Montreal, Quebec City 

and Toronto) and their respective languages (French/English). This was done with 128 ad 

groups (optimized for mobile/computer and separated into relevant categories), supported by 

1,033 ads (A/B testing, mobile optimization, call-to-action and DKI), 1,048 keywords (broad 

modified, phrase, exact and 2,870 negative kw) and 1,501 ad extensions (sitelinks, location, 

calls, apps, callouts and structured snippets). The campaigns were active for 21 days (4-24th of 

April) in order to maximize the use of our budget. We readjusted our initial budget’s 

allocation strategy (Brand / Training and Service) to maximize our spending on campaigns with 

the best metrics. Here is a collection of our budget allocation for the 18 current campaigns, we 

have arranged and divided this recollection into our 5 initial determined campaigns, for better 

comparison: 

 

Table 1 : Pre-set target 
metrics

 Clicks 357

 Impr. 11,900

CTR 3%

Avg. CPC $0.70

Promo code 100

Postal code 100

ROI 399.2%

Table 2 : Budget planned and executed spending

Week one Week two Week three Total all period
Campaign Planned Executed Planned Executed

d
Planned Executed Planned Executed

Brand $16.50 $31.72 $28.88 $55.16 $37.13 $42.25 $82.50 $129.13
Services $12.50 $10.87 $21.88 $17.33 $28.13 $16.25 $62.50 $44.45
Training $6.50 $0.95 $11.38 $37.61 $14.63 $22.22 $32.50 $60.78
Bee Facts $7.00 $0.71 $12.25 $9.03 $15.75 $0.00 $35 $9.74

ECommerce $5.00 $2.07 $8.75 $3.31 $11.25 $0.00 $25 $5.38
Remarking $2.50 $0.00 $4.38 $0.00 $5.63 $0.00 $12.50 $0.00

Total $50.00 $46.32 $87.50 $122.44 $112.50 $80.72 $250 $249.48
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Evolution of the campaign strategy 

Week 1 (4-10th of April, 2016): The campaign began on April 4th to coincide with the grand 

opening of Alvéole’s new offices in Quebec City and Toronto. We set mobile bid adjustment 

(50% for mobile, and -100% for computer) in order to gain more control over where our ads 

were shown and to get a better value-per-click on mobile. By the second day, we received 

opportunities from Google AdWords that suggested that we increase the budget on certain 

campaigns, which we did, and it helped us increase our clicks. After three days, we set up a 

shared Google Sheet between the team members in order to keep a strong control over our 

expenses (% of expenditures/week, and total expenses/day per campaign). We also changed the 

bids according to the First page bid estimate, which considered the QS, the keyword traffic 

and the competition in order to appear on the first page. We changed the option of Ad rotation 

from “Optimize for clicks” to “Rotate evenly” in order to have more control over our A/B 

testing. 

Week 2 (11-17th of April, 2016): We created 18 new campaigns to offer advertisements 

targeted for customers. These campaigns were adapted by the city and spoken language. For 

example, the initial brand campaign was divided into 5 campaigns (Brand FR- MTL, Brand EN- 

MTL, Brand FR- QC, and Brand EN-TOR). In order to follow the Lean optimization method, 

we paused the keywords with a QS below 6 and a CTR of less than 8%. This allowed our QS 

to go from 6 to 8. We also created new ads emphasizing Alvéole’s USP (specifically the 

guarantee of getting 10 kg of honey by the end of the harvest). We decided to increase our 

maximum CPC on keywords with a position lower than 2. After that, we noticed an increase of 

the clicks (541.67%) and of the CTR (417.67%) in four days. 

Week 3 (18-24th of April, 2016): We started the week by lowering the CPC of the Training/ 

Brand and Services campaigns so we could maximize our budget again, and it significantly 

increased our number of clicks. We went from $0.54 to $0.25 in a week, with multiple keywords 

with CPCs under $0.10. This allowed us to go to reach 318 clicks. We also switched the “Evenly 

rotation” back to “Optimize for clicks” for all our campaigns so that the most successful ads 

would be put forward and thus improve our metrics (CTR, Clicks, CPC, and conversions). Since 

the number of impressions wasn’t very high that week, we increased our radiuses to the entire 
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provinces of Quebec and Ontario. By doing this, we realized that we had not programmed our 

Services EN-MTL campaign correctly, as it was targeted to the city of Toronto rather than to 

Montreal. We corrected our mistake and we thereby saw a 142.97% CTR increase and a 

183.3% conversion increase due to the campaign’s relevance.  

Key results: since Alévole is 

in a niche market with a 

limited number of keyword 

searches, we focused on the 

relevance of our campaigns. 

With the constant 

management of our 

campaigns, we managed to 

increase the CTR from 

6.12% to 15.19%, and the number of conversions 

from 91 to 177 during the 3 weeks (see table 3). The 

campaigns generated 5 online sales of the New-bee 

package (a total of 5,020 CAD in revenues and 

2,008 CAD in profits given the company 40% 

profits margin). The sales were related to the 134 

promotional coupon codes that had been redeemed. 

