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Client profile: Alvéole was founded in 2012 by three beekeepers wanting to take on a 

mission to “bring bees and citizens closer”. The company employs eight staff members and 

is located in Montreal, Canada. Alvéole’s services include beehive installation, 

maintenance and harvest in commercial or residential urban areas. The company generated an 

income of 418,945.00 CAD in 2015, mostly from its three support plans: the “New-Bee", 

which covers hive maintenance ($65/month), the “Worker-Bee”, which covers three 

maintenance visits ($50/month), and the “Pro” plan which provides hive management support 

over the phone ($50/year). Alvéole launched its website (www.alveole.buzz) in 2013 to sell 

their beehive maintenance plans, training services, accessories and locally made honey. The 

website is responsive, optimized for mobile and regularly updated by a software engineer. 

Alvéole offers their services both over the phone and in person - however sales are usually 

concluded online. Alvéole is present on Fb (5,297 likes), on Ig (1,826 followers) and on Tw 

(827 followers). Alvéole has been growing steadily over the past four years, from 8 

customers to 148. This led the company to expand its services to Toronto and Quebec City. 

Market Analysis: Due to Canada’s cold winters, Alvéole operates its urban hives from May 

to October. Thus, 63% of their service sales are between March and April, just before the 

season’s beginning. Alvéole currently has 148 customers, most of whom are French 

speakers (56.6%), with English speakers making up almost a third of the clientele (31.8%). 

Target 1 (see Table 1) are Alvéole’s main clients; they 

own their house or condo and like the concept of urban 

beekeeping as a hobby. They want to add a beehive to 

their existing roof garden/backyard and produce their 

own honey. Target 2 (see Table 1) are young people 

attracted to the company’s brand. They care about 

sustainability and are likely to encourage their peers to 

consider beekeeping. Alvéole only has two active 

competitors: Artisans de la Ruche (artisansdelaruche.com), who are based in Quebec City and 

offer a similar service and Miel Montreal (mielmontreal.com), who focus primarily on the 

training and supervision of beekeepers for business. Artisans de la Ruche uses AdWords. 

Alvéole’s unique selling position – what makes them stand out from their competitors – is: 

1) Its turnkey service for installation, maintenance, support, and harvest of the urban 

Table 1 : Clients overview

Target 1 Target 2

Gender Men &Women Women

Age 40-70 y 25-34 y

revenue Medium-High Low-
medium

Values

Social/
Environmental 
issues. Urban 

gardening

Young 
branding/

Bees 
awareness
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http://www.artisansdelaruche.com
http://www.mielmontreal.com
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beehives; 2) Its online store. There is currently not enough data on sales and total revenue for 

the urban beekeeping industry in Canada as the industry is still emerging. According to 

honeycouncil.ca, Canada’s honey is produced by 600,000 bee colonies and harvested by 

around 7,000 beekeepers.    

Current Marketing: The best marketing tool for Alvéole so far has been word of mouth. 

Their marketing comes from press reviews (20 reviews and appearances across major 

television channels and newspapers), retention emails and honey-tasting kiosks. The 

strengths of Alvéole’s website are: 1) Its ease of navigation, visual appearance and the use of 

Google Maps markers to locate each beehive; 2) A low bounce rate (see Table 2) which 

indicates client satisfaction during their online experience 3) Online purchases are safe and 

intuitive for new users. Its weaknesses are: 1) The online store is only available in English 2) 

The low returning visitors rate (Table 2), which indicates that there are very few repeat 

visits from existing clients 3) A very low SEO optimization (Page Rank 0/10, according to 

prchecker.info) and only 83 external backlinks. Furthermore, only 27.23% of visits come 

directly from organic SEO, 18.38% are coming from external links and the rest of the visits 

are coming from people typing Alvéole’s URL in their address bar. 

Conclusion: Online marketing is barely used by Alvéole; we will devise an Adwords 

strategy to help them raise awareness and generate online sales. The first objective is to 

sign-up at least 100 people between the 4th and 25th April 2016 through a special offer: a 

free beekeeping kit to customers purchasing a monthly plan for the first time. The second 

objective is to collect over 100 postal codes in Alvéole’s new markets in order to better 

target potential customers based on where they live.  

AdWords proposed strategy: The focus will be on performance indicators with conversion 

tracking such as the number of discount coupons downloaded (100) and the number of 

postal codes collected (100). To achieve those goals, we will create highly targeted 

campaigns with specific AdGroups. The account will be composed of six campaigns, 

including five on the Google Search Network (GSN) and one on the Google Display 

Table 2 : Website metrics from 15 march 2015  to 14 march 2016 (source: Google Analytics)

Session
/day

Average 
time spent 
on page

New 
visitors 

Returning 
visitors 

Bounce 
Rate

Desktop 
Traffic

Mobile 
Traffic

Organic 
Traffic

Referral 
Traffic

Social 
Network

100 01:58 72.5% 27.5 % 27.59% 65.57 % 24.19 % 27.23% 18.38 % 25.07%
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Network (GDN). We are planning to use around 100 AdGroups but selected a sample of 10 

(see table 3). For each campaign, we will have targeting based on each city (Montreal, 

Quebec and Toronto) and on the main spoken language. This will allow us to make custom 

ads. We will use the type +broad +modified options to test new keywords and add negative 

keywords using the search terms report. To improve CTR and Quality score, we will use 

the exact match and phrase-match functions. To reduce the risks of having keywords with 

impressions but not many clicks, we will use the long tail strategy. The keyword selection 

will be determined by the content of the landing page, Google Trends, Adwords keywords 

Tools/Planner, and the Search Query Report. Examples of negative keywords for the 

Services Campaign: “-food, -cheap, -recipe, -jobs”.  

