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Today’s intention 

4 

Teach you the language and 
concepts of Internet Marketing  

teach you 
the tools you 
need to do it. 

AND / OR 



goals to Internet Marketing Strategy 
 

• Search Engine 
Optimization 

Getting 
Found 

• Relevant Content 
Keeping 
Interest 

• Calls to Action 
Motivating 

Action 
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Search engine optimization 
(SEO) is the process of 
improving the visibility of a 
website or a web page in 
search engines via the un-
paid ("natural", "organic", 
or "algorithmic") search 
results. 

Wikipedia definition 
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Web development is a broad term 
for the work involved in 
developing a web site for the 
Internet or an intranet. 

Wikipedia definition 

A best practice is a technique or 
methodology that, through 
experience and research, has 
proven to reliably lead to a desired 
result. Whatis.com definition 
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Social media marketing 
programs usually center on 
efforts to create content 
that attracts attention and 
encourages readers to 
share it with their social 
networks. 

Wikipedia definition 



Introduction 

Search Engine 
Optimization 

Web Development 
Best Practices 

Social Media 
Marketing 

Web  
Analytics 

One on One 
Coaching 

Web analytics is the 
measurement, collection, 
analysis and reporting of 
internet data for 
purposes of 
understanding and 
optimizing web usage. 

The Web Analytics Association 
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It is not the job of search engine optimization  
to make a pig fly. It is the job of the  
SEO to genetically reengineer  
the Web site so that  
it becomes an  
eagle. 
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Bruce Clay 



Search Engine Optimization 

• Search Engine Optimization (SEO) is the 
process of aligning a website to meet search 
engine’s indexing and ranking criterion. 
 

• SEO Goal: The website or webpage ranks on 
the first page of results under a given 
keyword phrase in a search engine.  

13 



What optimization is NOT: 

• Optimization is not a “magic bullet” or “one 
size fits all” there are steps and processes to 
follow 

 

• Optimization is also not a guaranteed sale.   

– Even if you rank well, your content, call to 
action, graphics, etc. need to be aligned for that 
user to become a customer 
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SEO…organic or paid? 
SEO focuses on organic search not paid search 
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Indexing 
• This is the first step in the 

search engine process 

• This process begins by 
registering your site with a 
search engine 

• This will establish the pages 
you want the search engine 
to crawl on your site. 
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Hint: 

If a search engine can’t find it, 
the search engine can’t index, 

capture, or rank it! 



• Tips to get your site indexed: 
 

– Creation of a physical site map 
 

– Limit the number of links on page (75 links) 
• This is from Google Webmaster pages 
 

– Clean navigation  
 

– Creation of a Google site map (text or XML) 
• www.sitemaps.org 
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Indexing 



Capturing 

• This is the second step of the 
search engine process after 
indexing 

• Capturing a site begins with a 
search engine bot or crawler 
– Bot/spider takes a snapshot of 

your site called “caching”  

– Bot/spider takes that snapshot 
that back  

 to the search engine’s database 
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http://imthi.com/wp-content/uploads/2006/07/search_engines.jpg 



Ranking 
• This is the third step of the search engine process after 

indexing and capturing 

 

• This process includes how each page filters through the 
algorithm of the specific search engine 

 

• The algorithm is the criteria associated on how the search 
engine qualifies webpages.  The weights associated with that 
criteria is what makes the search engine unique 

– Google has different weights associated with their 
algorithm as opposed to MSN or Yahoo! 
• All search engines are in their own ways unique 
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Like a scorecard… 

22 

TOTAL 

SCORE 

CRITERION  

 
Weights Associated with the 

individual Criterion 

• You need to 
associate the 
weights with 
your webpage 
 

• Considering 
on page and 
off page 
criteria 

Ranking 



Components of Ranking: 

• There are key components 
to assist in possible better 
ranking in search engines 

– Content and Body text 

– SEO tags 

– Links 
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• Content/Body text includes the following: 
– Amount of text 

• 250+ words (average) 

– Keyword Placement  

• Keyword close to the beginning and the end of content 

– Keyword density 

• 2.5% to 5% per page (average) 

– Text in hyperlinks 

• Great way to have keyword insertion 

– Spell it out 

• Watch the amount of fluff but don’t over generalize 

24 

Components of Ranking: Content 



• On page criteria: 

– Page title 

– Body text 

– Header tag <h1> 

– Anchor text 

– Alt Tags 

 

 

• Off page criteria: 
– Description tag 
– Keyword tag 
– Inbound links 
– Domain name 

characteristics 
– Bounce rate 

25 

Bounce Rate example from Google Analytics: 

Components of Ranking: Tags 



• Links are another 
component to the 
ranking process.  These 
are the most common 
types of links: 
 

– Inbound links: from 
other trusted sources 
 

– Internal links: navigate 
through your site 
 

– Outbound links: to other 
sources (like footnotes) 
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(RFID has an inbound 
link from eBizITPA) 

Components of Ranking: Links 
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Relevancy 

• Focused message, point 
and topic 

 

• Consistency is key in 
relevancy 
 

• Page must be easily 
identified around one 
keyword or keyword 
phrase.   
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http://www.flickr.com/photos/krazyjess/2674092345/ 



Relevancy: Activity 1 

29 

 
•What do you think is the keyword this landing page is trying to exemplify? 

