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ThelandscapeofSearchMarketingisas

mysteriousandseeminglytreacherousto

businessownersasthefarthestreachesof

Tibet’sHimalayanMountainsaretothe

everydaytraveler.

However,moreandmorebusinessesare

recognizingthat– justastheHimalayas

possessthemostbeautifultreasuresinthe

world– sotoomaySearchMarketingholdthe

mostrewardingfortunesofinternetmarketing.

UNDERSTANDING
SEARCH MARKETING
ButwhatexactlyisSearchMarketing?Also

knownasSearchEngineOptimization,and

commonlyreferredtoasSEO orSEM,Search

Marketingisthepracticeofofferingyour

productorservicetoyourtargetaudience

whiletheyareactivelysearchingforexactly

whatyouoffer.

Morespecifically,SEO isasystem for

developingtoplistingsonthefrontpageofthe

world’smostpopularsearchengines,suchas

Google,Yahoo!,andMSN1.

1SearchMarketingcouldalsoincludepay-per-click,
howeverforthepurposesofthiswhitepaper,wewill
onlydiscussorganicsearchengineoptimization.

W HYYOUR BUSINESS
NEEDSTHEBENEFITSSEO
PROVIDES
Itmayverywellbethatthemoreyoufeelyou

needSEO,themoredistrustingyouareofits

abilitytotrulyimpactyourbottom line.

SEO isn’t easy.
However, in an
advertising
world where very
few things can
be counted on,
SEO is a
reassuringly
safe investment.
~TadClarke,EditorialDirector,
MarketingSherpa

ButgonearethedayswhenSEO stoodonthe

sidelines,unprovenandwithoutsubstantial

returns.In2006,researchersdiscoveredthat

SEOprovidedafarhigherrateofreturnthan

anyothermarketingoutreach,includingemail

“
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marketing,directresponse,advertising,and

publicrelations2.

SearchMarketing’sabilitytoprovidesuchhigh

ratesofreturnliesinitsuniqueindustry

makeup.

ARTMELDSW ITH SCIENCE

SEO musttargethumanindividualswiththeir

myriademotionsandshortattentionspans

whilealsotargetinginhumansearchengines

whoseintricatelycomplexalgorithmscallfor

specific(thoughconstantlychanging)data,

formsofpresentation,themes,andmore.

TheSEOprofessionalmustnotonlyaddall

necessaryelementstoyourwebsitethatthe

searchenginesdesire– butheorshemust

alsocrafteachelementtoengage,inform,and

persuadeyourhumanvisitorstopurchase

yourproductortakeaspecificaction.

Becausethisdouble-facetedmarketing

approachiscomplexandever-changing,few of

yourcompetitorswilllikelybotherwithit,

allowingyoutodominateyourmarketonline.

LISTINGS=SALES,BRANDING,PR,
REPUTATION,& RELATIONSHIPS

AnotherreasonexpertsbelieveSEO provides

suchapowerfulreturnoninvestmentis

becauseeachlistingearnsyourbusinessfar

morethanjustvisibility.

SALES& LEADS

2SearchMarketingBenchmarkGuide2007,
MarketingSherpa

Obviously,thekeyareaofreturnweaim foris

insalesorhotleads.Wewanttoincreaseour

websitetrafficandinspirethattraffictotakea

specificaction.

Traditionalmarketinginterruptsconsumers

(andexecutives,inthecaseofB-to-B

marketing)andbombardsthem with

marketingmessagestheyhavenotaskedfor.

Ortheyguessatwhentheconsumerwishesto

receivethemarketingmessageandhopeto

hittheirtarget.

SEO hastheuniquefortunetodisplayyour

company’slisting(whichshould,inessence,

beyouruniquemarketingproposition)at

preciselythemomentyouraudienceis

searchingforyourproduct,service,or

information.

BRANDING
Whenoptimizingyourwebsiteforthesearch

engines,youwanttotargetthosekeywords

andkeywordphrasesthatyouraudience

searchesmostoften.Theresult?

Besidesmoretraffic,youinstantlybrandyour

companyastheleadingresourceforyour

audience’squery.Becauseyourkeywordswill

naturallybethematicallyrelated,asthe

prospectcontinuesherresearchandyour

websitecontinuestopopup,youbeginto

buildapowerfulrelationshipinhermind

betweenyourcompanyandthechallenge,

problem,orquestionsheisresearching.

