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1. WHAT IS SEARCH ENGINE MARKETING? 

Search Engine Marketing is best described as the process of increasing a 

Website’s presence in the search engines (Google, Yahoo, Bing etc.) in order 

to attract more Website visitors. Search Engine Marketing is much more than 

search engine optimization and includes pay-per-click advertising, paid 

inclusion, link building and any other activity that makes a Website more 

visible in the search engines. 

Gone are the days when a Website simply needed to include the right Meta 

Keywords in the code and expect large volumes of visitors as a result. The 

battle for Website traffic becomes more competitive every day and every 

business should formulate a Search Engine Marketing Plan. As a rough guide, 

you should be spending at least as much on the cost of the Website 

development on Search Engine Marketing. 

 

2. GETTING LISTED IN THE SEARCH ENGINES 

Once a Website is live on the internet, search engines will find it in one of 

four main ways. 

1. They follow a link from another Website – many search engines won’t list a Website 

at all unless they find at least one other link from another site. Inbound links are a 

key element of Internet Marketing (see link building below). 

 

2. Submit your Website for inclusion in their listings – the best way to do this is to go 

to the search engine and search for “add url” or “submit a site”. This will bring up 

links to pages where you can add a Website for inclusion. For example, in Google it is 

http://www.google.co.uk/addurl and Bing is 

http://www.bing.com/webmaster/SubmitSitePage.aspx. However, before you do 

add your Website, do a search to see if it is listed already. 

DON’T – use services that offer to submit your Website to 100s of search engines 

and directories. Some search engines will lower your positions if you use an 

automatic search engine submission service. 

DON’T – Keep submitting your site over and over again. This isn’t necessary. The 

best way to get interest from the search engines and keep them coming back to 

look at your Website is to change the content regularly.  

3. Pay to be included in the search engine listings (paid inclusion) – Some search 

engines charge for inclusion in their main search results or directories. Exercise 

http://www.google.co.uk/addurl
http://www.bing.com/webmaster/SubmitSitePage.aspx
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caution here. Many large search engines (Yahoo for example) offer paid inclusion 

(Google doesn’t) but the benefits are not certain. Often there is an annual fee and a 

judgement needs to be made as to whether the number of visits received from that 

search engine justifies the cost (see Website Visitor statistics). 

 

4. You undertake pay-per-click or pay-per-impression advertising (paid placement) – 

Major search engines offer paid advertising that appears alongside normal listings 

(see Paid Advertising below) 

Top Tip - get listed quickly. Search engines can take between 2 and 12 weeks to 

include your Website in their search listings. Often, running a short pay-per-click 

campaign with the search engine can lead to search engines listing your Website 

more quickly. Installing Google Analytics (Website statistics) on your Website can 

often get you listed on Google more quickly too. 

Here, Google explains how sites get listed on their pages - 

http://www.youtube.com/user/Google#p/search/5/Gl3fyqJ6whY 

 

3. SEARCH ENGINE OPTIMISATION 

Search engine optimisation describes activities and techniques uses to 

improve the position of a Website in the main ‘organic’ listings of a search 

engine. ‘On Page’ optimisation refers to changes made to the Website itself 

and ‘Off Page’ optimisation refers in the main to inbound Web links from 

other Websites (including social networking sites and blogs etc.). 

When someone searches for a phrase on a search engine, many 1,000s of 

potential pages are competing to come near the top and the search engines 

use various methods to determine the order in which pages are listed 

(rankings). 

See Google’s explanation of how pages are ranked - 

http://www.youtube.com/watch?v=H6QRv_bCzEI 

 

SEARCH PHRASE RESEARCH 

Choosing the right keyphrases to work with on your Website is a vital first 

step before optimising your site for the search engines. If you optimise for the 

wrong keyphrases (ones that people don’t often search for), then even if you 

succeed in getting to the top of the search engines, this will be in vain as not 

http://www.youtube.com/user/Google#p/search/5/Gl3fyqJ6whY
http://www.youtube.com/watch?v=H6QRv_bCzEI
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may people will be searching for these keyphrases, resulting in very little new 

traffic. Furthermore, some word phrases are very competitive and you will 

find it very difficult to get good rankings for them. 

