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Search Engine Marketing



You Gotta Get Searched!

• More people are online than ever before!
68.6% of the US Population (http://www.internetworldstats.com/)

• 90% of Internet users utilize search 
engines to find products, services or 
information (Source:  iProspect – Search Engine Marketing University™ www.iprospect.com)

• Must-have medium for brand awareness 
and subscription generation!

http://www.internetworldstats.com/
http://www.iprospect.com/


Today’s Session:

• Components of SEM

• Incorporate SEM into overall marketing

• Paid clicks = Subs

• Third party vs. managing search in-house



The Components of 
Search Engine Marketing



Search Engine Marketing

Marketing a website through 
search engines. 

This includes efforts to improve organic 
listings, purchasing paid listings, or a 

combination of search related activities.  
Also called SEM.



SEM Components

Search Engine Optimization
Natural/Organic Search

Pay per Inclusion
Paid Search/PPC
Vertical Search



Search Engine Optimization

The act of modifying a website so that it 
has a higher likelihood of appearing well 
in the organic or natural listings of the 

search engines.  Also called SEO.

Out of SITE, out of Mind…



Natural / Organic Search
• Not related to paid advertising
• Based on algorithms (unique per engine)
• Goal = Relevancy (Content, Hyperlinks, Links)



No two search engines are alike

-Traffic

-Demographics

-Algorithms

Share of Searches, 
July 2006



Pay Per Inclusion

Paid advertising program that guarantees 
web pages are included in a search 

engine index (natural).  The guarantee is 
that pages will be included, however, no 

guarantee pages will rank well.  



Paid Search/PPC

• Advertising based – bid for placement
• Can help a company get top placement on 

words they do not rank well on



Paid Search

• Fast
• Flexible
• Trackable

– Keyword, Phrase
– Engine
– Copy
– Landing Page



Everybody’s Doing It ☺

(Source:  Internet Advertising Bureau http://www.iab.net/news/pr_2005_9_26.asp)



Natural search is the way your 
site is found…

Paid search is the way you 
would like your site to be 

found



Source:  
Did-it, Enquiro, and Eyetools uncover Search’s Golden Triangle

http://www.enquiro.com/eye-tracking-pr.asp



Vertical Search

• A streamlined search solution that helps 
web surfers find what they need

• Smaller search topic universe = more 
concentrated results

• Can be a challenge to find and get listed in 
these engines

Become your own vertical search engine!



No “right” way to SEM

Search Engine Optimization
Natural/Organic Search

Pay per Inclusion
Paid Search/PPC
Vertical Search



Incorporating Search Engine 
Marketing into your Overall 

Marketing Strategy



Search Marketing Process

• ASSESS

• OPTIMIZE

• NEW



“The best time to plant a tree 
is twenty years ago.  The 
next-best time is today ”

-Eastern Philosophy



Assess



Assess

• What do you want to accomplish?
• How ya making money honey?
• Who’s your customer? 
• What are your available resources?
• Baseline current (ALL) marketing 

efforts….  
– Develop a tracking system!



Assess - Reports

• Web Stats
– Traffic
– Referring Sources
– Referring Keywords
– Influential Factors (Mags hit newsstands)

• Reports for all Marketing Efforts
– ROI Per Channel

• Conversion Rate



“Sure you can fly, but that 
cocoon’s got to go.”

Anonymous 



OPTIMIZE

• Fix what needs fixing
• Let go of what isn’t working

Cannot change unless you are willing to change



NEW

• Channels

• Placements

• Opportunities

• Vendor Relationships



Before you test new channels:

Think start to finish

Have a plan in place to measure success

Create, Execute, Monitor

...It’s a never ending process



“Mistakes:  without them life 
would be dull.”

Oscar Wilde 



No “right” way to bring SEM into 
your overall marketing strategy

Think about SEM from a customer service 
perspective – that will help you plot wisely



How to make Paid Clicks 
= Subscribers



How many of you buy PPC?



Before you proceed…

• Have a tracking system in place
– PER KEYWORD
– PER ENGINE
– PER CPC
– PER OFFER
– ETC.

• Know your conversion rate



Start small…

Then snowball



Use Catchy/Compelling Copy



Invite the Click – Call to Action

Shop Now

Save…



Take advantage of tracking 
tools



Do NOT ignore the landing page!

• Clear purpose
• Savvy design

• May be worth having a separate landing 
page 

• Make it easy to buy 
• Convey value – think from your customer’s 

perspective!
• CALL TO ACTION



Match it Up

• Keyword
• Copy
• Content
• Landing Page

Don’t recycle copy – make it make sense







TRACK
• Keyword
• Engine
• Content
• Offer
• Placement
• Landing Page

If it doesn’t make you money honey, fit it 
or dump it!



Know that you have PPC 
OPTIONS

• Text Ads
• Image Ads
• Local Ads

Test them out!



THREE Types of PPC Ads!





Google Search



Google Search Network



Google Content Network



Knowledge is your best 
safeguard against deception, 
misguidance, or unnecessary 

mistakes.



Using third-party SEM firms
vs. managing search in-house



To third party or 
not to third party…?

• Will we save money hiring someone in-
house?

• Are we better off outsourcing to a team of 
SEM pros?

• Do we need a hybrid?



ASSESS!

• What’s your focus?
– SEO
– PPC
– Both?

• What do you want to accomplish?
• Have you and your team covered SEM 

101?



DIY?

Research
Implementation
Tracking
Education
Optimization



Ask for Help?

Expertise
Technology
Tools
…Passion?

Know SEM and know your options!



When evaluating a SEM 
provider:

Ask a TON of questions, 
interview several firms 

and COMPARE!



There’s a lot of them and they 
all differ!

http://by.optimost.com/go/12-1455/a00901l171224jh00y2txee7f/
http://www.sendtraffic.com/




Be committed to owning success

• Know what you want
• Define what success means
• Determine how you will measure

success
• Compare Options 

– Document what you want (RPF)
• Treat any choice as a partnership



Over 90% of Internet users 
utilize search engines to find 

products, services or 
information…

Don’t let search be a missing 
piece in your marketing 

puzzle.



Commit to making SEM work for 
you and your business

• Know your options
• Determine what you want
• Establish how to track ROI
• Marry your online and offline efforts

SEM is a online acquisition and 
brand awareness tool



“Believe you can, believe you 
can’t, either way you’ll be 

right.”

Henry Ford



Q/A

Thank you! ☺

Lorrie Thomas
805.452.2615

lorrie@lorriethomas.com
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