Thatrelationshipisotherwiseknownasyour

brand.
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PUBLICRELATIONS
Withtheadventoftheblogosphereandnews

aggregatorslikeGoogleNewsandYahoo!

News,theconsumercannow goanywherefor

hercurrentevents.

Whereinthepast,pressreleasesonly

targetedmediaoutlets,now itisquite

commonforconsumerstoreadpressreleases

theyfindthroughthesearchengines.

Therefore,addingabitofthesearch

marketer’stouchtoyourpressreleases,and

craftingthem toengagetheconsumerdirectly,

willhelpgetyourcompanyconsistentlyinthe

front-pageheadlines.

REPUTATION
Anintegralpartofsearchmarketingis

cultivatinglinksfrom reputable,authoritative

websitesinyourindustrythatpointtoyour

website.

Notonlydotheseincominglinkshelpyoursite

riseinthesearchenginerankings,butyour

audiencewillseethatotherleadersinyour

industryarelinkingtoyou– whichamountsto

avoteofapproval,orendorsingyouasan

expert.

RELATIONSHIPS
Thoughoftenoverlooked,webelievethat

relationshipsarethemostvaluablereturnon

investmentyourcompanycanreceive.

Relationshipsareproventotranslateinto

increasedfuturesalesthroughreferrals,word-

of-mouthbuzz,repeatbusiness,and

testimonialsorendorsements.

Asconsumersandexecutivesgrow evermore

discerningintheirresearchbeforepurchase,

theemotionalbuybecomeslessofareality.

Ourgrowingaim inmarketingistofacilitate

theinformedandempoweredpurchase.And

therightsearchmarketingstrategy

complimentsthisgoalbeautifully.

Insteadoftryingtopopyourmarketing

messageupeveryplaceyouthinkyourtarget

audiencemightbe,SEOallowsyoutocreate

thepathwaysyourselfsoyoucansubtlynudge

youraudienceintoyourwebsitefrom avariety

ofplaces.

Forexample,imaginethataprospectis

researchingredwidgetsonGoogle.Onthefirst

pageofresults,sheseesthefollowing:

1. Yourwebsite

2. Awikipediaarticlementioningyour

website

3. Ablogpostreviewingyourredwidgets

4. Anarticleonanotherwebsiteabout

redwidgets,writtenbyyourcompany

Instantly,shegetstheimpressionthatyour

websiteiswellknown,wellrespected,andno

matterwhichlistingaboveshechoosestoclick

on,allroadsleadbacktoyourwebsite.

Ofcourse,from thenon,thequalityofyour

relationshipwiththisprospectwilldependon

yourwebsitecontent,customerservice,

productquality,etc.
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However,you’llbehardpressedtothinkofa

morepowerfulwayforthetwoofyoutobe

introduced.

W HYBUSINESSES FEAR SEO

Formanybusinessownersandexecutives,

fearordoubtinrelationtoSEO centersaround

onebasicquestion:

W HYISSEO SO HARD TO
UNDERSTAND?
Wefeeltherearetwoanswerstothisquestion.

Thisisbecausethemysterioushazethat

seemstosurroundsearchmarketingislargely

createdbytwofactors:thesearchengines,

andtheunscrupulous,unethicaltricksterswho

trytodeceivethem.

ANSW ER ONE:THESEARCH ENGINES
NEVER SITSTILL

Inthisway,searchmarketingisn’tsodifferent

from,say,quantum physics.Therateatwhich

new discoveriesaremade,new technologies

invented,andnew methodologiesandtheories

arecreated– it’sdizzying,andalmost

impossibletokeepup.

Thereasonit’shardtogetaconsistentanswer

from everysearchmarketerwhenyouask,“So

whatexactlydoyoudotogetrankings?” is

becausethosestrategiesthatworkbestwill

changeliterallyeveryone-to-threemonths.

TherearethoseprinciplesofSEO thatwill

likelyneverchange,suchasgood,thematic

contentandlinks.However,it’sthedetailsthat

constantlyshift.Andyes,youguessedit– it’s

allinthedetailswithSEO!