People rarely use one word searches and are more likely to use 2-4 word 

phrases such as “cheap train tickets” or “hotel in Cardiff Bay”. Therefore you 

should look for phrases to target rather than individual words. 

There are various ways to discover what people are searching for in relation 

to your business or service. Services offered at www.wordtracker.com or 

Google Keyword tool 

https://adwords.google.co.uk/select/KeywordToolExternal (part of Google 

Adwords) can help you discover which keyphrases people are searching for 

the most. By using these and other sites you can identify what people are 

searching for on the Internet. You can also find out how competitive the 

phrases are on a basic level by seeing how many results are available when 

you search for the phrase in a search engine. The less competition, the more 

chance you have of ranking well. You should choose 2-3 keyphrases for each 

page on your Website and 10-15 other words that often appear in similar 

search phases. Then you need to start to weave these keyphases into your 

Website so that when someone searches for a certain keyphrase in a search 

engine, your site is more likely to rank higher in the results. 

ON PAGE OPTIMISATION 

On Page optimisation can be a complex area and there are many companies 

who offer a commercial service to do this work. You can do some of the work 

yourself or engage the services of a professional. There are also many 

software packages available that can help with search engine optimisation.  

NB – The recommendations below are a basic guide only and it should be 

noted that each search engine uses different algorithms to decide where to 

rank pages. These algorithms can change over time too. 

You need to include your selected search phrases in various pages on your 

Web pages. The closer to the beginning of the section and the top of the 

page, the better. Such places include: 

¶ The Page Title – Shown at the top of the Website browser and also in the search 

engine listings – include your most important phrase once, at the beginning. 

¶ Page Description – A hidden Meta Tag in your page code that describes the Web 

page - include your most important phrase once, at the beginning. 

http://www.wordtracker.com/
https://adwords.google.co.uk/select/KeywordToolExternal
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¶ Meta Keywords – A hidden Meta Tag in your page code with a list of keywords 

relating to the subject of the page - include your most important phrase once, at the 

beginning. 

¶ The main body text – Include around 500 words and mention your phrase 7-10 

times. 500 words is quite a lot of content but search engines are known to give 

weight to the amount of text on a page. It is always a balance between how the 

Website looks/reads and optimisation for search engines. 

¶ Heading text – Use H1, H2, H3 formatted text that includes your phrases. 

¶ Hyperlinks – Text on the page that links to other pages or Websites needs to include 

your phrases. 

¶ Alt image text – This is text that appears when your mouse hovers over an image. 

Include your phrases several times in this section. 

¶ Page names – Consider including your chosen phrases in the actual file names. For 

example, “cheaptraintickets.htm” instead of “page2.htm”. 

¶ Domain name – Conduct any search online and you will see that many of the top 

results have at least part of the phrase you searched for in the domain name. If 

possible, use a domain name that includes one of your most important search terms. 

Note: don’t be tempted to buy lots of domain names with your chosen search 

phrases in. This is a common mistake people make and will not have any positive 

benefit unless useful content is held on these domain names and the search 

engines see them as independent Websites to your main Website. 

 

DObΩ¢ – use any of the following search engine spamming techniques to try and 

influence your position in the search engines as they will probably lead to you 

having LOWER rankings: 

¶ Invisible or tiny text containing your search phrases 

¶ Duplicated Website content on multiple domain names 

¶ Off topic keywords and phrases 

Even if you decide to use a professional Search Engine Optimisation company, 

the above information will help you better understand what you will get for 

your money. 

LINK BUILDING AND OFF PAGE OPTIMISATION 

As more and more Websites appear online, and many of them undertake On 

Page optimization in order to improve search engine rankings, search engines 

look to other factors to determine where to rank a Website in their listings. 
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Many search engines now use inbound links to measure the popularity or 

importance of a page in terms of volume, quality and relevance to those links. 

Therefore, any Search Engine Marketing Plan must include a strategy to build 

inbound links. 

