GOOGLE ADWORDS MENTORING PROGRAMME
Galway Arts Festival has been very lucky to have been chosen to take part in the Google mentoring programme. We have been working with Marie Davis for the past few months on our adwords campaign. This one-on-one mentoring has provided invaluable insights into maximising our adwords campaign for 2011.

At the time of mentoring, we had been using our Google grant via our AdWords account for approximately one year. The previous year had consisted of trail and error and although we had a healthy, functioning account, we needed guidance and help to achieve our goals.

Goals

1. To optimise our AdWords account

2. To develop an overall campaign strategy, tailored to a festival timeline 

3. To increase our quality score and click through rate

4. To use our new strategy for a year-round campaign 

5. To reach both existing and new audiences via AdWords 

Marie advised us on which AdWord campaigns to progress with, which to scale back and which to delete completely. We also examined our keywords and reorganised the overall structure of our account. 

We ran separate campaigns running for our Festival Big Top programme, our theatre programme and our general programme. We also have more targetted campaigns running for the UK and the US markets. 

Our quality score has improved hugely and we have an exceptionally high click through rate on all of our ads. We are now looking forward to delving even deeper into the world of AdWords with plans for expanded ads and individual show campaigns for Galway Arts Festival shows running outside of our usual festival period. 

Google AdWords can sometimes feel like a science and having an expert to help us navigate through campaigns, keywords and groupings has proved invaluable.

Tracey Ferguson, Communications, Marketing and New Media 

Galway Arts Festival

THREE SEPARATE CAMPAIGNS

We identified 3 separate campaigns for Galway Arts Festival with their own strategies.

1. Preparation Campaign – February – April  

2. Festival Campaign – May – July  

3. Off-peak Campaign – August to March 

PREPARATION CAMPAIGN

The preparation campaign will focus on gathering information in preparation for the release of our Festival Big Top music acts in May and our full programme in early June. The focus of the campaign will be to entice  prospective audience members to join our mailing list or social media for news and special offers on shows, once officially released.

Sample Ad 
World Class Theatre in Galway

Laugh, Cry and be amazed!

Something for everyone July 11-24

www.galwayartsfestival.com
FESTIVAL CAMPAIGN 

From the instant that shows are announced, our festival campaign kicks into gear. During this time, our adwords will focus on the following:

1. Show specific ads 

2. Galway Arts Festival Friends Scheme

3. GAF TV

4. Special offers / ticket bundles / early bird discounts

Sample Ad 

Mesmerising Theatre 

Propeller play Galway July 19-23

Shakespeare as you’ve never seen it!

www.galwayartsfestival.com
OFF-PEAK CAMPAIGN

During our off-peak campaign, adwords provides Galway Arts Festival with the perfect opportunity for maintaining non-sales contact with both existing audiences and prospective new audiences.

1 August / November – Memories of Galway Arts Festival via GAF TV, sharing show memories. Tracking festival artists, successes / awards etc.  

2 December is perfect for Christmas Voucher ads

3 January / February are key months for Summer holiday bookings to it’s important to target holiday travellers during this period.

Sample Ad 

Voucher with a Difference

Thousands of performances

in Glorious Galway City

www.galwayartsfestival.com
Note: In addition to these campaigns, from November, 2011, our off-peak campaign will include Galway Arts Festival productions, on tour, as part of it’s AdWords campaign. 

A Galway Arts Festival production of Enda Walsh’s ‘Misterman’ will open in New York in early December. We will run a separate campaign for this production.  These AdWords will appear only in the U.S. to people searching for information on this production. AdWords will allow us to expose Galway Arts Festival to a wider international audience and act as an  important awareness and support tool to the production. 

Sample Ad

Cillian Murphy & Enda Walsh

U.S. premiere of Misterman 

St. Anns Warehouse, NY

http://www.galwayartsfestival.com/ 

PERFORMANCE SUMMARY 

With the assistance of Google mentoring, we far exceeded our expectations in terms of performance.

From the period May 1st – July 31st our performance was as follows:

Clicks

9,039 clicks through to our website

Impressions

112,164 

Click Through Rate (CTR) 

Any click through rate of over 2% is quite healthy.

Our average click through rate for this period is 8.08% 

CONCLUSION AND ADWORDS TIPS

Try 3-5 different ads per adgroup to see which perform best. If, after 4-7 days an ad still has a low click through rate, consider pausing it and increasing impressions of successful ads.

If an ad group is not performing, experiment with different keywords (use the keyword tool for options).

Search Google to find similar venues or events to yours. Note types and variations of ad text, special offers etc. 

Use all the Google tools available in addition to exploring the ‘Opportunities’ tab in your adwords accounts. AdWords, like all Google products, are being updated constantly. 

Google trends and Google labs are some of the fun tools to explore to check national search patterns.

Link your account to Google Analytics to track detailed users data.

Galway Arts Festival benefited greatly from the Google mentoring scheme. It is an invaluable resource for arts organisations, particularly if you have a Google Grant. Our Google Grant affords us an ongoing budget to promote the festival in both peak time and off-peak time, for a year round campaign. 

Prior to Google mentoring, our account was functional. With the assistance of our AdWords expert, our account has been optomized and guidelines are in place to hopefully continue our account performance through future festival cycles. We are very grateful to Marie Davis, the team at Google, Una Carmody and Arts Audiences for facilitating this programme. 