To evaluate the ROI, we calculated it according to 

the total budget spent ($249.48) and the cost of managing the campaign if our work was paid 

(30 hours per week x $ 15 / hour x 3 weeks). This gave us an ROI of 25.54%. Sales were not 

counted as a conversion in Adwords, but we were able to follow them with the promotional code 

used when purchasing. The Brand campaign FR - MTL totalled the most clicks (271) of all 

campaigns with a CTR of 13.21% and a CPC of $0.24. One of our great successes is that we 

have 9 campaigns with avg. CTR of 15%, including 2 of them over 20%, which demonstrates 

the high relevance of our campaign (see table 4 to see the CTR evolution).  

Below are our best performing campaigns (see table 5). 

Table 3: Overall account's metrics

KPIs Goals Result Week 1 Week 2 Week 3

Clicks 357 678 133 227 318

Impr. 11,900 6,530 2,170 2,270 2,090

CTR 3% 10.38% 6,12% 10.01% 15.2%

Avg. CPC $0.70 $0.37 $0.35 $0.54 $0.25

Conv. 200 376 91 108 177

Sales 4 5 0 3 2

Avg. pos. 1.85 1.4 1.6 1.4 1.2

Total cost 
(((((

$250 $249.44 $46.32 $122.44 $80.72

Table 4 : Avg. CTR per day
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We created 28 more  

ad groups than expected 

(128 vs.100) with the 

help of Search terms 

reports that allowed us to find new relevant keywords for consumers. Also, device 

segmentation showed us that we should create specific ad groups for mobile. The ad groups 

Alvéole-mobile and Alvéole Montreal are examples of new ad groups we created that 

performed very well (see table 6). By pausing the keywords with a QS under 6 and with CTRs 

under 8%, we managed the achievement of finishing with an avg. CPC of $0.37 (see table 7). 

This happened even despite a CPC of $0.80 

during week number 2. The increase of the 

CPC during the 2nd week was one of the 

challenges we had to overcome. Some of our 

keywords, such as [Alvéole] (8 QS, 24.03% 

CTR and 50 conv.) and [Alvéole Montreal] 

(8 QS, 29.41% CTR and 17 conv.) are 

examples of effectiveness in achieving Alvéole’s goals. While + bee + sting (2.70% CTR, click 

1 and 0 conv.) and +queen +bee (QS 1, 1 click and 1 conv.) are examples of inefficiency and 

had to be paused to improve the QS of the overall campaign. The Ad extensions were used to 

increase the visibility of our ads in relation to competition on the GSN, and also to provide 

additional information to customers. The ads with the Sitelinks extensions generated the highest 

click rate (84.51%) and allowed us to be more relevant in the acquisition of 573 clicks (see 

table 8). We generated an avg. CTR of 11.94%. 

Table 5 : Top performing campaigns

Campaigns Clicks Impr. CTR Avg. CPC Conv. Avg. conv. rate Cost Avg. Pos.
Brand FR-MTL 271 2,052 13.21% $0.24 164 60.52% $65.68 1.2

Training FR 97 931 10.42% $0.61 41 42.27% $58.91 1.1
Brand EN-MTL 76 519 14.64% $0.37 36 47.37% $28.15 1.1

Services FR-MTL 56 450 12.44% $0.24 33 58.93% $13.60 1.1
Brand FR-QC 50 294 17.01% $0.33 33 66.00% $16.72 1.2

Brand EN-TOR 43 208 20.67% $0.43 17 39.53% $18.40 1.0
Table 6: samples of best performing ad groups

Ad groups Clicks CTR Avg. CPC Conv. Cost
Alvéole 125 11.88% $0.29 83 $35.85

Alvéole- mobile 89 11.42% $0.24 45 $21.49
Alvéole Montréal 57 27.01% $0.15 36 $8.52

Table 7 : Clicks vs avg. CPC per day
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Conclusion: Alvéole’s account surpassed the 

expected goals and metrics. This ensures that PPC 

advertising is the best online and offline 

marketing tool that Alvéole has used so far. By 

using optimization techniques constantly and being 

very active on the account, we successfully 

exceeded the forecast of CTR by 346% (the 

conversions by 187%) and lowered the CPC by 52.86%, in 3 weeks. With efficient 

management of our campaigns, we helped Alvéole complete 5 online sales (a value of  5,020 

CAD), and thus prove the monetary potential (25.54% ROI) of the future PPC for Alvéole. With 

a budget allocation according to the most successful campaigns, we successfully maximized the 

potential of the $250 budget by reaching a total of $249.48 spent.  

Future recommendations: The experience obtained with Alvéole allows us to make technical 

and strategic recommendations (see table 9). First, further optimize the SEO of the website 

and secondly, use the GDN and TrueView Ads to reach a specific clientele, together with the re-

marketing strategy to close sales.  

Table 9 : Marketing recommandations

Website Optimize SEO of the Website: 
Bring out the pages and relevant informations (increase the QS and decrease the CPC).  
Implement User ID in Google Analytics for tracking across multiple platforms. 

