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The Irish Chamber Orchestra was delighted to be one of four arts organizations selected for the 
annual Google Mentoring Scheme which took place February-April 2014 at Google’s Headquarters 
in Barrow Street. 
 
Prior to this induction, the ICO had already engaged in on-line marketing initiatives i.e. an E-zine 
newsletter, website, Facebook and Twitter and had dabbled in Google Ads.   Our initial Google 
application was aimed at a new on-line campaign for February theatre collaboration with Patrick 
Mason, however the later commencement of the scheme forced us to take a different path for 
mentoring project. 
 
As we do not sell tickets directly to ICO concerts ourselves, we are all the time directing traffic to 
other venue box offices.      Our overall aim was to drive new traffic to our site and make it easy for 
people to navigate around it. In short, build a larger and more engaged audience within our 
resources.  We wanted to establish how many unique visitors come to our website.    How many click 
throughs we received from our e-zine – and if we can improve on same.   Under the terms of the 
review we agreed to consider matrices that would act as a comparative measure of where we were 
in the period February- April 2013 versus that same period this year. 
 
We did not have the Google Grant Account when we applied for the mentoring scheme and this 
subsequently took some months to activate which went against us during our mentoring as we 
didn’t have a large budget for google advertising.   We had an existing ICO Google account but in 
order to avail of the Google Grant we had to set up a separate account with no credit card details 
(The protocol is quite specific).   We also had to set up an ad word campaign within that new 
account, all prior to getting approval.  This was not made clear on the application form either.   As a 
result, we didn’t get grant approval until 3 March, so we were very restricted with our campaigns 
during the mentoring period, as our spend was small. 
 
The first Optimisation Session (5 February  2014) took place at Google Headquarters when Antonia 
Caraveteanu brought us through the merits of a targeted campaign and how to monitor whether our 
keywords are working …or not!   This was a valuable introductory session with video interaction. We 
covered targeted advertising with Adwords –an economical way to reach your selected audience as 
you only pay when someone clicks on your ad and are re-directed to your website 
www.youtube.com/watch?v=GlmoOIPKo9M.   We also had an innovative One Minute introduction  
to Adwords via You Tube www.youtube.com/watch?v=vfox6qHDRwc .   Finally, we covered how best 
to get a return from online advertising, how important your choice of keywords are and how 
important it is to write engaging ads www.youtube.com/watch?v=36Acc7EnBzl  utilising ad 
extensions eg. Location, sitelinks etc. 
 
With Jill Watchorn as our mentor, we set up a new Ad Group with exact keywords which yielded 
little traffic. In order to address this, she suggested we set up an addition TEST Adgroup within our 
ICO campaign, introducing broader keywords (these have a + in front of them). The + is called broad 
match modifier https://support.google.com/adwords/answer/2497702?hl=en&ref_topic=3122868 
explains.  By setting the TEST campaigns live, it enables you get more traffic which you can review 
from the Search Query Report.  Basically, you get a better understanding of what people are looking 
for and you have the flexibility of adding more relevant exact keywords too. 
 
When we were selected for this programme, we had been using Google Adwords but were really 
only feeling our way as opposed to maximizing their full potential.  Adwords are short text 
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advertisements you see down right hand side and across the top of a Google search page.   They 
consist of one headline of 25 characters and two additional text lines of 35 characters each. These 
Ads can help drive traffic to your website so understanding them is essential.   We were clearly 
directed towards many of their on-line tutorials to familiarize ourselves with how Adwords can work 
best for our organization.  Adwords are charged per click, so if customers don’t click on your link you 
won’t  be charged.  The process is tedious to begin with but you quickly become familiar with 
creating sharp and concise targeted marketing.   
 
The second session on YouTube (18 February) was enlightening.  It provided a great introduction in 
connecting more with our audiences via YouTube and introduced us to Gen C – The YouTube 
generation – or the 4 C’s, a term which Google use to describe people who care about creation, 
curation, connection and community.  We looked at browsing habits and how best we manage and 
create ICO content that captivates audiences and sparks curiosity.  First impressions really count!  
The Fan Finder was an interesting tool to promote the ICO channel at no cost.   
 