Forexample,whereastwo-to-fiveyearsago,

reciprocallinkexchangesworkedwell,andthe

searchenginesseemedtocaremoreabout

quantitythanthemeorquality,now they’ve

leapttotheotherendofthespectrum.One-

waylinksaretheticketnow.Plus,ahigh

volumeofincominglinkscanharm yoursite’s

listingsiftheyaren’tthematicallyrelated,or

worse,theycomefrom asitethesearch

enginedeemsunethicalorinviolationof

webmasterrules.

Whenitcomestoon-pageoron-site

optimization,weseeevenmorevariablesto

consider.Doyoutargetlong-tailkeyword

phrasesortheshorter,morepopularterms?

Shouldyourinternallinkingstructureand

contentbeorganizedintothematicsilosor

shouldalloptimizedcontentbehostedona

secondarywebsitethatlinksintoyour

monetizedsite?

Thequestionsgoonandon.Andtheiranswers

arealwaysshiftingandchanging.

That’stheexcitementandtheterrorindealing

withsearchengines.They’llalwayskeepyou

onyourtoes.Andthatmeansthatonlythose

companieswhoemployalong-term,
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maintainedstrategywillwinthetoprankings.

Evenlatecomerscanseizethetopspots,

becausewinnercannevertakeallintheworld

ofsearchengines.Neithercanherestonhis

laurels.

ANSW ER TW O:ITW ASTHE“GETRICH
QUICK” SCHEMETHATACTUALLY
W ORKED

Unfortunately,theoneswhofirstexposedthe

benefitsofmarketingdirectlytosearch

engines,inordertoreachthemostqualified

audience,werewhatwecallthe“Quicksters.”

Aquicksterisanindividualdedicatedto

gettingrichthefastway– withoutbuildinga

traditionalbusinessorcreatingavaluable

serviceorproduct.

Thequickstershadfoundtheirultimate

goldmine,invaryingforms,throughtricking

thesearchengines.Whethertheymade

moneyasfly-by-nightSEO companiesor

throughaffiliateprogramsorGoogleAdsense,

whatsetsthesequickstersapartfrom true

SEOprofessionalsisthattheycanonlyget

resultsbybreakingtherules.Andthatmakes

theirresultsshort-livedandultimatelyfatalto

anyestablishedcompany.

Whensomeonebreakstherulesinorderto

achievetoprankings,wecallit“BlackHat

SEO.” Thisisbecausesuchtechniques

eventuallyresultingettingblacklisted,

preventinganypageonyourwebsite’sdomain

from evershowingupinthesearchresults,

evenifsomeonetypesinyourexactnameor

domain.

Ifyou’veeverreceivedacoldcallfrom ahigh-

pressuresalesmanpitchingthebenefitsof

SEOandpromisingyoutoptenlistings,you

canalmostguaranteeyou’respeakingwitha

QuicksterorBlackHatter.

Ifyou’veeverreceivedarandom emailmaking

thesamepromisesofguaranteedtopten

listingsonallthemajorsearchengines,again

chancesareit’salessthanreputablefirm.

Why?Welllet’slookatthesetworedflagsa

bitcloser:

FIRSTRED FLAG:THEYCONTACTYOUOUTOF
THEBLUE

Coldcallingandpursuingcoldprospectsisthe

leasteffectivemarketingstrategyouttherein

termsofreturnonresourceinvestment.It

takesalotoftimeandalotofmanpower.

BecausereputableSEO isextremelytime-

intensive,anditalsotakesalotofmanpower,

establishedSEO firmsandprofessionalsdon’t

havethetimeorresourcestopursuecold

leads.

Companiesthatcoldcallyoumostlikelyhave

90%-95% oftheirhumanresourceinthesales

department,withonly3% to5% intheir

programmingorSEO implementation

department.Thisisbecausetheyemploy

automatedsoftwareandotherquicktricksto

getlistings(howevertheseautomated

techniquesleave“fingerprints” thatalert
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searchenginestotheiruse,resultingin

blacklisting).

SECOND RED FLAG:THEYGUARANTEEYOUA
SPECIFICAMOUNTOFTOPTEN LISTINGS

ReputableSEOprofessionalsknow betterthan

toguaranteeclientsacertainamountoftop

tenlistings.Moreimportantly,weknow that

suchapromiseismeaningless.

