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Pay-per-click (PPC) advertising is one of the most 
effective ways for boat dealers to reach potential 
buyers who are actively searching for boats 
online. Whether it’s on Google Ads, Facebook 
Ads, or other digital advertising platforms, a well-
structured PPC strategy can help boat dealers 
increase visibility, drive qualified traffic to their 
websites, and boost sales. 

However, launching and maintaining a successful 
PPC campaign requires a strategic approach that 
encompasses everything from keyword research 
and bidding strategies to audience targeting 
and ad copywriting. This comprehensive guide 
will walk you through the steps to build a PPC 
strategy blueprint specifically for boat dealers, 
ensuring that every dollar you spend on 
advertising works as hard as possible to deliver 
results. 
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Introduction: Why Boat Dealers Need a PPC 
Strategy Blueprint 

PPC advertising allows boat dealers to appear at 
the top of search engine results and on social 
media feeds, right when potential buyers are 
looking for their next purchase. But with fierce 
competition in the boating industry, especially 
during peak seasons, a poorly planned PPC 
strategy can quickly drain your advertising budget 
without yielding the desired results. 

A PPC Strategy Blueprint helps boat dealers: 

• Target the right audience: Ensuring your ads 
reach potential customers who are actively 
looking to buy boats. 

• Optimize ad spend: Reducing wasted clicks 
from irrelevant audiences and improving 
return on investment (ROI). 
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• Track performance: Continuously refine your 
strategy based on real-time data to improve 
campaign results over time. 

 
Step 1: Define Your PPC Goals 

Before diving into the technical aspects of 
running a PPC campaign, it's essential to define 
your business objectives and goals. These will 
serve as the foundation for your entire PPC 
strategy. 

Key Goals for Boat Dealers Might Include: 

• Generating Leads: Attracting potential 
customers who are interested in buying a 
boat by collecting contact information or 
encouraging inquiries. 

• Driving Sales: Directing traffic to specific 
product pages to convert visitors into paying 
customers. 
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• Increasing Brand Awareness: Running 
display or video ads to introduce new 
audiences to your boat dealership or promote 
new models. 

• Booking Test Drives or Appointments: 
Encouraging customers to schedule test 
drives or showroom visits. 

Once your goals are clearly defined, you can 
tailor your campaign around achieving them. For 
instance, if your goal is to generate leads, focus 
on creating landing pages with lead capture 
forms and optimize your ads for conversions. 

Actionable Tip: Set specific, measurable goals 
for your campaigns (e.g., “generate 100 leads 
in 30 days” or “achieve a conversion rate of 5% 
for test drive bookings”). 

 
Step 2: Conduct Comprehensive Keyword 
Research 
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Keyword research is the backbone of any 
successful PPC campaign. For boat dealers, it's 
essential to understand the search terms your 
potential customers are using and target them 
with relevant ads. 

Key Considerations for Keyword Research: 

1. Focus on Buyer Intent Keywords 

o Commercial Keywords: Use terms that 
reflect purchase intent, such as “buy 
[boat brand] near me,” “best fishing boats 
for sale,” or “pontoon boats for sale in 
[city].” These keywords indicate that users 
are ready to make a purchase or inquire 
about one. 

o Brand-Specific Keywords: If you sell 
specific boat brands like Yamaha, 
Bayliner, or Sea Ray, include those in 
your keyword strategy. Many potential 
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customers are searching for specific 
models or brands. 

2. Use Keyword Tools 

o Utilize tools like Google Keyword 
Planner, SEMrush, or Ahrefs to identify 
high-volume, low-competition keywords 
that are relevant to your business. 

o Look for long-tail keywords that are more 
specific and less competitive, such as 
“luxury yacht dealers in [state]” or 
“family-friendly pontoon boats.” 

3. Leverage Negative Keywords 

o Add negative keywords to ensure your 
ads don’t appear for irrelevant searches. 
For example, if you only sell new boats, 
consider adding “used” or “second-hand” 
as negative keywords to avoid wasting ad 
spend. 



~ 8 ~ 

Actionable Tip: Regularly revisit and refine 
your keyword list to keep up with industry 
trends and seasonal changes in search 
behavior. 

 
Step 3: Choose the Right PPC Campaign Types 

PPC platforms like Google Ads and Facebook Ads 
offer multiple campaign types, each designed for 
different advertising goals. Understanding which 
campaign type works best for your specific goals 
is crucial for running an effective campaign. 

