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Who are the major search engines 
and what is an expanded search?

• Americans conducted 10.5 
billion searches at the core 
search engines in January
• Searches for mapping, 
local directory, and user-
generated video sites that 
are not on the core domain 
of the five search engines 
are not included in the core 
search numbers
• If they are, then 14.6 billion 
expanded search queries 
were conducted that month

Source: comScore qSearch 2.0, Jan. 2008



How can you achieve top ranking 
and when doesn’t that matter?

Source: Enquiro Research, Aug. 16, 2007

“While we still seem to swing our eyes up to 
the upper left, we almost immediately (in 
under a second) move our eyes to the image 
(A) to determine if it’s relevant. A graphic 
image appears to be a powerful attractor to 
the eye.”



Where is SEM spending going and 
why isn’t more going to SEO?

Sources: SEMPO, Dec. 2007, and iProspect, Mar. 2007



Overview of 10 key concepts in 
search engine marketing for 2008

• Keyword research
• Website design
• SEO copywriting
• Link building
• Search advertising

• Success measurement
• Universal search
• Vertical search
• Social search
• Contextual ads



Keyword research is the first phase 
in both SEO and SEM campaigns

• “The importance of 
keyword strategy should 
not be underestimated.  
Everything else that you 
do depends on the 
decisions made during 
this phase.”

– Dan Thies and Dave 
Davies, The Search Engine 
Marketing Kit, 2007



The first step in keyword research 
is thinking like your customer

• Think about the words 
users would type to find 
your pages
• Brainstorm keyword 
categories that address your 
customer’s wants
• Compile the brainstormed 
keywords for further review 
of traffic potential, 
competition, and other 
factors

Source: Elliance, Search Engine Land, Oct. 23, 2007



Explore conversations that are 
happening on the web

• By combing through 
competitive and industry 
websites, relevant blog 
postings, and popular 
tag sites, new phrases 
are discovered and 
search frequencies can 
be determined

Source: Elliance, Search Engine Land, Oct. 30, 2007



Keyword research involves more 
than looking up search frequencies

• Relevance: How closely 
the search term matches 
your site’s products, 
services and content
• Specificity: How broad or 
specific a term is
• Popularity: How often the 
search term is searched for 
on major search engines
• Competitiveness: How 
many companies are 
pursuing the keyword

Source: Elliance, Search Engine Land, Nov. 6, 2007



Conduct your keyword research 
using one or more of these tools

• Google AdWords Keyword Tool
• https://adwords.google.com/select/KeywordToolExternal

• Google Trends
• http://www.google.com/trends

• Keyword Discovery’s free search term suggestion tool
• http://www.keyworddiscovery.com/search.html

• Microsoft adCenter Labs Keyword Forecast
• http://adlab.msn.com/ForecastV2/KeywordTrendsWeb.aspx

• Wordtracker’s free keyword suggestion tool
• http://freekeywords.wordtracker.com/

https://adwords.google.com/select/KeywordToolExternal
http://www.google.com/trends
http://www.keyworddiscovery.com/search.html
http://adlab.msn.com/ForecastV2/KeywordTrendsWeb.aspx
http://freekeywords.wordtracker.com/


Website design should avoid 
search engine stumbling blocks

“Many web sites fail from 
the very beginning by 
creating certain technical 
barriers which prevent them 
from being indexed 
correctly. Read this guide 
before you begin to build 
using Flash, frames, 
dynamic content or java. 
Everyone wants their site to 
create a unique user 
experience, but the wrong 
use of technology can have 
search engines backing out 
of your site, not indexing it!”

Source: Mike Grehan, Search Engine Marketing



Some search engines see your site 
the way that a text browser might

• “Use a text browser such 
as Lynx to examine your 
site, because most search 
engine spiders see your site 
much as Lynx would. If 
fancy features such as 
JavaScript, cookies, session 
IDs, frames, DHTML, or 
Flash keep you from seeing 
all of your site in a text 
browser, then search engine 
spiders may have trouble 
crawling your site.”