Ifyougettennumberonelistingsforten

keywordsnoonesearches,thatwon’tresultin

trafficforyou.Additionally,whatarethe

parameters?How quicklyarethoserankings

goingtocome,andforhow longwilltheylast?

Unfortunately,it’simpossibletoknow unless

you’reusingdubiousandshort-lived

techniques.Therefore,suchaguaranteeis

meaningless.

HOW TO OVERCOMETHE
FEAR ofSEO
Whenweseethatmostofthefearanddoubt

towardsSEO isfrom itsever-changing

practicesandsomedubiouspractitionerswho

havegivenitabadname,weseethatto

overcomemuchofthisissimplyamatterof

education.

BygraspingthefundamentalsofSEO,which

willlikelyneverchange,andknowingwhich

methodstoalwayssteerclearof,youcan

ensurethatyourinvestmentintoSEO willnot

resultinthemanyhorrorstoriesyou’vesurely

heard.

Onourwebsite,wediscusstheillegalSEO

techniquesyoushouldalwayssteerclearfrom.

WealsodiscussthefundamentalSEO

strategiesrequiredforanyeffectiveweb

placementstrategy.Thesetworesources

shoulddothetrickasfarasinformingyouand

protectingyouagainstworkingwithan

unethicalQuickster.

Onceyou’vechosenanSEOprofessionalor

firm toworkwith,yournextstepinallayingany

fearsistosetclearcampaignparameters,

goals,andmetrics.Know whenyourbusiness

shouldstartseeingresults(traditionallysix

monthsoutfrom thebeginningofyourSEO

campaign),whatquantifiabletraffictargets

you’dliketohit,andwhatdeterminesROI.

Alsoidentifyanysecondaryresultsyou’re

lookingfor,likeincreasedbrandawarenessor

improvedreputation.

Atthisjuncture,it’salsoimportanttonotethat

SearchMarketingshouldbeanintegrated

facetofyouroverallmarketingmethodology

andpractice.

And,aswithanyotherleadgenerator,your

bottom linedependsonyourabilitytoconvert

thetraffic.Differentleadsreactdifferently,

dependingonwheretheycamefrom.Sodon’t

bediscouragedifyouhavetoreworkportions

ofyourwebsitetoaccommodatetheweb

searcher.

However,agoodSEOprofessionalwillconsult

withyoupriortocampaignlaunchtoensure

thatyourwebsitecanconverttraffic.
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Ifyouareparticularlyconcernedaboutthis

area,thenpleasereadourSpecialReport:

TrafficConversionPrimer.

W HO THEBAD GUYS REALLYARE
WealreadytalkedabouttheQuicksters,or

“BlackHatters.” Buttheyarejusthigh

pressureconartistslikethosethatexistinany

otherindustry.Andlikeanyotherareaoflife,

thetruthisnodifferentinSEO.

Therealbadguysaren’ttheoneswhotryto

conusoutofourhardearneddollars.Thereal

dangersareourownpsychologicaltriggers

andemotionalmechanismsthatcauseusto

makehastydecisionswithoutentirelythinking

itthrough.

See,anyQuicksterwillknow yourinfluence

pressure-pointsandwilluseeverysingleone

ofthem toclosethesaleandgetyouchanting

yourcreditcardnumber.

Yet,itisourfeelingthatanyconsultantor

serviceproviderworthhisweightwouldnever

feeltheneedtopressureyoutomakean

immediatedecision.Ifhehasthebesttooffer,

thenheshouldfeelconfidentthatyou’llcome

totheconclusiontoworkwithhim inyourown

goodtime.

But,justtobesafe,andtohelpensureyou

candetectanunethicalSEOprofessionalfrom

areputableone3,let’shighlightsomeofour

3Don’tforgettoreview ourlistofillegalSEO
techniquestoavoid.
http://www.socialsearchmarketing.com/illegal_seo.
html

owninternal“badguys” thatwillgetthebetter

ofusonceinawhileifwe’renotcareful.

W EAPONSOFINFLUENCE
Thefollowingthreedevicesaretale-tellsigns

thatthepersonyou’respeakingwithis

attemptingtoinfluenceyourdecisionby

attackingyourpsychologicaltriggers.