Create new specific landing pages for each entry conversions (SEO).

Campaign 
strategy

GDN: Allows us to reach a clientele that does not directly search the company’s services. 
Focuses on common interests of potential customers 
With its strong brand, Alvéole can attract the customer's attention 

Remarketing: Find potential customers who have not yet made a purchase on the site 
Use of an attractive visual banner via the GDN. 
YouTube: Use TrueView videos ads 

Create videos featuring known personalities, to create a sense of security and attract new customers. 
GSN: Focus on the best mobile practices 
Focus analysis by revenue, campaign, Ad groups and keywords 
Perform A/B tests with the ads in order to concentrate budgets on the most relevant ads.

Table 8: Avg. metrics by ad extensions

Ad extensions Clicks CTR %Clicks

Structured snippet 269 10.02% 39.67%

Sitelinks 573 12.58% 84.51%

Location 335 14.65% 49.41%

Call 424 13.31% 62.68%

App 93 10.44% 13.71%

Callout 262 10.67% 38.64%
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Learning component 

Learning Objectives and Outcomes:  

To us, the GOMC was a rich learning experience filled with lessons and emotions. Our 

involvement with the survival of the bee species deeply touched us and motivated us to keep 

being involved in the cause. At the beginning of this adventure, we spent a lot of time on reading 

books, articles and watching tutorial about Google AdWords in order to be able to master the 

platform. However, most of the knowledge and skills we obtained were from the AdWords 

study guides, covering the exam to be “AdWords-certified”. We were instantly attracted to the 

idea and each of us decided to pass two of the AdWords exams to obtain the AdWords 

Certification, which we all obtained successfully. Our objective with this project was to learn 

as much as we could about online marketing, particularly in paid media. Our team all want to 

work in this field and in the end, our efforts have paid off and we have all obtained interesting 

opportunities for internships. During the campaign, we also learned to use Google Analytics 

in order to help us master all the data that could be collected. We discovered Google My 

Business, which we used to set up and configure the various locations of the company. Our 

teacher showed us AdWords Editor, which has now become an indispensable tool for all of us, 

and allowed our team to be able to modify our campaigns very quickly. Since the beginning, we 

chose to invest ourselves 100% in the success of our Alvéole campaign. We had meetings 

every week with the co-founder and other business partners, to ensure a great collaboration. 

Thanks to Alévole, we also learned a lot about bees. Before and during the campaign, we took 

care to gain knowledge in the field of urban beekeeping. All the information available on the 

web, such as the different services, descriptions of the tools used, all the educational videos, 

helped us master our knowledge about beekeeping. We have also volunteered for Alvéole at 

their launch party of the season where we had the chance to have direct contact with current 

and potential clients and talking with them about their interest for bees. This helped us create 

better targeted advertisements to reach Alvéole’s desired clientele. 

Group Dynamics: Because of our busy schedules and the distance separating us, coordinating 

meetings and working as a team was a challenge. Right before the start of the campaign, one of 

our team members left us; we found this news quite difficult because we were forced to 
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reorganize the separation of our tasks. Following that, we organized team-building activities 

in order to ensure the strength and accountability of our team. Our biggest asset was the 

separation of our tasks according to our different strengths (english level, communication 

skills and marketing) as well as the collaboration support on each of our tasks. Tools like Google 

Drive, Calendar, Sheets, Docs, Hangouts and Gmail have been of great assistance to 

maximize our organization and ensure the execution of our respective tasks. Google Hangout 

was a very useful tool to communicate between us, since we lived far from one another. Google 

Sheets allowed us to elaborate a strict budget and stick to it throughout the campaign. We used 

Google Calendar to ensure that there would always be one of us available to manage the 

Adwords account. We encountered another challenge when one of our teammates got his 

laptop stolen during the second week of the campaign. However, thanks to the AdWords 

mobile application, he was able to stay up to date with our campaigns.  

Client Dynamics: We developed a great complicity with our client, and communication 

between us was easy. The biggest challenge for our client was that they work in a scarcely 

known niche market, which had an impact on the numbers of impressions. That is why, one 

member of our team offered his marketing communication services for free to Alvéole for 4 

months, helping them to optimize their marketing and social media strategy. This allowed the 

company to reach more than fifty different media in Montreal, Quebec and Toronto - and to get 

interviews, articles and news-reports in various newspapers, websites and on television stations. 

Those efforts paid off and increased the impressions in the industry. 

Future Recommendations:  

Campaign strategy: Configure and further optimize the "tracking" of the e-commerce part of 

the website, to be able to effectively exploit visitor data. 

Learning experience: We could have taken the Adwords certification at least one month before 

the start of our campaign and not during the three weeks of the campaign. 

Group dynamics: We would need to make sure that everybody in the team had the same 

availability and goals from the start. 

Client dynamics: We would work with the developer in advance so the landing pages would be 

tested and ready before the start of the campaign. 