 

 



Relevancy: Activity 2 

30 

 
•What do you think is the keyword this landing page is trying to exemplify? 

 

 



• Criterion: items you need on your webpage whether on or offline 
 

• Weights: the numeric values placed on your current status of your 
webpage 
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TOTAL 

SCORE 

CRITERION  

 
Weights Associated with the individual Criterion 

Relevancy: Like a Scorecard… 
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 Everything about search engine optimization 
is about Relevancy, Relevancy, Relevancy! 

 

 

 

 

 

      

 Focus on Target Keyword Phrase 

 

Content Codes 
Link 

Popularity 
Site 

Structure 



“Think about what the 
user is going to type.” 

Matt Cutts, Google 



  

Choosing the right keyword phrase to attract 
the most QUALIFIED PROSPECTS is the single 

most important step in search marketing. 
 
Guidelines: 
• Choose customer focused keywords 
• Check keyword for search value & competition 
• Check if keyword has multiple meanings 
• Optimize for a keyword phrase not a keyword 



Windows? 

Organize Your Research 



Keyword Research  

• To begin, gather a list of keywords from a 
brainstorming meeting that you believe 
represent your webpages 

 

• Then you need to take those words to a 
Keyword Validation Tool such as: 
– Google AdWords Keyword Tool 

– Word Tracker 

– SEO Moz 
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FreeMind 
Keyword 

Development 

Demonstration 



Keyword Research: Google  
       How to use Google Keyword Tool: 

1.) https://adwords.google.com/select/KeywordToolExternal 

2.)  Type the keyword you are targeting 

3.)  Look at the following: 

• Number of searches being done using that word 

• Related keywords to that keyword 

• Related searches 
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https://adwords.google.com/select/KeywordToolExternal


Google AdWords 
Keyword Tool 

Demonstration 



Keyword Research: Google  

4.)  Copy & paste those results into Microsoft Word or Excel 

5.)  Determine the amount of competitive web pages for keyword 

6.)  Go to Google and type that keyword in the search bar 
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An example of your competition for that keyword: 
 



Keyword Research: Google  

Target 
Word 

Number of 
Searches 

Google 
Competition Flow Chart 

Cake 600 13,000,000 A1 

Decorating 1,000 27,000,000 B5 

Ingredients 2,000 34,000,000 C3 
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7.) Place the number of 
competitors for that keyword 
in the Microsoft Word or 
Excel document 

8.) Refine your search 

9.) Choose the words having 
the most detail in the 
description 

 

 

10.)  Choose the words with the HIGHEST NUMBER OF 
SEARCHES AND THE LOWEST AMOUNT OF 
COMPEITION 



Keyword Research: Keyword Density  

• The second step to keyword research includes 
looking at the keyword density all of your 
webpages and your competitors 

– Words per page: 250+ average (no less than 150) 

– Keyword density: 2.5% to 5% average 

• You can check your webpage’s keyword 
density at http://webconfs.com 

43 

http://webconfs.com/


Keyword Research: Keyword Density  
1.) Go to the Keyword Density Tool on 

http://webconfs.com  
 

2.) Type in your website’s URLs and see what your 
current keyword density is for every webpage 

• Put that in your spreadsheet 
 
3.) After finding all of your webpages’ keyword density, 

then type in 3 to 5 competitor’s URL’s into the tool 
• These are the competitors you found while searching on Google 

in the previous part of the keyword research 
  

4.) Looking at your competitors (who are top ranking 
results in Google) you will see the type of keyword 
density that will help you begin to rank higher 
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http://webconfs.com/


Keyword Research: Keyword Density  
Results of a keyword density report: 
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Keyword Cloud:                                             

 

 
                            

Keyword density percentages: 

 

Keyword Cloud Density % 



WebConfs 

Keyword Density 
Checker 

Demonstration 
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Home Page Site Map 

Revision Level 



Primary Pages 



Secondary Pages 



Topic Area 



Dia 

Demonstration 
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Keyword Mapping 

• Taking the set of targeted keywords and 
mapping them to their rightful associated 
web pages. 
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Keyword Mapping: Keyword Parameters Page 

After completing 
the background 
research the 
template can be 
filled in: 
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Keyword Mapping: Content Building / Re-building 

1. 250+ words focused on main topic per page 
 

2. Keyword phrase should be 2.5% to 5% density 
 

3. Keyword phrase should be most dense phrase 
 

4. Bold keyword at least once per page 
 

5. Make sure keyword phrase is at top and  
bottom of page  

 



Keyword Mapping: Content Building / Re-building 

• Helps you understand what webpages need 
assistance in content section. 