Source: Google, Feb. 22, 2008 



Follow Google’s design, content, 
technical and quality guidelines

• If you use dynamic pages (i.e., the URL contains a “?”
character), be aware that not every search engine spider 
crawls dynamic pages as well as static pages
– It helps to keep the parameters short and the number of them 

few
• Allow search bots to crawl your sites without session IDs 

or arguments that track their path through the site
– These techniques are useful for tracking individual user 

behavior, but the access pattern of bots is entirely different
– Using these techniques may result in incomplete indexing of 

your site, as bots may not be able to eliminate URLs that look 
different but actually point to the same page

• If your company buys a content management system, 
make sure that the system can export your content so 
that search engine spiders can crawl your site

Source: Google Webmaster Guidelines



Google’s webmaster tools can help 
make your site Google-friendly 

• Diagnose potential 
problems

– Crawl info
– Robots.txt file validation
– Website content

• See how your site 
performs

– Top queries
– Indexing information

• Share info with Google 
about your site

– Submit a Sitemap file
– Specify your preferred 
domain

Source: Google Webmaster Tools



Attend “Search Engine Friendly 
Design” this afternoon

• How can you build a web 
site from the ground up that 
pleases both crawler-based 
search engines and your 
visitors?
• Discover how “search 
engine friendly” design can 
tap into free traffic from 
search engines
• This session is especially 
suited for beginners who 
need an overview of 
important design issues to 
keep in mind

Day 2: Tuesday, March 18, 2008, 4:45 p.m.



SEO copywriting is primarily for 
humans who use search engines

“To successfully rank 
highly in the search 
engines, the words on 
your Web pages should  
never be an 
afterthought but a major 
investment in your 
search engine 
optimization campaign.”

Source: Jill Whalen, High Rankings



Include key phrases in your Title 
(blue bar above every Web page)

• One of the most common mistakes is a Title that reads, 
“Ourcompany.com” - and it’s the same Title on every page
• Although the IT department has traditionally taken over 
Title creation (since it’s considered back-end code), Titles 
should ideally be created by the marketing department 

Source: Heather Lloyd-Martin, SuccessWorks



Emphasize your key phrases in 
headlines and sub-heads

• Emphasized text, like 
headlines, sub-heads and 
boldface, are considered 
important coding properties 
for search engines
• When you include key 
phrases within these SEO 
power places, you may 
boost relevancy for those 
phrases – and gain slightly 
higher positioning

Source: Heather Lloyd-Martin, SuccessWorks



Include key phrases in and around 
your hyperlinks

• Over the last couple years, 
the search engines have 
strongly focused on link 
analysis
• The key to the link analysis 
algorithm is not only the 
number of links that point to 
your page, but also the 
contextual phraseology 
around the links
• If your phrase appears in 
or near a hyperlink, the 
search engines may give it 
a relevancy boost

Source: Heather Lloyd-Martin, SuccessWorks



Attend “The Business Case for 
SEO Content Development”

• The business case for 
SEO content development 
• In-house or outsource: 
things to consider 
• SEO copywriting 
fundamentals 
• SEO content development 
through the sales cycle 
• The value of optimized 
content for publisher sites 

Day 3: Wednesday, March 19, 2008, 5:30 p.m.



Link building is as hard as “placing”
a story in The New York Times

“The easy part of link 
building is knowing that 
you need them. The 
hard part is influencing 
the right people to give 
them to you. Read on 
for link building tips, 
tools, techniques and 
the occasional opinion 
from Debra Mastaler.”

Source: Debra Mastaler’s The Link Spiel blog, Sept. 29, 2007



The quantity, quality, and relevance 
of links count towards your rating

• Design and content guidelines
– Make a site with a clear hierarchy and text links. Every page 

should be reachable from at least one static text link. 
– Offer a site map to your users with links that point to the 

important parts of your site. If the site map is larger than 100 or 
so links, you may want to break the site map into separate 
pages. 

– Keep the links on a given page to a reasonable number (fewer 
than 100).

• When your site is ready:
– Have other relevant sites link to yours.
– Submit your site to relevant directories such as the Open 

Directory Project and Yahoo!, as well as to other industry-
specific expert sites.

Source: Google Webmaster Guidelines



Don’t participate in link schemes; 
create unique, relevant content

Source: Google Webmaster Guidelines



Thou shalt not laugh at “LinkMoses 
Linking Commandments – Part 1”

Source: Eric Ward’s most popular post



Attend “Link Building Basics”
session tomorrow morning

• Discover how search 
engines rely on link 
analysis as an important 
component for rank web 
pages
• Learn also how to 
increase traffic to your 
site by building quality 
links in an appropriate 
manner

Day 3: Wednesday, March 19, 2008, 10:15 a.m.