Links into your site from other sites are a valuable way of getting new traffic 

and also boosting your position in the search engines. Inbound links could be 

on sites such as directories, industry portals, related Websites, blogs, online 

articles, social networking sites (Facebook, Twitter) and even within PDF and 

other documents found on the Internet. 

You should dedicate time looking for directories and portals that your 

Website could be listed on. Comment on Blogs, including your Web address in 

your signature, and promote your Website through social networking 

channels. Contact related but not competing Websites and ask if you can 

exchange links (reciprocal linking). 

Note: Many social networking channels such as Facebook, Twitter, LinkedIn and 

YouTube get a boost in the search engine rankings and could appear higher than 

your Website itself in the listings. Therefore, social networking should form part 

of your SEM Plan with the aim of ultimately driving more traffic to your Website. 

There are many useful Websites that will help you discover how many other 

Websites link to yours, for example, www.linkpopularity.com. (Please note 

that Google deliberately does not reveal accurate results of how many 

Websites link to your site).  

TOP TIP 

As well as using these reporting tools to see how many people link to you, you 

can also use them to find new sources of Website links.  

¶ Conduct a search on a search engine for one of your phrases 

¶ Run link reports on each of the top five Website results, using a tool such as 

linkpopularity.com 

¶ Analyse the results to get ideas for directories and portals you could get 

listed on as well as gaining ideas on the type of Website that may be willing 

to exchange links with you. 

Its not all about the number of links coming into your site, it’s the quality of 

them too. The more relevant a site is (topic or location) and the more quality 

inbound links that site itself has, the better.  

http://www.linkpopularity.com/
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Google PageRank is Google’s way of determining the importance of a page 

and is a good indicator of the quality of inbound links. The higher the 

PageRank the better. The PageRank tool can be installed as part of the Google 

Toolbar – http://www.google.co.uk/toolbar.  

 

4. PAY-PER-CLICK ADVERTISING 

Pay-per-click advertising can be a very effective way of targeting new 

customers when you have a specific product or service that you wish to 

promote. Search engines and price comparison engines (such as 

www.kelkoo.co.uk, www.google.co.uk) offer organic search engine results 

when a search term is looked for. They also offer paid or sponsored links to 

Websites that have paid for the privilege of being shown once a keyphrase 

has been entered. The three main pay-per-click providers are Google 

AdWords (www.google.co.uk/ads) for Google and Google fed search engines 

such as Ask Jeeves, Yahoo! Search Marketing (searchmarketing.yahoo.com), 

or Bing – Microsoft Advertising (advertising.microsoft.com/uk/microsoft-

adcenter). 

The general principle is as follows: The customer (the Website owner) bids on 

search phrases that trigger an advert to be displayed when the phrase is 

entered into the search engine. The more you are prepared to pay, the higher 

up your advert will appear. Once a search engine user has entered the 

keyphrase, an advert (developed by the Website owner) is displayed down 

the right hand side of the screen, encouraging the user to click on to it to take 

them to a relevant Website. On Google, adverts are can also be syndicated to 

many other partner Websites (Content Network). Once the advert has been 

clicked on, an amount up to your bid is deducted from your account and the 

user would be taken to your Website. 

Things to consider when embarking on a pay-per-click campaign: 

¶ Your budget can be set by you so you are in full control of expenditure 

¶ Many keyphrases can be bought depending on your budget 

¶ Different adverts can be written to compliment different keyphrases 

¶ You only pay when your advert is clicked on, so the prospect coming through to your 

site is a likely to be a good prospect 

¶ You can pause the campaigns and re-start them at your convenience 

¶ You can easily measure the campaign’s success in terms of visitors to enquiries and 

visitors to sales. For example, even if you pay £20 or so in clicks per sale you achieve, 

this may still be profitable. 

http://www.google.co.uk/toolbar
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It is NOT a quick way of getting in organic search engine results, it is for a 

specific reason – paid for advertising. 