Thoughallgoodsalespeopleemploy

persuasiontechniques,thesethreemethods

gobeyondhealthypersuasiontoguideyour

decisionagainstyourbetterjudgment– NOT

throughempoweringorreinforcingyourown

judgment.

THETAKEAW AYOR SCARCITY

WithSEO,mostprofessionalsandfirms

understandthattopromoteseveralclientsin

thesameindustrywillonlyhurteveryone

involved.Noteveryclientcanhaveanumber

onelistingandtheywillbecompetingagainst

eachother.

Definitelynotgoodforbusiness.

Butifaprofessionaltellsyouthatshouldyou

choosenottoworkwithhim,he’llgotoyour

competitorandpromotehim instead– thisis

definitelyathreatandbynomeans

appropriateorethical.

http://www.socialsearchmarketing.com/illegal_seo.
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Firstofall,aswementionedbefore,SEO is

time-intensiveandwedon’thavetimetocall

businessafterbusinessbeggingforwork.So

thepossibilitythatyouoryourcompetitor

wouldevenreceivesuchacallfrom someone

whocouldactuallyhelpyouisremote.

Moreimportantly,thistacticistryingtoplayon

yourfearofscarcityandthe“takeaway.” They

areinessencesayingthatifyoudon’tdecide

rightthismomenttoworkwiththem,they’ll

takeyouropportunityawayandgiveittoone

ofyourcompetitors– givingthem theadded

businessyoushouldhavehad.

Butthereisnomonopolyonthesearch

engines.Ifyoudon’tworkwithone

professionalorfirm,thatdoesn’tstopyoufrom

workingwithanotherone.Plus,thoughwe

hatetoadmitit,suchahigh-pressure

salespersonisprobablydoingyouafavorby

workingwithyourcompetitor.Theirsitewillget

blacklistedinsteadofyours.

SOCIALPROOF…

…withoutpersonalrelevance.

Yes,youwanttoseewhatresultsanSEO

professionalhasgottenforotherclients.You

wanttoknow thebasicelementsofthetypeof

campaignhewouldimplementforyourown

company.

Butifafirm orprofessionaldoesn’ttakethe

timetodiscussyourbusinessandgoalswith

you,nordotheysubmitapersonalized

proposalthatspecificallyspeakstoyour

company’sobjectivesandconsiderations,then

thatmeansthey’reinthenumbersgame:

spendaslittletimewitheachprospectas

possiblesoyoucantalktoasmanycompanies

aspossible.

Thistranslatesintolittleattentionduringthe

implementationprocessandprobablyzero

customizationtoyouandyourcompany’s

uniqueneeds.

Nomatterwhatanyonetellsyou,SEO is

extremelypersonal.Agood,long-lasting

campaigncannotbetemplatedorautomated.

ThatisbecauseSEOhasadualtarget:search

enginesAND humans.

Therefore,considerationsandcustomizations

mustbemadetohandleyourparticular

industry,youraudience’sbehaviors,thevoice

andstyleofyourcompanyandthetypeof

informationyouraudienceisseeking.

ALLFOR NOTHING DOW N

Ashumans,wealwaysseem towantinstant

gratification– andwewantsomethingfor

nothing.

Quicksterswillplayonthisdesirebytelling

you,“Putthecostofthecampaignonyour

creditcard!” Theirmethodologyisthatbythe

timeyourcardpaymentisdue,you’llhave

startedtoreceivetrafficandwillhavethe

additionalcashflow topayitoff.

Thoughthismaysoundlikeawin-win

situation,weknow thatsomeoneindebtis

someonewhoconcentratesontheshort-term
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É

insteadofthelong-term.Aswesayagainand

again,SEO isalong-term process.

AlwaysbudgetforyourSEO campaignand

neverputthecostonyourcreditcard.Most

professionalsandfirmswon’tevenaccepta

creditcardaspayment.

Ifyoucan’taffordanSEO campaignrightnow,

butyouknow it’stherightthingforyour

business,don’tworry.Eitherworkwithyour

chosenSEO professionaltoproducea

workablepaymentplan,orbeginsavingand

plantolaunchyourcampaignatalaterdate.