97% of search advertising 
programs use Google Adwords

“Anyone can enable a 
Google AdWords 
campaign and start 
showing their ads within 
hours. Exciting, right? 
But if you don’t get it 
just right, all you’re 
doing is putting money 
in Google’s pocket, not 
yours.”

Sources: SEMPO, Dec. 2007, and Andrew Goodman, 2007



70% of search advertising 
programs use Yahoo! Search

“There are some significant 
differences especially if 
you’re used to using other 
engines. In the book, there 
are both ‘action items’ and 
‘helpful hints’. The ‘action 
items’ are tips Mona 
believes advertisers should 
try in their accounts. The 
‘helpful hints’ are slightly 
more advanced tips that can 
even trip up more 
experienced advertisers.”

Sources: SEMPO, Dec. 2007, and Mona Elesseily, 2007



53% of search advertising 
programs use Live Search

• 46.3 million unique users 
visit Live Search, yielding 
over 1 billion page views
• Quick setup of your Live 
Search campaign with 
Microsoft adCenter
• Delivery of satellite maps, 
driving directions, and real-
time traffic information
• Tailored mobile version, 
“preview hover,” and more

Sources: SEMPO, Dec. 2007, and Microsoft, Dec. 2007



Cost-per-click for top 3 search 
engines: Averages 2006-2007

Source: MarketingSherpa, July 2007
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Attend “Search Advertising 101”
session tomorrow afternoon

• Paid placement is a form 
of search advertising that 
provides a top ranking in 
return for payment
• Every major search engine 
offers a paid placement 
program
• Learn what’s available in 
this session that is 
especially geared toward 
beginners, with details on 
programs from major 
providers and advice on 
how to succeed

Day 3: Wednesday, March 19, 2008, 1:00 p.m.



Success measurement sessions 
held yesterday or conflict today

• Analytics: Data Into 
Action
• Web Analytics: 
Measuring Success
• Converting Visitors 
Into Buyers
• Landing Page Testing 
& Tuning



What’s your company using search 
engine marketing to accomplish?

• 61% to increase/enhance brand awareness of 
our products/services

• 58% to sell products, services or content directly 
online

• 43% to drive traffic to our web site, the revenue 
model of which is online advertising

• 20% to generate leads that we ourselves will 
close as sales via another channel

• 20% to generate leads for a dealer or distributor 
network to close as sales

Source: SEMPO survey, February 2008



Tracking and reporting should 
move beyond clickstream analysis

“Discover how to move 
beyond clickstream 
analysis, why qualitative 
data should be your 
focus, and more 
insights and techniques 
that will help you 
develop a customer-
centric mindset without 
sacrificing your 
company’s bottom line.”

Source: Avinash Kaushik, Web Analytics: An Hour a Day, 2007



Testing landing pages can lift 
conversion rates up to 55%

• Many marketers believe 
the outbound campaign is 
responsible for most of their 
conversions, but 
MarketingSherpa data 
shows that the landing page 
is actually more responsible 
for the conversions
•The best landing pages are 
fully optimized and contain 
relevant headlines with the 
searched for keyword

Source: MarketingSherpa, Landing Page Handbook, 2008



Take “Search & Analytics 
Workshop” on Friday afternoon

• Analytics are a gold 
mine of information, just 
waiting to be uncovered
• The results of your 
campaigns, 
effectiveness of the 
website, and the 
efficiency of your 
rankings can all be 
measured with a good 
analytics program

Day 5: Friday, March 21, 2008, 1:00 p.m.



Today’s Orion Panel will discuss 
“Universal Search”

• Before you attend this 
week’s optimization and 
best practices sessions, 
hear from industry gurus 
about how search, 
marketing and information 
seeking is changing the 
industry that follows the 
search
• Our ongoing series on 
universal search will include 
research data available only 
at SES

Day 2: Tuesday, March 18, 2008, 1:30 p.m.



Universal search has increased 
traffic to image and video sites

Source: comScore Media Metrix, Oct. 2007



Google “Darth Vader” and you’ll 
see image results and videos

Source: Google, Mar. 1, 2008



But, why hasn’t universal search 
increased traffic to Google News?

