




SEARCH MARKETING AS A BUSINESS 

•  Everyone knows it matters. 
•  Easy sales pitch – “rank higher” 
•  Not everyone can do it. 
•  Little infrastructure. 
•  Good SEO vs. paid Ads 
•  Addicting – you need to keep it up. 

Reference:  
http://www.rohitbhargava.com/
2009/02/seo-a-business-model-worth-
copying.html 



SEARCH MARKETING AS A BUSINESS 

•  Get inside the mind of a computer. 
•  Only talk to people who are interested. 
•  Track what they do next. 

Reference:  
http://www.seobook.com/how-start-you-
own-search-marketing-business 



SEARCH BUSINESS MODELS 

•  Consultant 
•  Affiliate / Display Advertiser 
•  Tools vendor 
•  Integrated 

Reference:  
http://www.seobook.com/how-start-you-
own-search-marketing-business 



Reference: http://www.covario.com/
2013/09/lifecycle-automation-seo-
smarter-content-marketing/ 



•  assess touchpoints 
•  build online 

environment 
•  establish baseline 
•  setup digital media 

infrastructure 
•  establish listings on 

search engines 
•  gain followers 
•  initiate relationships 

•  develop content 
strategy 

•  assess digital 
footprint 

•  increase member 
interactions 

•  begin gaining new 
referrals/leads 

•  initiate brand 
mentions 

 

INTEGRATED DIGITAL MARKETING CAMPAIGN 
LIFECYCLE - SETUP 

Reference: 
http://socialmediatoday.com/
irakaufman1/150079/5-stages-
integrated-digital-marketing-life-cycle 



•  transform touchpoints 
to conversation points  

•  gain traction on social 
media sites  

•  integrate mobile with 
social media  

•  gain responses to call 
to action  

•  place on search 
engines 

•  gain new sales/
members  

•  gain initial thought 
leadership 
interactions  

•  build member 
satisfaction/
feedback  

•  increase customer 
service    

INTEGRATED DIGITAL MARKETING CAMPAIGN 
LIFECYCLE - TRACTION 

Reference: 
http://socialmediatoday.com/
irakaufman1/150079/5-stages-
integrated-digital-marketing-life-cycle 



INTEGRATED DIGITAL MARKETING CAMPAIGN 
LIFECYCLE - POSITIONING 

•  convert conversation points to 
conversion points 

•  gain positions on search engines 
•  gain thought leadership interactions 
•  gain new sales revenue 
•  develop brand loyalty 

Reference: 
http://socialmediatoday.com/
irakaufman1/150079/5-stages-
integrated-digital-marketing-life-cycle 



INTEGRATED DIGITAL MARKETING CAMPAIGN 
LIFECYCLE - EXPANSION 

•  stabilize position on search 
engines 

•  establish some recognition as a 
thought leader 

•  gain brand  power 
•  gain consistent stream of revenue 

Reference: 
http://socialmediatoday.com/
irakaufman1/150079/5-stages-
integrated-digital-marketing-life-cycle 



INTEGRATED DIGITAL MARKETING CAMPAIGN 
LIFECYCLE – VIRAL GROWTH 

 
•  expand networks exponentially 

through fan/follower networks and 
social communities 

Reference: 
http://socialmediatoday.com/
irakaufman1/150079/5-stages-
integrated-digital-marketing-life-cycle 



http://searchenginewatch.com/article/2220372/How-Google-Rakes-In-Over-100-
Million-in-Search-Advertising-Daily-Infographic 



Visit:  
•  http://www.google.com/

insidesearch/howsearchworks/
thestory/ 

•  http://
www.searchenginejournal.com/
infographic-googles-200-ranking-
factors/64316/ 



SEARCH MATURITY MODEL 

•  How easily/quickly/cheaply they can build and 
deploy new pages; 

•  How coordinated landing pages are with keywords/
ad creatives; 

•  How specifically do different landing pages match 
different ads; 

•  How sophisticated is the testing done in landing 
page optimization; 

Reference:  
http://ioninteractive.com/post-click-
marketing-blog/2008/10/16/search-
marketing-maturity-model-draft.html 



Reference:  
http://ioninteractive.com/post-click-marketing-blog/
2008/10/16/search-marketing-maturity-model-draft.html 

By: Scott Brinker 



WHAT IS YOUR SEARCH MATURITY LEVEL? 

http://www.covario.com/2013/09/
search-content-marketing-maturity-
models/#fbid=ebL4JXTHTsM 



WHAT IS YOUR SEARCH MATURITY LEVEL? 