Each AdGroup will have an A/B testing rotation of 3-4 ads (2 examples in image 1) to 

determine the ad’s relevance based on their CTR. With mobile searches increasing, ads 

created specifically for this platform will be linked to the optimized landing pages. Some 

ads will use Dynamic Insertion Keywords, punctuation, uppercase letters, call-to-action, 

and USP to attract potential clients as well as increase the CTR. To improve the call to action 

we will create a contest where 3 people win a day to experience the caring of beehives, 

including harvest and honey tasting. The AdServing options for campaigns (GSN) will be 

active from 6AM to midnight to target customers according to their hours of research.  

Table 3 : Campaign, Sample Adgroups and Targeting

Samples 
Adgroups

Search Network Display

Samples 
Adgroups

Services Training Bee Facts E-commerce Brand Remarketing

Samples 
Adgroups

-Individuals  
-Businesses

-Introduction  
-Maintenance

-Bee 
decline  
-Honey 

-Honey  
-Accessories

-Alvéole -Retargeting

Samples 
Keywords 
matching

"Abeille ruche"  
"backyard 

beekeeping"  

"Apiculture 
formation"  

"Bees classes"  

"ruche 
infos"  
"Bee 

decline"  

"Miel 
Urbain"  

"Beekeeping 
kits"

[Alévole]  
[Alvéole 
Montréal]

—

Geo 
targeting Montreal, Quebec City, Toronto +48 miles Retargeting 

audience
Device Desktop, Mobile &Tablet
Succes 

indicator
Sale, Sign up Sign up Sign up Sale Sale, Sign up Sale

Image 1 : Sample ads for desktop and mobile

Sample ad services Campaign (English) Sample ad Mobile Service Campaign (French)
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Ad extensions such as Sitselinks extension, phone number, and review extensions (for 

credibility) will be used to increase the performance (CTR) of the ads. The bids for each 

keyword will be done manually in order to have greater control over costs.  

Budget / bidding strategy: Table 4 below shows the estimated budget. 33% of the budget 

will be spent on the Brand campaign and 25% on the Services campaign. This distribution 

comes from the concept of the conversion tunnel because customers seeking Alvéole’s 

keyword or any keyword related to beekeeping services are directly closer to a conversion 

(coupon download or postal codes entry). We will use Google Analytics to monitor 

conversions towards goals. On the first week, 20% of the budget will be spent on testing ads, 

identifying the desired keywords and discovering the market. This is in order to select those 

with the best CTR, better Quality Scores, low CPCs and best ad positions (between 1 and 4) 

for the second and third weeks. 

Goals and KPIs: Our first objective is to sign up at least 100 people between the 4th and 

25th April 2016 through the special offer. Currently, Alvéole’s conversion rate is 2.8% 

(number of site visits vs services purchased online). As a result, we should make at least 4 

sales of beekeeping services from the special offer (generating approximately 3,120 CAD in 

revenues and 1,248 CAD in profits given the company’s 40% profit margin.) It should 

generate a ROI of 399,2% and a ROAS of 499,2%. The second goal is to increase 

awareness of Alvéole’s services in Toronto and Quebec City and provide the company with 

100 postal code matching their potential target markets. The KPIs for the Google Adwords 

account performances will be on average CPC=$0.70, CTR=3% (357 clicks for 11,900 

impressions) and an average position of 1.85.

4

Table 4: Proposed AdWords Budget by week and day

Campaigns Budget Week 1 Week 2 Week 3

Campaigns Percentage Amount 20 % Day 35 % Day 45 % Day

Services 25 % $62.50 $12.50 $1.79 $21.88 $3.13 $28.13 $4.02

Training 13 % $32.50 $6.50 $0.93 $11.38 $1.63 $14.63 $2.09

Bee Facts 14 % $35.00 $7.00 $1.00 $12.25 $1.75 $15.75 $2.25

E-Commerce 10 % $25.00 $5.00 $0.71 $8.75 $1.25 $11.25 $1.61

Brand 33 % $82.50 $16.50 $2.36 $28.88 $4.13 $37.13 $5.30

Remarketing 5 % $12.50 $2.50 $0.36 $4.38 $0.63 $5.63 $0.80

Total 100 % $250.00 $50.00 $7.14 $87.50 $12.50 $112.50 $16.07