YOUR IMPENETRABLE
ARMOR
Youmaynoticeatrendintheabovescenarios

andtactics.Twotrendsactually.1)Quicksters

willplayonyourlackoftimeandbusy

scheduletopressureyouintoanimmediate

decisionand2)you’retalkingtoa

salesperson,NOTtheactualpersonwhowill

beoptimizingyourwebsite.

Sowhetheryou’respeakingwithanexcellent

firm orprofessional,oryou’requestioning

whetheryou’respeakingwithaQuickster,the

bestwaytoensureyoumakethebestdecision

foryourbusinessistodothefollowing:

å Takeyourtime.Don’tmakeanimmediate

decisionandbesuretodoyourresearch.

ç Asktospeakwithsomeonewhoactually

handlesoptimisationsothatyoucandiscuss

yourparticularbusinessobjectives.Neverdeal

solelywithasalesperson.

THEBOTTOM LINE
Sonow youhaveasolidconceptofwhat

SearchMarketing(orSEO)isandwhatitcan

doforyourcompany.Youalsoknow whattobe

waryofinpursuingaserviceprovider.

We’vedemystifiedthefearsthatsurroundSEO

andwe’veequippedyouwithenough

knowledgetoskirtthosehorrificSEO

nightmareswe’veallheardabout.

Butasinformativeasallthismaybe,ifwe

stoppedrighthere,you’dbethesmarterfor

readingthiswhitepaper,butyouwouldn’thave

theactionabledatayouneedtobegin

pursuingandimplementingawinningSEO

strategythatresultsinsales.

Sonow weneedtolookattheactualplanning

andimplementationprocess– how toensure

thatyourcompany’sSEO initiativesucceedsin

bothincreasingtrafficAND improvingyour

bottom line.

How to ensure
success where others
fail…
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HOW TO SUCCEED W HEREOTHERS FAIL
AsSEO becomesmoremainstream andthe

searchenginescontinuetoseekanddestroy

theQuicksters,theirkindwillbecomefarless

ofaconcern.Therealkeytosuccesshereis

how youimplementyourcampaign,regardless

whoyouworkwith.

Solet’slookatwhycampaignslaunchedby

well-meaningcompaniescanstillfail– and

how tomakesureyoudonotfollow suit.

THEQUESTION OFIN-HOUSE
VS.OUTSOURCING
Asasafeguard,youmayhaveconsidered

hiringanin-housespecialisttohandleyour

SearchMarketingcampaign.

CompaniesthathavekepttheirSEO in-house

saw,onaverage,a38% increaseinsitetraffic

withinsixmonths4.Thisisgoodnews!

However,it’sabitdisappointingwhenyoulook

atthefurtherdata:thosecompaniesthat

chosetooutsourcetheirSEO worktoa

consultantorfirm saw a110% liftinsite

traffic5.

4SearchMarketingBenchmarkGuide2007,
MarketingSherpa
5Ibid.

Thereareseveralfactorsthatcontributetothe

staggeringgapineffectivenessbetweenin-

houseandoutsourcedSearchMarketing.

å Thereisalaborshortageoffull-timeSEO

experts,sothesuccessofyourlong-term

campaigndependsonkeepingadedicated

resource,whichisdifficulttodointhecurrent

corporateclimate.

ç Uppermanagementdelegatesadditional

non-SEO tasks,preventingyourin-house

expertfrom concentratingonthemany

maintenancetasksrequiredtomaintainlong-

term rankings.

é In-houseemployeesrarelykeepupwith

industrynews,marketerforums,orkeepclose

contactwithprofessionalcolleagues.Sincethe

searchindustrychangessorapidly(almost

weekly),in-houseexpertsoftenuseoutdated

methodsforrankingsthatstillgetresults,but

arefarlesseffective.

è ManySEO professionalsforgerelationships

atindustryseminarsandevents– these

relationshipscomeinhandyforkeeping

abreastoflatestindustryhappenings,sharing

clientcasestudies,andtroubleshooting

rankingissues.In-houseexpertsoftencan’t

getthetimeofftoattendtheseeventsand

thereforelargelymissoutonthispowerful

resource.
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ê 9-5employeestendtohaveadifferent

perspectiveandwork-ethiccomparedto

consultants.Asfiringsbecomemoreand

moresensitive,manyemployeesget

comfortablewiththefactthatiftheydon’t

perform optimally,theywillsimplyget

reprimandedorreassigned.