•  Chaos:  The organization has limited trained personnel, processes, 
or technology for its PPC, SEO, social, and content marketing 
programs.  

•  Reactive:  The marketing organization has a few personnel with 
basic training, limited processes around keyword and content 
management, and some basic individual-level tools.  The team is 
highly reactive to competitors, or to upper management. They have 
no time for research, creativity, or proactive sophisticated analysis. 

•  Alignment:  At this stage, the company has realized it needs to get 
more serious about SEM, SEO, social and content marketing.  It is 
assigning management, or director-level people, a dedicated team, 
and investing in more enterprise-grade tools.  

http://www.covario.com/2013/09/
search-content-marketing-maturity-
models/#fbid=ebL4JXTHTsM 



WHAT IS YOUR SEARCH MATURITY LEVEL? 

•  Proactive:  In the proactive stage, the company begins to leverage 
predictive and prescriptive analytics and automation.  Instead of 
just looking at what happened, data is used to predict what might 
happen, and what the marketers should do about it.  A larger, more 
experienced team is brought on board, either to do all of paid 
search, SEO, content marketing, and social in-house, or to manage 
larger budgets and teams through an external agency. 

•  Strategic:  At the strategic stage in the search and content maturity 
curve, search, social, and content marketing has visibility at the 
CEO, CMO, and CFO level.    Strategies and tactics have direct 
correlation with corporate and marketing strategies for geographic 
and business unit expansion. 

http://www.covario.com/2013/09/
search-content-marketing-maturity-
models/#fbid=ebL4JXTHTsM 























MARKETING CONTENT ACROSS CUSTOMER 
LIFECYCLE 

1. Contact 
2. Connection 
3. Conversation 
4. Consideration 
5. Consumption 
6. Community 

Reference:  
http://www.marketingprofs.com/
articles/2013/10245/managing-
marketing-content-across-the-customer-
lifecycle 



MARKETING CONTENT ACROSS CUSTOMER 
LIFECYCLE - MAPPING 
•  Initial triggers that lead to first contact 

•  Steps they take (industry reports, product reports and reviews, 
whitepapers, demos, etc.) and the conversations (analysts, colleagues, 
event encounters, call centers, salespeople, etc.) they engage in to 
solve their problem and find a specific solution 

•  Steps and experiences leading up to their purchase (the RFP, reference 
calls, pilots, etc.) 

•  Steps associated with the purchase and consumption (the onboarding 
process, purchasing processes, implementation, invoicing, etc.) 

•  Ongoing experience and reaction to their purchase (problem resolution 
process, new product offers, community participation opportunities, 
etc.) 

Reference:  
http://www.marketingprofs.com/
articles/2013/10245/managing-
marketing-content-across-the-customer-
lifecycle 



Reference: http://www.covario.com/
2013/09/lifecycle-automation-seo-
smarter-content-marketing/
#fbid=ebL4JXTHTsM 













•  Get feedback 
directly based from 
the questions you 
get from your online 
help. This reflects 
what is lacking on 
your site. 





•  If  you have pop-ups 
or must-view pages 
before users can 
get to the 
information they 
need, it affects your 
“user satisfaction.” 







•  If you have a lot of 
content, explore 
improved SQL and 
cloud support. 

•  Watch out for “bad 
neighborhood effect” – 
your site slows down as 
a “bad neighbor” 
consumes more 
resource. 





•  Have live help desk 
to answer questions. 

•  Improve site look and 
feel to see if it 
increases conversion. 

•  Surprise users with 
great offers. 





•  Provide links to 
other sources that 
can provide 
additional 
information. 





REFERENCES: 

•  http://moz.com/blog/seo-satisfaction 

•  http://www.searchenginejournal.com/infographic-googles-200-ranking-factors/
64316/ 

•  http://moz.com/google-algorithm-change 

•  http://visual.ly/google-penguin-20-algorithm-update-may-2013-infographic 

•  https://www.google.com/webmasters/tools/disavow-links-main?pli=1 

•  http://www.google.com/insidesearch/howsearchworks/thestory/ 

•  http://static.googleusercontent.com/external_content/untrusted_dlcp/
www.google.com/en/us/insidesearch/howsearchworks/assets/
searchqualityevaluatorguidelines.pdf 

 