• Take a copy of the flow chart you made on VISIO or 
by hand and color code the following: 
 
– Existing content            No Changes 
 
– Existing content            Need Modifications 
 
– No existing content       Needs to be created 
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Keyword Mapping: Content Building / Re-building 

59 

Color 

coded 

chart  

defines 

the 

needed 

content 

changes 



Keyword Mapping: On Page Elements 
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Keyword Mapping: Off Page Elements 

61 



Keyword Mapping: SEO Codes 

Page Title 

Description Tag 

Header Tags 

Alt Image Tags 

Keyword Tag 
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•The title of the page should be relevant to the 
target keyword 
•Every webpage in a browser shows the page 
title  
•It also shows up in search engine results as 
the bold blue text at the beginning of the 
listing 
 
Page Titles = 80 Characters or less 
 

The target keyword or phrase should be 
at the beginning of the title where it is 
most relevant and be unique for every 
page of the webpage. 
 Every major search engine looks for a page title. 

Keyword Mapping: Page Title Tag 
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•It appears on the actual page and must 
be bold and larger than the paragraph 
style text.  
•It should have the keyword in the header 
statement. The key here is that the actual 
text is formatted with a <h1> tag in the 
code.  
•This is sought after search engines as 
having significant importance. 
 

It must be <h1> not <h2> or any other 
number. 

 
•This is usually ignored by most 
developers and replaced with a useless 
graphic. 
 

Search engines view header tags with much importance 

Keyword Mapping: Header Tag 



Keyword Mapping: Description Tag 
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•The description tag is a 
synopsis of the page and 
should reflect the target 
keyword along with a brief 
compelling statement. 
 
•It is not visible on the page 
itself but is visible in the search 
results directly underneath the 
page title. 
 
Description tag = 150 
Characters 

The description tag in the code: 

The description in a web result: 

The majority of search engines look for a 
description tag 
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•The “Alt” tag (short for 
alternative text tag) is designed to 
give graphics and images a text 
attribute. 
 
•Graphics and images cannot be 
read by a search engine.  

 
•The Alt tag gives a slight 
improvement by adding a text 
attribute.  

 
•This should never be a complete 
substitute when text is 
recommended. 

These tags are important and can help when trying look at graphics 

Keyword Mapping: Alt Tag 
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•The keyword tag is a 
master materials list of all 
the keywords used on a 
page.  

 
•They are singular words 
separated by commas (not 
necessary) and are to be 
used once, not repeatedly. 
 
•The tag is not visible on 
the page or anywhere on a 
search engine results page. 

 
   Limit: 1,024 Characters 

Most search engines are not as concerned with keyword tags 

Keyword Mapping: Keyword Tag 
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 Inbound Links: Links coming to your site from 
relevant web sources (votes of relevancy). 

 

 Type of Link: Graphic – Text – Anchor Text 

 
Link Sources: Trust, Relevancy, Ranking 

 

  

 

Link Building: Link Popularity  
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Image link has the 
worst of all the 

type of links.   

 

Think of it as a  

+1 

Link Building: Image Link  
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Domain Name Reference 
has the entire URL listed 

in the text. 

 

Think of it as a  

+3 

Link Building: Domain Name Reference  
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Keyword in the link is 
a link that has a 

keyword in the link 
title 

 

Think of it as a  

+5 

Link Building: Keyword In The Link  
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Keyword in link 
that is in the 

content/body of 
the webpage  

Think of it as a  

+10 

Link Building: Keyword In The Link PLUS 



  

 

  

 

 It is a strategy… not a task 

  

  Research 

Competition 

Research 
Social 
Media 

Industry 

Directories 

Don’t Use 
Link Farms 

or 
Exchanges  

Link Building  



 Look at top ranking sites and see what Google 
links they have.  
 

  

 

Link Building: Link Research  



• Hubs are very important to ranking also: 
 

– Hubs are sites that links in common with one 
another all from trusted and quality sites 

– Having links in common with sites from expert 
hubs is something (especially Google) is looking 
for in a link building strategy 

– www.seomoz.com 
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Link Building: Link Hubs  

http://www.seomoz.com/
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• Quick fixes and slimy schemes are out there to 
entice you into gaining links fast.   

 

• Link building needs to be taken seriously by 
everyone in your company.   

Link Building: What NOT To Do  



Link Farm 
 

• Is a list of links on a 
website that do not 
relate to any one 
subject. 