• In example on left, only 
“News results for Google”
links to Google News
• Headlines of stories link 
directly to CNET News.com 
and ZDNet
• So, universal search is 
referring most of the traffic 
to more than 4,500 English-
language news sources 
worldwide

Source: Google, Mar. 2, 2008



Take “Optimizing for Universal 
Search” training class on Friday

• The advent of Google’s 
Universal Search has been 
called “the most radical 
change to its search results 
ever”
• So, how do you take 
advantage of Google’s new 
approach that blends 
listings from news, maps, 
video, and image search 
among those it gathers from 
web search?

Day 5: Friday, March 21, 2008, 8:00 a.m.



Yesterday’s Orion Panel discussed 
“Getting Vertical Search Right”

• The need for specialized 
search capabilities has 
never been more prevalent 
than it is today
• Established leaders and 
experts in vertical search 
application and execution 
discussed the state of the 
industry, positive and 
negative experiences and 
best practices for answering 
needs of today's demanding 
searchers



55.7 million people visit YouTube a 
month to watch 2.5 billion videos

Sources: Compete, Feb. 26, 2008, and YouTube



Steps 1-6 to successful video 
search optimization

• Research video-related keyword phrases before 
optimizing and categorizing video files

• Always include user-friendly, keyword-focused 
metadata in all video files

• Name the video with appropriate keywords, 
when applicable

• Give video search engines easy access to your 
videos and video clips

• Organize video content by file format
• Robots exclude redundant video content

Source: Shari Thurow, Search Engine Visibility, 2008



Steps 7-12 to successful video 
search optimization

• Optimize the Web pages that contain videos
• Cross-link to other Web pages containing similar 

video content
• Create a video library or catalog
• Improve video quality
• Watermark and/or brand your video content
• Submit and distribute your video files to video 

search engines and video-sharing Web sites

Source: Shari Thurow, Search Engine Visibility, 2008



Attend “Video Search Optimization”
session on Thursday afternoon

• Producing video content?
• There are video search 
engines that specialize in 
gathering up your video and 
making it available to 
searchers seeking such 
content
• This session looks at how 
to make your video more 
visible in these specialized 
services

Day 4: Thursday, March 20, 2008, 12:45 p.m.



Social Search Track conflicts with 
Fundamentals Track tomorrow

• Social Media Marketing -
What is it and What is it 
Good For?
• Successful Tactics for 
Social Media Optimization 
(SMO)
• Social Media Research: 
Informing Search Strategies
• Social Search: The Next 
Step



67.4 million people visit MySpace 
and 31.1 million visit Facebook

Source: Compete, Mar. 3, 2008



What does Wikipedia say about 
social media optimization?

• Social media optimization (SMO) is a set of methods for 
generating publicity through social media, online communities and 
community websites. Methods of SMO include adding RSS feeds, 
adding a “Digg This” button, blogging and incorporating third party 
community functionalities like Flickr photo slides and galleries or 
YouTube videos. Social media optimization is a form of search 
engine marketing.

• Social media optimization is in many ways connected as a 
technique to viral marketing where word of mouth is created not 
through friends or family but through the use of networking in social 
bookmarking, video and photo sharing websites. In a similar way the 
engagement with blogs achieves the same by sharing content 
through the use of RSS in the blogsphere and special blog search 
engines such as Technorati.

Source: Wikipedia, Mar. 3, 2008

http://en.wikipedia.org/wiki/Publicity
http://en.wikipedia.org/wiki/Social_media
http://en.wikipedia.org/wiki/RSS_feed
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http://en.wikipedia.org/wiki/Search_engine_marketing
http://en.wikipedia.org/wiki/Search_engine_marketing
http://en.wikipedia.org/wiki/Search_engine_marketing
http://en.wikipedia.org/wiki/Social_bookmarking
http://en.wikipedia.org/wiki/Social_bookmarking
http://en.wikipedia.org/wiki/Social_bookmarking
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http://en.wikipedia.org/wiki/Social_bookmarking
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Rohit Bhargava of Ogilvy PR is 
credited with inventing term SMO

• Increase your 
linkability

• Make tagging and 
bookmarking easy

• Reward inbound 
links

• Help your content 
travel 

• Encourage the 
mashup

Source: Influential Marketing Blog, Aug. 10, 2006



Attend “Social Media Research: 
Informing Search Strategies”

• Social networks, blogs, 
feeds, tagging, social 
bookmarking and 
immersive game 
environments provide 
24/7 real-time focus 
groups
• Learn how 
Buzzmetrics, Cymfony 
and others help quantify 
and reveal critical 
insights

Day 3: Wednesday, March 19, 2008, 4:00 p.m.



