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Search Engine Marketing

Agency and Client Perspectives
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But First…

About SMG Search

• A dedicated search marketing unit of Starcom 

MediaVest Group

• Specialty: Paid and natural search, with an emphasis 

on integrated media strategy

• Reach: Global execution across 43 countries

• Clients: CPG, Automotive, Pharmaceutical, Travel, 

Retail, Technology and Entertainment

• Headquarters: Chicago

QuickT ime™ and a
 decom pressor

are needed to see this picture.



3

What is Search Engine Marketing?
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What is Search?

To a searcher…

A Question

“Which laptop computer has the best mix of features, reliability, and price?”
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What is Search?

To a searcher…

A Statement

“I want to go to the Dell Computer website!”
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What is Search?

To a marketer…

Intent

“I want to advertise directly to people who are actively researching a computer 

purchase.”
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What is Search Marketing?

QUESTION ANSWER DIALOG
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What is Search Marketing?

Selling “Stuff” Online
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What is Search Marketing?

Generating Leads
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What is Search Marketing?

Arbitrage
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What is Search Marketing?

Building Brand
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What is Search Marketing?

Influencing Behavior

Nov. 3rd 2008 - 24hrs to presidential election
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What is Search Marketing?

Influencing Behavior

Nov. 3rd 2008 - 24hrs to presidential election
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What is Search Marketing?

Changing Perception
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Some Stuff They Don’t Teach About Search 

Marketing
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“80% of your effort is misplaced”

The Divide Between Paid and Organic Search
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Paid vs Organic Divide

Clicks

85% 15%
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Paid vs Organic Divide

Budgets

5% 95%
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“Integrating search is hard!”

Search Teams - One Objective, 2 Paths
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Integrated Search Marketing
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Integrated Search Teams

Organic Search Process
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Integrated Search Teams

Paid Search Process
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Integrated Search Teams

Paid Search Process
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“Understand what many search marketers don’t…”

Auction Mechanics Are Critical
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Understanding the Auction

Unlike traditional media, search is sold in an auction
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Understanding the Auction

When most people think “auction”, they think eBay

eBay

• 2,500,000 auctions per day

Search

• 345,000,000 auctions per day
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Understanding the Auction

Most search marketers do not really understand how the auction process works

RANKING

Ad Rank = Max Bid x Quality

COST

Actual CPC = ((Lower Ad Max Bid x Quality)/Quality) + $0.01

BID

QUALITY

COMPETITION
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Understanding the Auction

Price - What you bid and what you actually pay

Maximum Bid

• The most you are willing to pay for a click

Actual CPC

• The final price you actually pay for the click
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Understanding the Auction

Quality - Rewarding advertisers who provide good 

user experiences

But what exactly is “Quality”?

• Click through rate (CTR)

• Landing page content

• Page load time

• Other quality clues?
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Understanding the Auction

Competition - What other advertisers do directly influences your cost!
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“Leverage is a search marketers tool”

Using Relationships to Control Auction Cost
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Leverage in Search

Leverage in search is not like traditional media, you can’t leverage $$$.

In search, trademark policies and relationships are your leverage.



33

Leverage in Search

An Illustration
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“Forget about metrics that don’t matter”

Focus on the Things that Drive Your Business Forward
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Common Metrics

Media has it’s own set of measurement jargon. All of these follow, they should 

not lead!

Common metrics

• Impressions

• Clicks

• Cost Per Click (CPC)

• Cost Per Thousand (CPM)

• Cost per Acquisition (CPA)

• Cost per Sale (CPS)
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Deep Metrics
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Real World Examples
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Successful Teen/Tween Campaign

Objective: Brand Kellogg’s as a teen cereal, and drive in store purchases to win mini 

guitar hero

Demographic Objective: Appeal to Teen’s love for music

Tactics: Display ran on sites focused toward Music content

Search bought keywords around top musicians, guitar hero and iTunes

Successes: Guitar Hero keywords converted into sign ups at higher than projected rate
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Offline/Online Integration

Objective: Support off-line media initiative to build awareness of Saturn Astra

Demographic Objective: Car buyers 18-45

Tactics: TV, Print, and Online Display

Paid search supported message by buying tagline related keywords

Successes: Pre-launch SEO optimization of contest microsite helped mitigate paid 

search media costs
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Gain Marketshare

Objective: Drive incremental consideration of Chevy Impala

Demographic Objective: In-market vehicle shoppers

Tactics: Paid Search bought competitive make+model keywords and targeted creative 

with “compare” messaging

Successes: OEMs not utilizing trademark enforcement had significantly higher 

response rates and lower corresponding cost
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Overcome Indexing Challenges

Objective: Remove indexing issues due to legal requirements and site design 

specifications and ensure brand image maintained in search results - Note that Google 

prohibited Paid Search advertising on alcohol terms making SEO the only presence in 

search results

Tactics: SEO created meta tags to address branding and indexing issues solved 

through alternate coding methods

Successes: Immediate solution once changes implemented



42

Connect at the Point of Need

Objective: Connect consumers with immediate need to Goodwrench service centers

Demographic Objective: Anyone with a flat tire

Tactics: Paid Search bought “Goodwrench”, “tire repair”, “oil change”, and other service 

related keywords on Google and Yahoo mobile platforms 

Successes: Highly incremental, with the majority of contact coming from service related 

keywords
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Focus on Location

Objective: Capture incremental organic search traffic, increase paid search conversion, 

and build “levers” to adjust lead flow

Demographic Objective: Anyone with a house to refinance in California

Tactics: 200 page organic search optimization along with geo-targeted paid search 

campaigns

Successes: Aggregate SEO traffic significant after ongoing optimization. Paid 

campaigns converted better using non-local landing pages
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Emerging Formats

Objective: Explain the benefits of OnStar’s stolen vehicle recovery features

Tactics: Purchased “stolen vehicle” related keywords in Google’s click-to-play video ad 

trial. Drove to landing page featuring additional video content.
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Putting It All Together
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Examining Company “X”

In teams of 4-5:

• Examine the search campaigns of Company “X”

• Identify the business objective

• Come up with 2-3 items in the following categories:

STRENGTHS WEAKNESSES OPPORTUNITIES

Areas where the 

campaign excels at 

meeting business goals

Areas where campaign 

execution falls flat

New areas or tactics in 

search for Company “X” 

to try
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Thank You!

Questions?
Email Brian Doelle

(Want a job in Search Engine Marketing?)

Books:

The Search by John Battelle

Search Engine Marketing, Inc. by Mike Moran and Bill Hunt

Web Design for ROI by Lance Loveday and Sandra Neihaus

Sites:

www.SEMPO.org

www.SEOMOZ.org

www.SearchEngineLand.com

Resources

http://www.SEMPO.org%0Dwww.SEOMOZ.or%0Dwww.SearchEngineLand.com
http://www.SEMPO.org%0Dwww.SEOMOZ.or%0Dwww.SearchEngineLand.com
http://www.SEMPO.org%0Dwww.SEOMOZ.or%0Dwww.SearchEngineLand.com
http://www.SEMPO.org%0Dwww.SEOMOZ.or%0Dwww.SearchEngineLand.com
http://www.SEMPO.org%0Dwww.SEOMOZ.or%0Dwww.SearchEngineLand.com