Google Ads Campaign Types: 

1. Search Campaigns: 

o Ideal for capturing high-intent search 
traffic. When users search for specific 
boats or related queries, your ads can 
appear at the top of search results. 

o Focus on text ads that include keywords 
relevant to your boat inventory, along with 
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strong CTAs (e.g., “Shop New Boats 
Today”). 

2. Display Campaigns: 

o Great for increasing brand awareness. 
Display ads allow you to show image-
based ads across a vast network of 
websites and apps. 

o Display ads are effective for remarketing 
campaigns, where you target users who 
have previously visited your website but 
didn’t convert. 

3. Shopping Campaigns: 

o Perfect for showcasing specific boat 
models directly in search results with 
images, pricing, and additional details. 
Shopping campaigns can drive more 
qualified traffic because they allow users 
to compare products before clicking. 

4. Video Campaigns: 
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o Video campaigns, especially on YouTube, 
allow you to promote boat features, new 
arrivals, and exclusive deals. Use 
compelling videos to capture attention 
and drive engagement. 

Facebook Ads Campaign Types: 

1. Traffic Campaigns: 

o These campaigns are designed to drive 
clicks to your website. Use them to send 
potential customers to specific landing 
pages featuring boat models or 
promotions. 

2. Lead Generation Campaigns: 

o Ideal for capturing contact information 
directly on Facebook. You can create lead 
forms within the platform, allowing users 
to submit their information without 
leaving Facebook. 

3. Dynamic Ads: 
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o These ads automatically show users the 
boat models they viewed on your website. 
Dynamic ads are a powerful tool for 
remarketing and reminding users about 
boats they previously explored. 

Actionable Tip: Mix different campaign types to 
cover all stages of the buyer’s journey, from 
raising awareness with display ads to driving 
sales with search or shopping campaigns. 

 
Step 4: Craft Compelling Ad Copy 

Once you’ve selected the right campaign types 
and keywords, the next step is to create ad copy 
that resonates with potential customers and 
encourages them to click. 

Key Tips for Writing Effective PPC Ad Copy for 
Boat Dealers: 

1. Highlight Unique Selling Points (USPs) 
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o Emphasize what sets your boat 
dealership apart from competitors. For 
example, if you offer free test drives, 
exclusive financing options, or seasonal 
promotions, make sure those are 
highlighted in your ads. 

2. Use Actionable Language 

o Include strong calls-to-action (CTAs) such 
as “Book a Test Drive Today,” “Browse Our 
Inventory,” or “Call for Special Pricing.” 
Encourage users to take immediate 
action. 

3. Incorporate Keywords 

o Ensure that your primary keywords 
appear in the ad’s headline and 
description. This improves ad relevance 
and increases the likelihood that your ad 
will appear for the targeted search 
queries. 
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4. Ad Extensions 

o Use ad extensions to provide additional 
information. For example, sitelink 
extensions can direct users to specific 
pages on your website (e.g., “New Boats,” 
“Used Boats,” “Financing Options”), while 
call extensions make it easy for users to 
contact you directly. 

Actionable Tip: Continuously test different ad 
variations (A/B testing) to see which copy 
resonates most with your target audience. 
Tweak headlines, descriptions, and CTAs to 
optimize CTR and conversion rates. 

 
Step 5: Bidding Strategies for Maximum ROI 

The way you bid on your keywords can make or 
break your campaign’s profitability. Boat dealers 
should carefully consider their bidding strategy 



~ 14 ~ 

based on their budget, competition, and 
advertising goals. 

Types of Bidding Strategies: 

1. Manual CPC Bidding: 

o Offers complete control over your bids, 
allowing you to set a maximum cost-per-
click for each keyword. This strategy is 
ideal if you want to manage bids manually 
and have more control over your ad 
spend. 

2. Automated Bidding: 

o Maximize Clicks: Google automatically 
sets bids to get as many clicks as 
possible within your budget. This strategy 
works well if your primary goal is to drive 
website traffic. 

o Target CPA (Cost-Per-Acquisition): 
Google adjusts bids to help you get the 
most conversions at your desired CPA. 
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This is useful if your focus is on lead 
generation or sales. 

o Target ROAS (Return on Ad Spend): This 
strategy optimizes your bids to achieve a 
specific ROAS goal, ensuring that your 
campaigns are profitable. 

