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For boat dealers, properly managing PPC bids is 
one of the most crucial aspects of running a 
successful pay-per-click campaign. The way you 
allocate and manage your bids can significantly 
impact the performance of your campaign, your 
cost-per-click (CPC), and ultimately your return 
on ad spend (ROAS). 

This comprehensive cheat sheet will break down 
the most effective bid management strategies 
and how you can use them to maximize the 
results of your PPC campaigns, whether you’re 
promoting a single boat model, an event, or your 
entire inventory. 

 
Introduction: Why PPC Bid Management is 
Important 

Bid management is essential because it directly 
influences: 
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• Ad Placement: Higher bids can improve your 
ad position on search engines, increasing 
visibility. 

• Cost Control: Effective bid management 
ensures that you aren’t overspending on 
clicks that don’t convert. 

• Optimization for Conversions: Adjusting 
bids allows you to focus more of your budget 
on keywords, audiences, or devices that drive 
the best results. 

For boat dealers, optimizing bids ensures that 
your ads reach the right audience at the right 
time, whether they’re searching for a specific 
boat model or exploring boating services. 

 
1. Manual Bidding vs. Automated Bidding: 
Which Is Better? 

Manual Bidding 



~ 4 ~ 
 

With manual bidding, you have full control over 
how much you bid for each keyword. This gives 
you the flexibility to adjust bids based on 
performance and competition levels. 

• When to Use: Manual bidding is ideal when 
you need precise control over your bids, such 
as when running a limited-budget campaign 
or when testing new keywords. 

• Best Practices: 

o Start by bidding higher for high-
conversion, low-cost keywords and 
gradually adjust based on performance. 

o Monitor performance daily to ensure that 
your bids aren’t too high or too low for 
valuable keywords. 

Automated Bidding 

Automated bidding uses machine learning to 
adjust your bids in real-time based on data such 
as user behavior, device, location, and more. It 
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takes much of the manual work out of bid 
management, allowing the system to optimize for 
conversions. 

• When to Use: Automated bidding is perfect 
for campaigns where your goal is maximizing 
conversions without spending too much time 
on manual adjustments. 

• Best Practices: 

o Start with Target CPA (Cost Per 
Acquisition) bidding, which optimizes 
bids to reach a specific CPA goal. For boat 
dealers, this is useful when you know how 
much a lead or sale is worth. 

o Use Maximize Conversions to let Google 
automatically set your bids to drive as 
many conversions as possible within your 
daily budget. 

Actionable Tip: For campaigns with high 
volumes of data, automated bidding is often 
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more effective. However, for niche or highly 
competitive keywords, manual bidding gives 
you the control to fine-tune performance. 

 
2. Setting Initial Bids: Start Smart 

When you’re launching a new PPC campaign, 
setting the right initial bid can be tricky. Aim too 
low, and your ads won’t appear in competitive 
searches. Aim too high, and you could overspend 
before knowing which keywords convert best. 

Best Practices for Initial Bid Setting: 

• Research Competitor CPCs: Use Google 
Keyword Planner or tools like SEMrush or 
Ahrefs to see the average CPC for your target 
keywords. This will give you a sense of what 
your competitors are paying. 

• Start with Conservative Bids: For new 
campaigns, it’s often best to start with 
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moderate bids and gradually increase them 
as you gather data on performance. 

• Use Enhanced CPC (eCPC): If you’re unsure 
about manual bidding but want some control, 
use Enhanced CPC, which allows Google to 
raise or lower your manual bids based on the 
likelihood of a conversion. 

Actionable Tip: Regularly review your 
performance in the first few weeks of the 
campaign. If your ads are not getting enough 
impressions, gradually increase bids until they 
start appearing more frequently. 

 
3. Adjust Bids by Device 

For boat dealers, customers are likely using 
different devices at different stages of the buying 
journey. Mobile devices might drive initial 
inquiries, while desktop searches could result in 
more detailed research or conversions. 
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Best Practices for Device Bidding: 

• Analyze Device Performance: Check your 
campaign performance across devices 
(mobile, desktop, and tablet) using Google 
Ads reports. If mobile generates a lot of 
traffic but few conversions, consider lowering 
bids for mobile and increasing them for 
desktop. 

• Set Device Bid Adjustments: Adjust bids for 
devices based on conversion rates. For 
example, if mobile users are more likely to 
schedule a test drive, increase your bids for 
mobile traffic by 10-20%. 

Actionable Tip: Start by setting a neutral bid for 
all devices and then adjust based on which 
device drives more leads or sales. 

 
4. Geo-Targeted Bid Adjustments 
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Boat dealerships typically serve customers in 
specific regions, so adjusting bids based on 
geography is critical. If certain locations are more 
profitable or generate more leads, you should 
allocate more of your budget to those areas. 

Best Practices for Geographic Bidding: 

• Use Location Reports: Analyze the 
performance of your ads by geographic 
location in Google Ads. Look for areas with 
higher conversion rates and lower CPAs. 

• Set Location Bid Adjustments: Increase 
your bids in regions that drive higher sales, 
such as coastal areas, affluent 
neighborhoods, or boating communities. 

• Exclude Low-Converting Regions: If you’re 
getting clicks from regions that don’t convert, 
reduce your bids for those areas or exclude 
them entirely from your campaign. 
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Actionable Tip: Create separate campaigns for 
high-priority regions with customized bid 
adjustments. For example, if your dealership is 
located near a popular marina, increase your 
bids for users in that area. 

 
5. Time-of-Day and Day-of-Week Bidding 

Many potential boat buyers are likely to search 
during certain times of the day or days of the 
week, such as evenings or weekends when they 
have more free time to research major 
purchases. 