PILLARS OF INFLUENCE 



•  Identify your audience 
•  Mobilize your allies 
•  Develop reosurces 

(content) 
•  Plan your action 
•  Setup tracking 

•  Develop and 
implement your 
launch strategy 

•  Continue to promote 
the site after launch 

•  Keep your supporters 
updated 

•  Keep people involved 
through good 
moderation 

•  Conclude your 
campaign 

LIFECYLE OF AN ONLINE CAMPAIGN 

Source: 
http://www.evspedia.ro/wiki/life-cycle-of-
an-online-campaign 



http://www.forbes.com/sites/jaysondemers/2013/05/23/the-3-pillars-of-seo-
in-2013-content-links-and-social-media/ 



CONTENT 

•  Keyword research” 
•  Keyword structure” 
•  Content optimization” 
•  User experience” 
•  Site design” 
•  Regularly updated” 













http://pinterest.com/pin/93871973455399191/ 



INBOUND LINKS 

•  Guest blogging or writing” 
•  Press release distribution” 
•  Repackaging existing content (versions)” 
•  Links from offline / online activities” 
•  Quality directory listing” 



SOCIAL MEDIA 

•  Interact in social media channels” 
•  Build your brand” 
•  Make content easy to share” 
•  Which platform is most effective for you?” 
•  Google+” 





LOCAL SEO 

Users search to find local businesses. 
§ Desktop. 
§ Laptop. 
§ Mobile. 



RANKING FACTORS 

•  User’s location. 
•  Your site’s information. 
•  Keywords 



ARE YOU LISTED? 

Google Places - http://www.google.com/places/ 
Yahoo Local - http://local.yahoo.com/ 
Bing Local - http://www.bing.com/local/ 
Foursquare - https://foursquare.com/business/ 
TripAdvisor - http://www.tripadvisor.com/Owners 
Local directories 



NEGATIVE RANKING FACTORS 

•  False business 
location. 

•  Keyword stuffing 
in business name. 

•  Non-match or 
absence of name, 
address, phone 
number  

•  Reports of 
violation on your 
place page. 

•  Malware on site. 
•  Location of 

keyword in 
categories. 

•  Incorrect 
placement of map 
marker. 



OPTIMIZE YOUR SITE 

Domain name 
§ International or local? 
Web hosting 
§ Philippines or abroad? 
Are you easy to reach? 
§ Add call buttons 



WHERE IS YOUR KEY DEMOGRAPHIC? 

•  Use Google Analytics to find out. 
•  Find local keywords. 



CONTENT MARKETING 

•  Learn about relevant local content. (Google 
Alerts & Trends) 

•  Reviews 
•  Testimonials 
•  Trending topics 
•  News 
•  Forums 



MEASURE EFFECTIVENESS 

•  Check if traffic rises over time. 
•  Check bounce rate. 
•  Check conversion. 





http://blog.hubspot.com/
perfect-on-page-seo-infographic 



breadcrumb 



http://www.springboardmarketing.com/on-page-seo-checklist-infographic/ 



http://searchengineland.com/seotable 



http://searchengineland.com/seotable 



http://searchengineland.com/seotable 



http://pinterest.com/pin/93871973455389052/ 





http://moz.com/learn/seo/external-link 



EXTERNAL LINK 

•  Source of ranking power 
•  Treated as third-party votes. 
•  Signifies your popularity. 
•  Shows your relevancy. 



BUILDING LINKS 

Have an active blog. 
§ Feature people and case studies. 
§ Resources. 
§ Survey results. 
§ Book reviews. 
§ Free webinars. 
§ Give free tools. 
§ Have templates. 



BUILDING LINKS 

•  Infographic 
•  Presentation 
•  Meme 
•  Press releases 
•  Media / blog events 
•  Interviews 
•  Write for publications 



BUILDING LINKS 

•  Ask for reviews 
•  Ask for links from articles that mention 

you. 
•  Have social sharing widgets on your 

site. 
•  Speak at events. 
•  Give free stuff away. 



http://searchengineland.com/best-link-building-for-local-seo-none-162828 



DON’T MANIPULATE. 

•  Getting links from sites that are 
not relevant to your content. 

•  Keyword domain names. 
•  Spamming forums. 
•  Spamming comments. 















CONVERSION HAPPENS THROUGHOUT THE 
CUSTOMER JOURNEY - ACQUISITION 

Source: http://blog.kissmetrics.com/forgetting-
the-customer-lifecycle/ 



CONVERSION HAPPENS THROUGHOUT THE 
CUSTOMER JOURNEY  
•  Activation: Performs next set of actions. 

(take a course, attend event, ship an item, 
add a friend) 

•  Retention 
•  Revenue 
•  Referral 

Source: http://blog.kissmetrics.com/forgetting-
the-customer-lifecycle/ 