3. Enhanced CPC (ECPC): 

o This semi-automated bidding strategy 
adjusts manual bids to help increase 
conversions while maintaining control 
over CPCs. It’s a great middle ground 
between manual and automated bidding. 

Actionable Tip: Monitor your bids regularly and 
adjust based on performance. For highly 
competitive keywords, consider increasing 
your bids during peak boating seasons to stay 
competitive. 
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Step 6: Audience Targeting for Maximum 
Impact  

Effective audience targeting is crucial to ensure 
your PPC ads reach the right people. For boat 
dealers, targeting the right customers at the right 
time significantly increases the chances of 
conversion. Refining your targeting strategies 
based on demographics, interests, and buyer 
behavior will help reduce wasted ad spend and 
focus on leads that are more likely to convert. 

Key Targeting Options for Boat Dealers: 

1. Geographic Targeting: 

o Local Focus: Boat dealerships typically 
serve a regional or local audience, so it’s 
essential to set up precise geotargeting. 
Target ads specifically to users within 
your dealership's service area—whether 
it’s your city, state, or neighboring regions. 
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o Location-Based Bid Adjustments: For 
highly competitive markets, adjust your 
bids higher for regions where conversions 
are more likely, such as coastal areas or 
locations with a high concentration of 
boat enthusiasts. 

o Exclusions: Make sure to exclude regions 
where you don’t offer services to avoid 
wasting ad spend. 

2. Demographic Targeting: 

o Income Brackets: Since purchasing a 
boat is a significant investment, targeting 
users within higher income brackets can 
help you reach those most likely to 
purchase a boat. 

o Age Groups: Older demographics (35 and 
up) tend to have more disposable income 
and may be more inclined to invest in a 
boat. Adjust your targeting accordingly to 
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reach this age group, while also testing 
younger audiences for more affordable or 
entry-level boats. 

3. Interest and Affinity Targeting: 

o Boat Enthusiasts: Use interest-based 
targeting to reach users who have shown 
an affinity for boating, fishing, water 
sports, or luxury outdoor activities. 

o Lifestyle Segments: Platforms like 
Facebook and Google allow you to target 
lifestyle segments, such as people 
interested in outdoor recreation, 
adventure, or family activities—perfect for 
promoting boats for different purposes, 
from fishing to family outings. 

4. Remarketing: 

o Retarget Past Visitors: Set up 
remarketing campaigns to target users 
who have visited your site but didn’t 
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complete a purchase or inquiry. Tailor 
your ads to remind them of boats they 
viewed, special promotions, or upcoming 
test drive events. 

o Dynamic Remarketing: Dynamic 
remarketing automatically shows users 
ads featuring the specific boats or 
services they viewed on your website. 
This personalization boosts engagement 
and can drive users back to complete 
their purchase. 

5. Customer Match: 

o Upload Customer Lists: For returning 
customers or leads already in your CRM, 
use Customer Match to upload their 
contact details to Google or Facebook 
and target them with customized ads. 
This strategy is especially effective for 
repeat customers, upselling new models, 
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or promoting service and maintenance 
offers. 

Actionable Tip: Regularly review and update 
your audience targeting settings based on 
campaign performance and user insights. Test 
different combinations of demographic, 
geographic, and interest-based targeting to 
identify which groups yield the highest 
conversion rates. 

 
Step 7: Create Conversion-Optimized Landing 
Pages 

After users click on your ad, the next critical step 
is leading them to a conversion-optimized 
landing page. The quality and relevance of the 
landing page can make or break your PPC 
campaign. If your landing page doesn’t deliver the 
experience users expect based on the ad they 
clicked, you risk losing potential leads. 
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Key Landing Page Elements: 

1. Consistency with Ads: 

o Ensure that the content and design of 
your landing page align with the ad copy. 
If your ad promises “Discounted Pontoon 
Boats,” make sure the landing page 
immediately highlights pontoon boats, 
their features, and the discounted pricing. 

o Use the same imagery and messaging as 
in your ad to create a seamless transition 
for users. 

2. Clear Call-to-Action (CTA): 

o The CTA on your landing page should be 
prominent, specific, and action-oriented. 
For boat dealers, effective CTAs might 
include “Book a Test Drive,” “Get a Free 
Quote,” or “Browse Our Inventory.” 
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o Place the CTA above the fold (visible 
without scrolling) and ensure it stands out 
with contrasting colors and bold text. 