FACEBOOK ADVERTISING 

Facebook Advertising is another form of paid advertising that is worth 

considering. With over 500 million users (July 2010) it is more than likely that 

some of your potential customers are on Facebook. The advantage with this 

medium is that you can target the people who see your advert much more 

accurately, for example by gender, location and specific interests that they 

have.  

http://www.facebook.com/advertising/ 

 

5. MEASURING SUCCESS 

As with traditional marketing activities, it is vital that you measure the 

success of the various elements of your Search Engine Marketing. The 

advantage of online marketing is that the results of your efforts are much 

more measurable. 

IMPROVED SEARCH ENGINE RANKING 

One likely indicator of success is an improved position in the search engine 

rankings. You can do this by scanning the top 30 search engine results for 

each of your search phrases.  

WEBSITE VISITOR STATISTICS  

Improved search engine rankings mean very little unless you have targeted 

the right search phrases. Your Website appears as the first entry on the 

search results page but if very few people search for that phrase then you will 

not see a corresponding increase in Website traffic. 

Website visitor statistics can reveal the number of unique visitors that arrived 

at your Website, where they came from (searches, paid advertising or links 

from other sites), the number of pages viewed, the time spent on your 

Website and whether they reached the contact page or the order 

confirmation page. All of these can be indicators of success.  

http://www.facebook.com/advertising/
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Note: Website statistics are a good way of seeing whether a paid inclusion in 

search engines or directories offer value for money. You can see how much traffic 

is coming from links on these Websites and therefore calculate how much each 

visit is costing you. 

Website statistics are usually installed with most Website hosting packages. 

Alternatively, free services such as Google Analytics could be installed. Google 

Analytics has the advantage of being able to be linked with any Adwords 

campaign, enabling you to measure the return on investment for a paid 

advertising campaign. 

ORDERS AND ENQUIRIES  

Ultimately, success usually equals either more enquiries or sales being 

generated through your Website. This shows that your Website is working 

well and the traffic you are attracting is well matched to the products and/or 

services on your Website.  It is a good idea to ask customers how they found 

you, as well as looking at your Website visitor statistics. 

 

6. FORMULATING AN SEM PLAN 

Rather than taking an ad hoc approach to search engine marketing, a simple 

SEM plan should be created to help structure your activities. We recommend 

the following should be included in the plan: 

ANALYSIS OF THE MARKET 

¶ Who are your competitors and how many are there? 

¶ How many searches are conducted for your type of product or service? 

¶ What search phrases are most popular and most competitive? 

¶ How do competitor Websites compare to yours in terms of appearance and 

functionality? 

WEBSITE USABILITY 

Attracting more Website traffic is one thing but you need to ensure that your 

Website works well and converts browsers into buyers/customers/enquirers. 

Check for the following and plan to implement any changes before 

commencing the SEM activities: 

¶ Visual Appearance 
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¶ Intuitive navigation 

¶ Functionality 

¶ Consistency 

¶ Errors or dead links 

¶ Current conversion rates to sales or enquiries 

BENCHMARKING 

¶ Where does your Website currently appear in the search engines for the search 

phrases you wish to target? 

¶ How many unique visitors does your Website receive per day/week/month? 

¶ How long does a Website visitor spend on your site, on average? 

¶ How many enquiries/sales does your Website currently generate? 

ACTION PLAN 

Create a detailed action plan including: 

¶ Activity – What activites will you be undertaking? 

o Website improvements, Search Engine Optimisation, Paid Placement, Paid 

Advertising, Link Building, Social Networking 

¶ When – When will you start and conclude each activity? 

¶ Who – Will you be doing the activity yourself or engaging professionals? 

¶ Budget – How much will each activity cost? 

¶ Results/ROI – What results do you expect from each activity and how will success be 

measured? Increased rankings, increased Website traffic, number of inbound links, 

number of enquiries/sales. 

 

REVIEW AND IMPROVE 

All activities within your Action Plan should be reviewed and improved where 

possible on a regular basis. 

¶ Which elements are working and which are not? 

¶ Are projected Results from the Action Plan being attained? 

¶ Do you need to revise/enhance any of your activities? 

¶ Can you further improve your Website to increase conversion rates through to 

order/enquiry? 


