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“We teamed up with Madden Media
and 1 million site visitors later, we
couldn’t be happier. St. Louis is

now much better positioned against

competing destinations on the Web,
and we have better understanding of exactly what SEM

is doing for us and how it works.”

JENNIFER HOLLENKAMP, Senior Marketing Manager
St. Louis Convention & Visitors Commission

www.maddenmedia.com | 800-444-8768

OBJECTIVES

St. Louis Convention & Visitors Commission needed to send a high
volume of qualified traffic to all areas of its website, ExploreStLouis.com,
in a way that made every dollar count. The CVC was also seeking
expertise regarding how to:

> best integrate pay-per-click or SEM (search engine marketing)
efforts with organic search,

» avoid competing with its own member base,
especially hotels active in SEM, and

» maintain the flexibility to execute seasonal campaigns.

SOLUTION

In 2008, Madden Media began an SEM partnership with St. Louis CVC,
starting with a detailed analysis of ExploreStLouis.com’s rankings in
both organic and paid results.

Following this research, the first step was to develop a list of search
terms not to use, either because the site was already well covered
through organic optimization or to address the member competition
concern. Then, Madden Media’s Google Qualified team put together
a plan using the search terms that would best represent the city’s
destination drivers and attract maximum response.

Once the keyword selection phase was complete, we strategically
structured the Google AdWords account into multiple campaigns,
enabling maximum control over budgets and account performance. We
also created and deployed multiple ad variations corresponding directly
to popular user searches to further maximize results.

We are now starting St. Louis’ fifth seasonal SEM campaign, and this
process has continued and evolved as priorities change. Every step of
the way, the CVC has been an informed partner working with Madden
Media to continue to improve the campaigns’ results.

RESULTS

Less than two years after the partnership began, St. Louis’ SEM
campaigns have sent 1 million users to ExploreStLouis.com, and the
site attracts more than twice as many pay-per-click visitors with the
same investment level. Our strategy has successfully increased keyword
quality scores to decrease cost.

> 1 MILLION WEBSITE VISITORS

> 98% OF KEYWORDS HAVE A QUALITY SCORE IN THE 7-10 RANGE
» CLICK-THROUGH RATE IS NEARLY 7%

» COST PER CLICK REDUCED BY 61%

> 206% INCREASE IN CLICKS

Madden Media’s management has also put St. Louis at the top of the
search rankings, even before the organic results for many keywords, a
spot only available as added value to Google advertisers committed to
following best advertising practices. To take full advantage of Google
AdWords’ offerings, we configure St. Louis” bonus ads to include multiple
site links to help drive up click-through rates when displayed in this
prime position.
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