Ontheotherhand,aconsultantorfirm ’s

lifebloodisitsclients– whowilleasilystop

paymentandwalkawayiftargetedresultsare

notachieved.

Now noneofthisistosaythatanin-house

professionalwouldbeanylessknowledgeable

thanaconsultant,howeverthenatural

atmosphereandconditionsofworkinginan

officefrom 9-5forasinglecompanycanoften

hinderaprofessional’sresults.You’dbe

surprisedhow oftenourexperiencewitha

clientinoneindustrywillprovidetheperfect

solutionforanotherclientinacompletely

differentindustry.

HOW TO DESIGN AW INNING
IMPLEMENTATION PLAN
Whetheryouchoosetoworkwithanin-house

expertoranoutsourcedfirm orconsultant,the

mostessentialelementtoyoursuccessisyour

implementationplan.

Ifyou’rere-designingyourwebsiteorlaunching

anew websitealongsideyourSEO efforts,you

wanttobesurethatyourwebdesignersand

programmersworkverycloselywithyourSEO

professionalduringtheentiredesignprocess.

TomakeSEOanafterthoughtcancrippleits

effectiveness.

Similarly,ifyoualreadyhaveawebsite,make

sureyourSEO professionalgoesthroughit

withafine-toothedcombtoeditmetatags,

sourcecode,content,andlinkingstructure.

EXAMPLEOFAW INNING
IMPLEMENTATION PLAN

Below isabriefexampleofwhatawinning

implementationplanmightlooklike.Thekey

hereisthatyouintegrateyourSEO effortswith

yourwebteam ’sobjectivesandyour

marketingteam ’soverallimplementationsand

efforts.

Thiskeepseveryoneonthesamepageand

thesameteam – meaningthatall

departmentsareworkingtowardsacommon

goalthateachteam hasboughtintoand

adopted.

Additionally,asyou’llseeinthefollowingplan

example,itisvitalthatyourSEO professional

workwithyourcopywritersandsitedesigners

toensurethattheproperconversion

mechanismsareinplacetoinspireyournew

sitevisitorstopurchaseorprovidetheir

information6.

Oh,andonelastnote– wereferoftento

projectmeetings.Meetingscaneasilybe

6Don’tworryifyoudon’thaveacopywriterasmany
SEOprofessionalswillprefertowritethecopy
themselvestoensuremaximum optimization.
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conductedthroughphoneconferencebridges orinternetchat.

IMPLEMENTATION PLAN:ORGANICSEARCH ENGINE
OPTIMISATION
å MarketingAssessment

- Setgoals
- Setbenchmarks
- Setmetricsformeasurement
- Understandhow SEO willimpactother

currentmarketingcampaigns
- DiscusswhichSEOstrategiesyou’ll

likelypursue(maychangeafter
followingassessments)

ç WebsiteAssessment
- Know currentstatistics(traffic,

conversions,visitorbehavior)
- Know programminglanguage(s)used

andhow theyimpactrankings
- Review othersiteelementswithSEO

professionaltobesuretheycanrank
yoursite(dynamicsites,retail
shoppingsites,etc.)

- Setoverallobjectivesandpurposeof
yourwebsite.Determinewhetheryou
wantittobehighlyinformational,
interactive,retail,etc.astheSEO
techniquesusedwilldependon,and
affect,thesecharacteristics.

é Team Building
- Haveallapplicableteam members

meettogooverobjectivesforyour
SEO campaignandmakesurethat
everyone’sneedsandexpectations
areaddressed.

- Designateaprojectleaderand,if
eachteam consistsofthreeormore
people,designateteam leaders.

- Makesureeveryoneunderstandsthat
inorderforSEO tobeeffective,the
SEOprofessionalwillneedasmuch
accessaspossibletoyourwebsite.If
hemustgothroughaprogrammeror
designerforeverylittletweak,thiswill
severelycrippleeffectiveness.