3. Fast Loading Speed: 

o A slow-loading landing page can 
drastically reduce conversions. Use tools 
like Google PageSpeed Insights to 
evaluate and improve your page load 
time. Compress images, minimize code, 
and leverage caching to ensure a fast user 
experience. 

4. Mobile-Friendly Design: 

o Many users will be visiting your landing 
page from mobile devices. Ensure that 
your landing page is fully responsive, 
with clickable buttons and easily 
navigable forms that work seamlessly on 
smartphones and tablets. 

5. Test and Optimize: 
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o Run A/B tests to experiment with different 
elements of your landing page, such as 
headlines, CTAs, and form lengths, to 
determine which version converts better. 

o Use heatmaps and user behavior tools 
(like Hotjar or Crazy Egg) to understand 
how visitors interact with your landing 
page and identify areas for improvement. 

Actionable Tip: Focus on reducing friction in 
your landing pages. Make it easy for users to 
take the next step—whether it’s booking a test 
drive, requesting a quote, or contacting your 
sales team. The fewer distractions, the better. 

 
Step 8: Measure and Optimize Campaign 
Performance 

No PPC campaign is perfect right out of the gate. 
Constant performance monitoring and 
optimization are required to achieve the best 
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results. After launching your campaign, regularly 
track key metrics to ensure you’re on track to 
meet your goals. 

Key Metrics to Monitor: 

1. Click-Through Rate (CTR): 

o CTR measures how many users click on 
your ad versus how many saw it. A low 
CTR could indicate that your ad copy isn’t 
compelling enough, or that your targeting 
needs refinement. 

2. Cost-Per-Click (CPC): 

o Keep an eye on your CPC to ensure you’re 
not overspending on clicks. A rising CPC 
might signal that your competition is 
increasing, or that your keywords need 
adjustment. 

3. Conversion Rate: 

o Conversion rate measures the percentage 
of users who completed a desired action 
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(e.g., test drive booking, form 
submission). If your conversion rate is 
low, focus on optimizing your landing 
page or refining your audience targeting. 

4. Cost-Per-Acquisition (CPA): 

o CPA tells you how much it costs to 
acquire a new lead or customer. Lowering 
your CPA while maintaining or increasing 
conversion volume should be a key goal in 
your campaign optimization efforts. 

5. Return on Ad Spend (ROAS): 

o ROAS measures how much revenue you 
generate for every dollar spent on 
advertising. It’s a crucial metric for 
determining whether your campaigns are 
profitable and sustainable. 

Optimization Strategies: 

• Bid Adjustments: Adjust bids based on 
campaign performance. Increase bids for 
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keywords or audiences that drive the highest 
conversions, and reduce bids for 
underperforming areas. 

• Ad Rotation: Continuously test and rotate ad 
variations to identify which headlines, 
descriptions, and images perform best. 

• Audience Refinement: Use data from your 
campaign to refine your targeting. If certain 
age groups, locations, or interests drive more 
conversions, focus your budget on those 
segments. 

Actionable Tip: Set up automated rules in 
Google Ads or Facebook Ads to optimize your 
campaigns based on performance thresholds. 
For example, you can automatically pause ads 
that fall below a certain CTR or increase bids 
for high-performing keywords. 
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Conclusion: Implementing a Successful PPC 
Strategy for Boat Dealers 

A well-structured PPC strategy is crucial for 
boat dealers looking to drive qualified traffic, 
increase lead generation, and ultimately boost 
sales. By using this PPC Strategy Blueprint, you 
can create campaigns that are not only efficient 
but also laser-focused on attracting the right 
audience at the right time. 

Key Takeaways: 

• Clear Goal Setting: Always align your PPC 
campaigns with clearly defined business 
objectives, whether it’s lead generation, 
increasing brand awareness, or driving direct 
sales. 

• Comprehensive Keyword Research: Focus 
on keywords with strong purchase intent, and 
regularly refine your list to stay competitive. 
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• Campaign Diversity: Use a mix of search, 
display, shopping, and video campaigns to 
reach audiences at different stages of their 
buying journey. 

• Audience Targeting: Target specific 
geographies, demographics, and interests to 
optimize your ad spend and reach the most 
relevant audience. 

• Landing Page Optimization: Ensure that your 
landing pages are fully optimized for both 
mobile and desktop, with clear CTAs that 
encourage users to take action. 

• Ongoing Optimization: PPC campaigns need 
constant refinement—monitor performance 
metrics like CTR, conversion rates, and ROAS, 
and make adjustments accordingly to 
improve results over time. 
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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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