Contextual Ads Track conflicts with 
Fundamentals Track today

• “Earning Money from 
Contextual Ads” session 
looks at the way 
publishers can generate 
revenue by carrying 
contextual ads offered 
by major networks
• But session conflicts 
with the one on “Search 
Engine Friendly Design”



Some of you want to understand 
how contextual targeting works

Source: Google AdWords



Some of you want to earn money 
from relevant ads on your website

Source: Google AdSense



Jennifer Slegg acknowledged as 
leading expert on Google AdSense

Source: JenSense, Mar. 3, 2008



Attend “Contextual Ads & AdSense 
Clinic” on Thursday morning

This interactive session 
takes volunteers from 
the audience and 
examines their web 
sites live to provide 
general feedback about 
improving them to do 
better from Google 
AdSense and other 
contextual ad 
placements

Day 4: Thursday, March 20, 2008, 11:15 a.m.



Just an overview of key concepts in 
search engine marketing for 2008

• Keyword research
• Website design
• SEO copywriting
• Link building
• Search advertising

• Success measurement
• Universal search
• Vertical search
• Social search
• Contextual ads



But wait! There’s more! Attend the 
“Site Clinic” on Thursday morning

• This interactive 
session takes 
volunteers from the 
audience and examines 
their web sites live to 
provide general 
feedback about 
improving them to gain 
more traffic from search 
engines

Day 4: Thursday, March 20, 2008, 10:00 a.m.



Consider attending one of the 
sponsored sessions this afternoon

• Search Advertising Goes Mobile
• Do You Know the Breakdown of Your 

Competitors' Paid and Organic Traffic? Hitwise 
does.

• What's new with Google Analytics and Website 
Optimizer?

• Optimizing Search Marketing Campaigns
• Microsoft Search: Tips and tricks for delivering 

great results and campaigns with Live Search 

Day 2: Tuesday, March 18, 2008, 3:15 p.m.



Try to visit our 125 sponsors and 
exhibitors today and tomorrow

1-800-FREE411, 24/7 Real Media, 7Search.com, @ Web Site Publicity, 
ABCSearch.com, Acquisio, Acronym Media, Adapt Technologies, Adgooroo, 
adMarketplace, Advertising.com, Apogee Search, Ask.com, Best Of The Web, 
BigMouthMedia, blinkx, Blogsvertise, Brafton, Bruce Clay, BtoB, Business.com, Click 
Forensics, Compete, ComScore, Correlation Concepts, Did-it, DoubleClick, Dozier 
Internet Law, Engine Ready, Efficient Frontier, Elixir Systems, ePrize, etology, 
eZanga, Findology, Genieknows.com, Getupdated, GoEcart, Google, hakia, Hitwise, 
Hot Banana, iContact, iClimber, iCrossing, Idealaunch, Idearc Search Marketing, 
IndexTools, Ingenio, Intermark Media/Copeac, Interwoven, ion interactive, iProspect, 
The Karcher Group, KeywordMax, LifeTips.com, Listrak, LivePerson, Local.com, 
Localeze, Location3 Media, LookSmart, Lyris HQ, Marchex, Marin Software, 
MarketHealth.com, Market Motive, McAfee Hacker Safe, Media Traffic Agency, 
MediaWhiz, Medio, Microsoft, Mobile Libris, mobileStorm, Moniker.com, 
MoreVisibility, Mountain Media, Netconcepts, offshoring.com, Omniture, Onward 
Search, OrangeSoda, Outrider, Peoka.com, Pepperjam, Plattform Advertising, PM 
Digital, PRWeb, PRIME Visibility, PrintPlace.com, Pop Labs, Pulse 360, 
SageRock.com, The Search Agency, Search Marketing Standard, SearchIgnite, 
SearchRev, Sedo, SEMPO, Sendori, SendTec, SendTraffic, SEO Inc., SLI Systems, 
Slifter, Soothware, Steak Media, Superpages.com, SureHits, Target Margeting 
Group, Teragram Corporation, TMP Direction Marketing, Trellian.com, Unreal 
Marketing Solutions, VentureDirect Worldwide, Visibility Magazine, Web Analytics, 
Web Marketing Association, WebmasterRadio.FM, Website Magazine, Widemile, 
Wordtracker, Yahoo!, YELLOWPAGES.COM, Zeta Interactive



You can’t master SEM in a week, 
but you can learn the fundamentals
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