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What Tactics Exist?

Search
-SEO
-PPC

Social
-Blogging

-Social 
Networking

-Micro Blogging



The Social Media Sphere
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4 Pillars of Social

Communication Collaboration

Education Entertainment
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Search Engine Strategies

ÅSEO: 

Å(Search Engine Optimization) is the art and science of publishing 

information and marketing it in a manner that helps search 

engines understand how your information is relevant to relevant 

search queries. 

ÅPPC: 

Å(Pay-Per-Click) is a pricing model where ads are shown on 

search engines and contextual partners, but you are only 

charged if a potential customer clicks on your ad. 



Choosing Your Keywords / Phrases

ÅHow do you search?

ñNew Yearôs Eve Parties in Bostonò

ñCloud based CRM solutionò

ñBest Chef Restaurants Atlantaò 



Keyword Research

1. Start by making a list of what you consider good 

keywords.

Å Think like your customer

Å Will they type brand names? 

Å Do they know the jargon? 

2. Type the words into Google | Yahoo| MSN

Å Did your results return competitors?

Å If NO ïthen this is not a good keyword phrase

3. Narrow down your list & then see how competitive 

the words your choosing really are?

Å https://adwords.google.com/select/TrafficEstimatorSandbox 

Å http://freekeywords.wordtracker.info/

https://adwords.google.com/select/TrafficEstimatorSandbox
http://freekeywords.wordtracker.info/


Consider the Long Tail

The "long tail" is a concept pioneered by Chris Anderson 

(the editor-in-chief of Wired magazine, who runs the Long 

Tail blog). From Chris's description

there is now less need to lump products and consumers 

into one-size-fits-all containers. In an era without the 

constraints of physical shelf space and other bottlenecks of 

distribution, narrowly-targeted goods and services can 

be as economically attractive as mainstream fare.

http://www.thelongtail.com/
http://www.thelongtail.com/




What Effects SEO?

ÅHow your website is designed

ÅPopularity

ÅContent

ÅInbound links:

ÅDirectories

ÅSocial Media

ÅTwitter

ÅFacebook

ÅLinked in

ÅYelp

ÅOther web sites



Search Optimization

ÅWhat drives search engines to index your website?

Site Design / Layout

What You See

What a search 

engine will see



Search Optimization

ÅBeware the items below when coding your website. 

Search engines do not like:

· Too Much Code

· Flash

· JavaScript



Search Optimization

ÅWhat drives search engines to index your website?

·Keyword placement areas:

·Header area

·Page & folder names

·Content

·Headings

·Images / alt tags ðkeep it under 100

·Links ðnames & titles

· Internal Links

·It s all about strong CSS coding

Relevancy



Preparing for SEO

ÅKeyword research

ÅPlan to build and follow SEO best practices:

ÅGoogle Accessibility guidelines:

http://www.google.com/support/webmasters/bin/answer.py?answ

er=40349

ÅYahoo Search Help:

http://help.yahoo.com/l/us/yahoo/search/basics/index.html

ÅKISS

ÅSites that have simple elements make some of the best seo 

designed sites.

Note:  http://validator.w3.org/



Clarifying SEO Myths

ÅMeta tags are disregarded by search engines. TRUE & 

FALSE

ÅMeta description is more about marketing than seo:

Å While Google does not to take the keywords meta tag into 

account, Yahoo is using it.

ÅRobots are often used to call crawlers back to the site.  

ÅValue = noindex, nofollow

Å Don't fill your page with lists of keywords, attempt to "cloak" 

pages, or put up "crawler only" pages. ïGoogle



Need to Keep It Up

12-17-10

1 Listing in the Top 5 Position

7 Listings in the Top 10 Positions

15 Listings in the Top 20 Positions

18 Listings in the Top 30 Positions

6-14-10

0 Listing in the Top 5 Position

5 Listings in the Top 10 Positions

12 Listings in the Top 20 Positions

12 Listings in the Top 30 Positions



Keywords & Content

ÅYou need relevant content.

ÅPage Title 

(up to 60 Characters)

ÅMeta Description for 

marketing (160 characters)

ÅOn Page Headings

ÅCross-Linking in your 

content

ÅMarketing tip:

ÅProvide humans 

with actionable requests



Page & Folder names

ÅPage and folder names are one of the first things the 

engine sees so try and use keywords here.

Domain name Page Name



Link Building

ÅGuest writing on blogs or local newspapers

ÅCommenting on some blogs that reference web 

addresses

ÅBusiness Groups, associations and directories



Google Places



Google Webmaster



Google Webmaster



Getting Business Now!

SEM & PPC



What is SEM?

ÅSearch engine marketing, or SEM, is a form of Internet 

marketing that seeks to promote websites by increasing 

their visibility in search engine result pages (SERPs) 

through the use of paid placement, contextual 

advertising, and paid inclusion.[1]

-Definition from Wikipedia

-PPC is apart of SEM

http://en.wikipedia.org/wiki/Internet_marketing
http://en.wikipedia.org/wiki/Internet_marketing
http://en.wikipedia.org/wiki/Website
http://en.wikipedia.org/wiki/Search_engine
http://en.wikipedia.org/wiki/Pay_per_click
http://en.wikipedia.org/wiki/Contextual_advertising
http://en.wikipedia.org/wiki/Contextual_advertising
http://en.wikipedia.org/wiki/Paid_inclusion
http://en.wikipedia.org/wiki/Search_engine_marketing


Advertising Jargon

ÅCPM: Cost per thousand impressions

ÅCPC: Cost per click Through 

ÅCPL: Cost per lead (lead usually meaning a free 

registration) 

ÅCPS: Cost per sale

ÅCPA: Cost per action



PPC

ÅPros

ÅFlexibility to test different ad 

copy messaging for conversion

ÅUnlimited keywords (cast a 

wider net)

ÅImmediate results (can 

increase within a week or two)

ÅTest landing pages

ÅCons
ÅCost

ÅMore people click on organic 

side. [65%/35%]



Google Traffic Estimator

https://adwords.google.com/select/TrafficEstimatorSandbox

https://adwords.google.com/select/TrafficEstimatorSandbox


Adwords

ÅKeyword research

ÅGroups words into Ad Groups / Campaigns

ÅWrite 2 different ads

ÅSend visitors to landing pages

ÅMonitor the conversions



Tricks to Ad Group Management

ÅGeo Target: 
ÅShow your ads only in areas of the country your business is 

focused on. If you can sell anywhere think about where your 
target audience is.  This will keep you from wasting your funds.

ÅTime Control:
ÅDonôt run your ad 24/7 set a time range for your ads so you can 

maximize your spending.

ÅBid per word:
ÅGoogle likes you to group bid but I recommend looking at each 

word and changing your bids based on the different success 
rates you are having

ÅContextual Ads:
ÅYou may want to turn this feature off or Set different bids for 

these ads to make you dollar go farther. 



Ad Group: Campaign

ÅCreate a campaign per service 

Specific = Success ; General = Wasted

ÅIdentify negative phrases:

ÅThis will vary for everyone ïFREE, CHEAP if youôre an upscale 

firm.

ÅSplit Test:

ÅCreate 2 Ads

ÅGoogle will rotate

ÅDelete inferior ad and try it again



The Power of Landing Pages

ÅOne focused goal

ÅMost important message upfront

ÅUser & site targeting

ÅReduce or remove navigation

ÅHigher conversion rates:

# of People who took action

# of total visitors 

250 forms requests 

1000 visitors
25%



Goal Tracking

ÅSetup Goal Tracking in Your Google 

Analytics


