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Agenda

• Business premise: why search engines?

• Search marketing = market research

• How to feed ideation and concept creation process 
through search marketing tools?

• Secure your traffic!

• Site redesign: possible pitfalls, and how to avoid them

• How to help Google do a better job?

• It’s easy – and you get a lot of quality data in return!
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Why search engines?

• Search engines are, by far, the most important online channel driving 
qualified leads to web sites.

• Algorithmic listings and sponsored results provide an easy way to 
reach the target audience.

• On top of providing
a valuable source
of quality traffic,
visibility in search
engines should
also be used for
brand building
purposes: top
spots in paid and
organic listings
are crucial in
building awareness
and trust today.
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Any other reasons? Measurability. Low CPA.

• Today, search marketing data granularity can be taken to levels 
unheard of in the world of traditional marketing.

• Two examples why, for example, B2B budgets are shifting from 
trade shows, PR and print ads to search marketing:

• Increasingly, marketeers are really looking for ROI of their 
marketing spend.

• More and more online marketeers also have targets based on web 
analytics data in their personal scorecards and bonus models.

• A recent case study done by Get It Right, a Finnish search 
marketing agency, revealed that a B2B client of theirs got 50% 
of their deals in online through search marketing with average 
CPA of ~52 EUR – close to one tenth compared to other 
channels.
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Search market outlook in Europe – rapid growth still expected

• Search market value was 
1.4 billion EUR in Europe 
in 2005.

• Forrester estimate for 
year 2010 is 2.6 billion 
EUR.

• Search consultancy 
grows with advertising 
spend – at same speed.

• Search market will 
double in Finland and the 
Netherlands in 2005-
2008.

• Google reported 70% 
global growth during 
2006, and is recruiting 
500 new employees in 
Europe as we speak.
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The big ones are getting even bigger

• According to recent eMarketer study, Google, Yahoo, MSN & AOL 
took 57.4% share of all US Internet advertising money in 2006.

• This year they’re going to raise their aggregate share to 66.7%

• Google 32.1%

• Yahoo 18.7%

• AOL 9.1%

• MSN 6.8%

...out of 19.5 billion USD.

• The study also predicts that Internet advertising spend will reach

• 23.8 billion USD by 2008 and

• 36.5 billion USD by 2011.



Search marketing = 
market research
How to feed ideation and concept creation process 
through search marketing tools?
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Neo@Ogilvy COO Greg Smith, after GSI acquisition:

"Search for us is this 
incredible focus group, 
and we want to use that 
as one of our diagnostic 

tools to learn about 
consumers and their 

behavior."
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Search marketing as market research: An overview

• Paid search tools provide marketeers with robust market research
capabilities � Google is the largest consumer panel in the world.

• For example, even though Google does not give out precise numbers 
on keyword search volumes, you can always buy that information –
by running a paid search campaign with the keywords of interest.

• Other sources that provide
search/traffic data include:

• Your web analytics system

• Google webmaster tools

• Google Trends

• Overture (Yahoo)

• Alexa, comScore, Hitwise

• WebPosition by WebTrends

• WebCEO

• Wordtracker

• ...



Secure your traffic!
Site redesign: possible pitfalls, and how to avoid them
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Accessibility – one of the most brutally mis-used buzzwords ever

From a recent RIA functional specification document:

...

3.4 Accessibility requirements

The <censored> tool will be designed with the understanding of 
the accessibility requirements.

...

3.8 Browser with no Flash player installed

A  page needs to be displayed in the event that the consumers 
does not have Flash player installed on their browser.  The 
primary aim of these pages is to explain the benefits of the 
<censored> tool and encourage the consumers to install the Flash 
player on their browser. 

...
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Yeah – Googlebot doesn’t like full-flash solutions either
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Flash site – rich user experience for an average end-user
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XHTML site – for search bots and those without scripts & plugins

• In terms of content, very 
similar user experience 
is delivered – regardless 
of plugins or scripts.

• This page is totally 
accessible by search 
engines:

• text readable,

• navigation OK, 

• logical & persistent 
URL structure in 
place, 

• <title> + <H1> used 
properly

• And best of all – it uses 
the same content 
source as the flash 
does.
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End result? Well-deserved top positions in Google!
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Cluelessness can have a huge impact on your business
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This is one reason why you need automated analytics and dashboards

• Your automated email report – or your custom dashboard –
will tell you immediately something is wrong.

• In the examples on previous slides, nobody noticed what had 
happened, and why.

• While you can literally drown yourself into the web metrics and 
search data with today’s tools, you don’t need to. Instead you 
should

• ..set high-level KPIs in order to follow your most crucial business 
metrics,

• ..set flag thresholds for your KPIs (search traffic down 5%), and

• ..whenever a flag is raised, start asking the why-questions.
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Three things to keep in mind when building websites

1) Web standards

2) Web standards

3) Web standards



How to help Google do 
a better job?
It’s easy – and you get a lot of quality data in return!
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Ask not, what 
search engines can 

do for you – ask 
what you can do for 
the search engines!

Google has a 300-year plan
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Google Webmaster Tools – extending the concept of web analytics
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Web analytics isn’t all about numbers



Thank You!
http://www.linkedin.com/in/leevikokko
http://del.icio.us/leevi/seo