Best Practices for Time-Based Bidding: 

• Analyze Time and Day Performance: Use 
Google Ads time reports to determine when 
your ads are driving the most conversions. 
You might notice that evening searches have 
a higher conversion rate than early morning 
searches. 
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• Set Bid Adjustments for Peak Times: 
Increase your bids during peak hours or days. 
For example, if your ads perform well on 
weekends, increase bids by 20-30% on 
Saturday and Sunday. 

• Exclude Low-Performing Times: If certain 
times or days generate traffic but no 
conversions, consider reducing bids during 
those periods. 

Actionable Tip: Run your ads 24/7 for the first 
few weeks to gather data, and then adjust your 
bidding strategy based on peak performance 
times. 

 
6. Adjust Bids Based on Audience Segments 

Google Ads allows you to segment your audience 
based on behaviors, interests, and 
demographics. Adjusting your bids based on 
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these segments helps you reach more qualified 
leads and improve your conversion rates. 

Best Practices for Audience Bidding: 

• Use Remarketing Lists for Search Ads 
(RLSA): Bid higher for users who have already 
visited your website or viewed specific boat 
models. These users are more likely to 
convert, so it makes sense to allocate more 
budget to remarketing. 

• Demographic Bid Adjustments: If certain 
age groups or income levels are more likely to 
purchase boats, increase your bids for those 
segments. For example, bid higher for users 
aged 35-55 or those in higher income 
brackets. 

• Affinity and In-Market Audiences: Use 
affinity and in-market audiences to target 
users interested in boating, fishing, or luxury 
purchases. Bid higher for users in these 
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audience segments to maximize your 
exposure to high-potential leads. 

Actionable Tip: Continuously analyze audience 
segment performance and adjust your bids 
based on which segments are driving the best 
results. 

 
7. Bid Management for Seasonal Campaigns 

Boating is a seasonal industry, with interest 
peaking during spring and summer months. 
Adjusting your bids during peak seasons can help 
you capitalize on increased demand. 

Best Practices for Seasonal Bidding: 

• Increase Bids During Peak Season: When 
you know that interest in boating is at its 
highest (typically from April to August), 
increase your bids to capture more traffic and 
leads. 
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• Reduce Bids During Off-Season: In slower 
months, such as winter, you might want to 
lower your bids to conserve your budget for 
peak times. However, you can still run 
remarketing campaigns to stay top of mind. 

Actionable Tip: Plan your seasonal bidding 
strategy ahead of time. Increase bids a few 
weeks before your peak season to capture 
early interest. 

 
8. Monitor and Adjust Based on Performance 
Metrics 

Constantly reviewing and adjusting bids based on 
key performance metrics is crucial to a 
successful PPC strategy. Monitor metrics such as 
CTR, conversion rate, CPA, and ROAS to ensure 
your bids are optimized for maximum 
performance. 
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Best Practices for Monitoring and Adjusting 
Bids: 

• Set Up Automated Rules: Use automated 
rules to increase or decrease bids based on 
performance thresholds. For example, 
increase bids for keywords with high CTRs 
and conversions, and decrease bids for those 
with low performance. 

• Use Bid Simulator: Google Ads’ Bid 
Simulator tool shows you how bid changes 
could impact your campaign’s performance, 
giving you insights into optimal bid 
adjustments. 

Actionable Tip: Review performance metrics 
weekly or bi-weekly and adjust bids 
accordingly to maximize conversions while 
minimizing costs. 
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Conclusion: Effective Bid Management for 
Boat Dealers 

Effective PPC bid management is crucial to 
ensuring your ads perform optimally, stay within 
budget, and drive the best possible results for 
your boat dealership. By following the strategies 
outlined in this cheat sheet, you can maximize 
your return on ad spend (ROAS), improve your 
click-through rates (CTR), and increase 
conversions, all while staying in control of your ad 
spend. 

Key Takeaways: 

1. Choose the Right Bidding Strategy: 
Understand when to use manual vs. 
automated bidding based on your campaign 
goals and the complexity of your audience 
targeting. 

2. Adjust Bids by Device and Location: 
Increase bids for devices and geographic 
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regions that drive higher conversion rates to 
focus your budget on the most profitable 
segments. 

3. Leverage Time-of-Day Bidding: Optimize 
your ads to appear during the times and days 
when your audience is most likely to search 
for boats or contact your dealership. 

4. Refine Audience Targeting: Increase bids 
for high-value audience segments such as 
remarketing lists or demographic groups 
that are more likely to convert. 

5. Monitor Seasonal Changes: Adjust bids 
based on seasonal trends to capture more 
leads and sales during peak boating season. 

6. Automate and Review: Use Google Ads’ 
automated rules and tools like Bid 
Simulator to ensure your bid adjustments are 
data-driven and help you get the best 
performance from your PPC campaigns. 
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By continuously optimizing your bids, you can 
make sure you’re getting the most out of your PPC 
campaigns and driving more qualified leads to 
your dealership. 
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Achieve Your Business Goals 
We Deliver End-to-End E-commerce and Marketing 
Solutions that Help Companies Accelerate Growth 
 
At Big Canoe Digital, we partner with businesses to 
craft tailored e-commerce and marketing strategies 
that drive results. Whether you need help with PPC 
campaigns, SEO, social media, or a new website, 
our expert team is ready to guide you toward 
success.  

 
Partner with us today to unlock the full potential of 
your marketing efforts and take your business to the 
next level. 

website: BigCanoeDigital.com 
email: hello@bigcanoedigital.com 
office: 877-338-3006 
 
Contact us and let’s grow together! 
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