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PRESENTED TO:

HAS YOUR SEARCH ENGINE MARKETING

GONE MISSING IN ACTION?
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BACKGROUND

ÅFormer Director E-Commerce Development, Time 

Warner, New York

ÅMBA, New York University (NYU)

ÅGraduate, Radcliffe Publishing Course, Harvard 

University

ÅAdvisory Board Member:

ïeMetrics Canada

ïSearch Marketing Expo Canada

ÅOwner, Online Authority
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AGENDA

ÅUnderstand Why

ïIt's not really about your homepage

ïYou should measure visibility

ÅInstead of worrying about rankings

ÅUnderstand How To

ïLeverage your subject matter 

expertise

ÅTarget (the long tail) of your topic

ÅArm yourself with Recommended 

Tools
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JARGON ALERT

¸ Different types of search engine marketing

¸ Primary three are acquisition driven:

¸ Search Engine Optimization

¸ Cost Per Click (CPC) also known as Pay 

Per Click (PPC)

¸ Google Places (formerly Local Search)

¸ A fourth, which supports retention efforts

¸ Onsite Search Marketing
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ONSITE SEARCH (RETENTION MARKETING)
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TYPICAL BREAKDOWN OF WEB ACQUISITION SOURCES

38%

17%

45%

Sources of Website Traffic

Direct

Referral

Search

Å Three ways to be found:

1. Direct arrives by bookmark or 

memorized URL

2. Referral arrives via a third party 

website linked to your site 

(media, supplier, association, 

etc.)

3. Search Engine Traffic arrives via 

search results page on 

commercial search engine 

(Google, Yahoo!, Bing)

Source: Drive Traffic Inc.
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PRE-GOOGLE WORLD VIEW
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4th Level Pages Most Visible

3rd Level Pages

2nd Level Pages

Home page least visible

Why? Itôs the least specific.

ñPOST-GOOGLE WORLD VIEWò OR

WHY IT'S NOT REALLY ABOUT YOUR HOME PAGE ANYMORE
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HOW DOES YOUR TRAFFIC SEGMENT TODAY?
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MEASURE VISIBILITY (NOT RANKINGS)

¸ ñWhy can't I see our website on the first page of 

Google?ò

¸ Due to personalized search, what you, your colleagues 

and your agency 'seeô might differ radically

¸ Instead, focus on measurable traffic sources

¸ How? Use 'traffic sources' reports available in most 

web analytics tools.

¸ Recommended tools: Google Analytics (GA) 

www.google.com/analytics and EpikOneôs Site Scan 

www.sitescanga.com (for auditing GA implementation)

http://www.google.com/analytics
http://www.sitescanga.com/
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PERCENT SEARCH IN GOOGLE ANALYTICS
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KEY TO SUCCESS

¸ Regardless of tactic ïSEO, CPC or local, 

key to success is to leverage demand

¸ How? Conduct keyword research

¸ Tremendous number of tools available to 

you which allow you to quantify demand 

for phrases

¸ Tells you which phrases you should target 

vs. those that are a waste of resources
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Source: WordTracker

EXAMPLE OF KEYWORD RESEARCH
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CHECK AGAINST A SECOND SOURCE

Source: Google AdWords Keyword Tool
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SAMPLE LIST OF KEYWORD TOOLS

Åhttps://adwords.google.com/select/Keyw

ordToolExternal

Åhttp://freekeywords.wordtracker.com/

Åhttp://www.google.com/insights/search/

#

Åhttp://www.google.com/trends

https://adwords.google.com/select/KeywordToolExternal
https://adwords.google.com/select/KeywordToolExternal
http://freekeywords.wordtracker.com/
http://www.google.com/insights/search/
http://www.google.com/insights/search/
http://www.google.com/trends
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LEVERAGE YOUR OWN EXPERTISE: TARGET THE LONG TAIL

¸ For all three search tactics, start with keyword research

¸ By language, identify your target phrases for your

¸ Product / service category

¸ Brand (corporate and product / service brands)

¸ Geography ïshould it by country, region, province, 

city and / or neighbourhood?

¸ Identify multi-word variations

¸ Target the ñlong tailò

Source: The Long Tail, Chris Anderson, revised 2008