è KeywordAssessment
- Discusswhichkeywordsyou’dliketo

target
- Review andapproveSEO

professional’skeywordlist(developed

byresearchingROIpotentialofyour
chosenkeywordsandthematically
relatedterms)

ê WebsiteReview
- Review websitecontent,on-site

elements,existinglinksandlinking
structure

- Developsiteoptimizationtasklistfor
optimizingallon-siteelementsfor
targetkeywords

í SettleonAdditionalSEO Strategies
- Review allstrategiesyourSEO

professionalprovides
- Discusseachstrategyandhow itwill

affectyourancillarygoals,whichmay
bebranding,reputation,producing
industrybuzzorsocialword-of-mouth,
etc.

- MakesureyourSEO professionaland
therestoftheprojectteam
understandsexactlywhatstrategies
willbeused(review ourillegal
methodswithyourprofessionalto
makesurenoneofthem arebeing
usedandthatyouhaveasolid
understandingofwhat’sbeingdone)

ì ReportingExpectations
- Findoutaheadoftimewhatreports

anddetaileddatayourSEO
professionalplanstoprovide

- Discussanyadditionaldatayour
companywouldliketoreceive

- Makesureyourprojectteam has
discussedhow toutilizethisreport
datatoproduceactionable
information

î BeginOn-SiteOptimisationandAdditional
SEO
- Asyoubeginimplementation,set

review datesandprojectmilestones
forprojectteam meetingstogauge
progressandrealignfuturetasks(if
necessary)

DoyourequireAustralianOnlyTrafficorLocal?
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CONCLUSION & NEXTSTEPS

We’vedoneourbesttodemystifySEO andthe
reasonswhybusinessownersandexecutives
seem tonaturallyfearittosomeextent.

We’vealsodiscussedthetruedangersin
pursuinganSEO campaign(Quickstersand
Black-hatters),butwe’vealsoestablishedthat
SEO isanecessarycomponenttoany
successfulmarketingoutreach.

Lastly,wehaveprovidedyousomeexcellent
resourcesforensuringthatyourSEO
campaignisasuccessfuloneandthatyou
don’tfallintoanycommonpitfalls.

Now it’stimetotakeahardlookatyourown
company’suniqueobjectivesandchallenges
andtodiscussacustomizedstrategyforboth
increasingyoursitetrafficandimprovingyour
siteconversions.

STEPINTO THENEXTLEVEL
OFYOUR COMPANY’S
SUCCESS
You’vedonetheresearch.You’vereadthis,
andhopefullyotherwhitepapers,casestudies,
orarticlesregardingSEO,how itworks,and
whyit’seffective.

Now it’stimetoexplorewhetherSEO is
particularlyrightforyourcompanyandwhat
advantagesandgrowthyoucanenjoyasa
result.

We’renotpromisingthataSearchMarketing
strategywillsaveyourbusinessorthatitisthe
be-all,end-allforyourinternetmarketing
initiative.

ButwearepromisingyouthatSearch
Marketingisavalidated,integralelementto
youronlinepresenceandthatwewillwork
withyoutoansweranyofyourquestionsand
todiscussmorespecificallywhatSEO cando
foryou.

Thisisofcourseatnoobligationtoyoutowork
withus.We’resimplyhappytohelp.

Sogetintouchwithus.Youcancontactus
severalways:

å Email:aclacy@gmail.com

ç Phone:0400607207

é CompleteouronlineContactUsform
www.australianonlineseo.com/contact-
form.htmlandoneofourexperienced
consultantswillphoneyouinthenext24-
48hours.

Welookforwardtohearingfrom you.

“Whatever you can do,
Or dream you can do, begin
it. Boldness has genius,
Power, and magic in it.”

~W.H.Murray

QUICK-FIND RESOURCEREVIEW

Wementionedseveraladditional
resourcesinthiswhitepapertohelp
youinyouroverallresearch.

Ratherthanrequireyoutothumb
backthroughthepast12pages,
we’veprovidedthem here.

IllegalSEOTechniques
http://
www.australianonlineseo.com/illegal
-seo.html

FundamentalSEO Principles
http://
www.australianonlineseo.com/what-
is-seo.html

SpecialReport:TrafficConversion
Primer
http:/
www.australianonlineseo.com/conve
rsion-primer.pdf

http://www.australianonlineseo.com/c
http://www.
http://www.
http://www.australianonlineseo.co