The ICO have really embraced this advice, now creating our own movies using interviews with our 
Artistic Partners, soloists and rehearsal footage and have put them out on YouTube, Twitter, 
Facebook and up on our own website and the reaction has been great.     We were also shown the 
benefits of advertising on YouTube but we haven’t tried it as yet. We are, however, far more active 
in employing relevant, up to date videos to promote our upcoming events. We are brainstorming the 
possibility of weekly uploads (e.g. orchestra members presenting a short piece on their chosen 
instrument /a composer/piece of music) to drive more traffic to our site and make it more attractive 
for repeat visitors.  
 
The third session on Google Analytics  (7 March) was an interactive one with video. 
Google Analytics improves website functionality and tells you a lot about your online audience, 
where they are coming from and help you develop an online strategy.   It underlined the importance 
of setting up goals and understanding the conversion concept of a website, learning about bounce, 
refusal and abandon rates and understanding how to measure these on a monthly basis. 
 
The final session on Google+ was totally new and unfamiliar to us.  We learned how to set up a 
Google+ page, customize and verify it and how to test content.   We feel we need more time to 
understand the benefits of it prior to set-up.   We will study  other orchestral  Google+ pages before 
we proceed. 
 
Overall the mentoring scheme really had its merits.  It allowed us to question and evaluate our on-
line marketing strategy and see how the Google Ad  reporting system can provide invaluable 
information on what your customer is thinking.   
 
Logistically it presented its challenges in losing an entire day from the office for generally, an hour’s 
tuition.  Maybe this is something Google might address as the scheme grows and continues to 
attract mentees who are travelling longer distances. 
 
What we agreed to do 
We said we would undertake a comparative review across our social media for the time period Feb – 

April 2013 versus Feb – April 2014. 

This included: 

 How many visitors to our site, how many page views and the average bounce rate. 

 Increase in our newsletter members, opening rate and click rate 



 Increase in Facebook friends 
 

We were also interested in whether our website serves us to best purpose?  We know it needs to be 

upgraded i.e. 

 more user-friendly plugins 
 made responsive 
 Improve guestbook functionality 
 CD purchasing experience to be reviewed 
 Friends section to be reviewed 
 Links from site need review etc 

 

We know how many unique visitors visited our website  and asked ourselves if we could improve on 
this? How many click throughs did we have from circulator (our newsletter) and could this figures be 
improved on?  How many email sign ups do we get….how can we improve. 
What purpose does the website serve?    We direct tickets sales to the relevant venues so tickets 
sales cannot be deduced.  We are currently defining our website.  We need to ascertain is it  
geared towards the purchaser or the venue?  Are we attracting promoters from abroad to the 
international section of the site as well as ICO concert attendees? 
 
 
 

Comparative Review - Time period: Feb to April 2013 Vs Feb to April 2014 

                                                 

  Jan 2014 April 2014 Variance 

     

Facebook Friends 3658 3766 +2.95% 

 Likes 869 932 +7.25% 

     

Twitter Followers 1130 1300 +15.04% 

 Following 1177 1328 +12.83% 

     

Circulator Members 4205 4660 +10.82% 

 Opening Average 18% 17.64% -.02% 

 Clicked 7% 13.1% +87.14% 

     

  Feb 1-April 22, 2013 Feb 1-April 22, 2014    



Website New Visitors  3599 3281 -8.81% 

 Returning Visitors 2179 1577 -27.63% 

 Page Views/Session 3.42 3.46 +1.25% 

 Bounce Rate 50.31% 46.1% -8.39% 

     

Adwords  Impressions Clicks CTR 

 May 2013 682,977 696 .1% 

 July 2013 72 2 2.78% 

 Sept 2013 24,944 149 .6% 

 Feb 2014 82,150 811 .99% 

 Mar 2014 11,047 155 1.4% 

 Mar 2014 159 13 8.18% 

 April 2014 4,890 40 .82% 

 
 
 
  
 