• Keep in mind that 
people might look 
at your back links 
and might assume 
you are associated 
to everyone that 
links to you. 

78 

http://www.rdrop.com/~cary/html/link_farm.html 

Link Building: What NOT To Do  



Link exchanges 
 

• Someone sends you a link 
to add to your site and 
they will do the same for 
you. 

• If you are found 
conducting in link 
exchanges  
– Google will rank you so far 

into the results that you 
will not even exist  

– Google may even kick you 
out of the index 
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Simple advice:  CHECK YOUR LINKS! 

http://www.bradfallon.com/linkrequest.html 

Link Building: What NOT To Do  
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• There is a simple 
process to 
registering with 
search engines that 
is accepted by 
Google, Yahoo, 
MSN and Ask. 
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Example 

1. Create an XML site map at  
http://www.xml-sitemaps.com 

2. Upload site map into root directory 

3. Add Sitemap to Google Webmaster Tools 

4. Upload verification Code 

5. Check Account to see if site map was 
accepted. 

6. Add robots.txt code  
User-agent: *Disallow: 
<sitemap_http://www.hwgii.com/sitemap.xml> 

 

Speeding It Up 

http://www.xml-sitemaps.com/
http://www.xml-sitemaps.com/
http://www.xml-sitemaps.com/


• One thing to do while registering with a search engine is to 
create a Robot.txt file 
 

– The Robot.txt file is the invitation for bots and spiders to 
crawl your website.   
 

– This file is seen as a type of permission and provides 
direction for Yahoo!, MSN and Ask to your view your 
website.   

 

– Create a file in notepad called robots.txt 
 

– Add this code:  
User-agent: *Disallow: 
<sitemap_http://www.domain.com/sitemap.xml> 
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Speeding It Up: Robot.txt 



• SEOMOZ  
 http://www.seomoz.org/ 

• SEO-Centro 

 http://www.seocentro.com/ 

• Get Listed 
 http://getlisted.org/  

• Google Keyword Search  
 https://adwords.google.com/select/KeywordToolExternal 

 

Speeding It Up: Tools To Check Out 

http://www.seomoz.org/
http://www.seocentro.com/
http://getlisted.org/
https://adwords.google.com/select/KeywordToolExternal
https://adwords.google.com/select/KeywordToolExternal


• Google determines the top 7 local businesses 
for a given local search. 
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Speeding It Up: Tools for LOCAL Search 



• Local Search: 
– Get listings in all local directories 

– Add an hcard to contact page 

– Make sure data is normalized 

– Get Citations 

– Getlisted.org 
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Speeding It Up: Tools for LOCAL Search 



• An H-Card works like a V-Card for local search 
engines 

• Add this code to contact page! 
• <div class="vcard" style="display:none"> 

• <a class="url fn" href="http://www.yourdomainname.com/"></a> 

• <div class="org">Org Name</div> 

• <div class="adr"> 

• <div class="street-address">123 University Avenue</div> 

• <span class="locality">State College</span>,  

• <span class="region">PA</span> 

• <span class="postal-code">15219</span> 

• </div> 

• <div class="tel">(412) 555-1212</div> 

• <div class="tel" type="fax">(412) 255-1414</div> 

• </div> 
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Speeding It Up: Tools for LOCAL Search 

http://www.yourdomainname.com/


“There are no magic wands,   

no hidden tricks, and no 

secret handshakes that can 

bring you immediate 

success, but with time, 

energy, and determination 
you can get there.” 
Darren Rowse, Founder, ProBlogger 
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If you can’t or don’t want to do 
SEO yourself.  You CAN hire 

someone to help you with it.  
But you should be well informed 

when you do. 
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Finding an SEO provider 

• If you cannot conduct your SEO in-house then 
you might need to think about outsourcing 
this task to a reputable SEO firm 
 

• Make sure the firm is ethical and provides 
quality strategies for your website and never 
be afraid to ask questions. 

90 

Vs. 
White Hat Black Hat 



Finding an SEO provider: What To Beware Of 
• If an SEO provider ever mentions any of 

the following, politely excuse yourself 
from the meeting and don’t go back 
because they are trying to scam you: 

 

– Creation of any doorway pages 

– Cloaking or Stealthing 

– Spoofing 

– Guarantee for a top place ranking in 
any search engine 

– Know SEO secrets or algorithms 

– Percentage of Pay Per Click (PPC) they 
can arrange for you 

– Use Web Position Gold to get results 
for SEO 
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http://www.ineedhits.com/images/google- 
brochure-guarantee.gif 

http://www.ineedhits.com/images/google-
http://www.ineedhits.com/images/google-


Finding an SEO provider: Google’s Advice 
Google’s Own Advice about Hiring and SEO Firm 
• If you're thinking about hiring an SEO provider, the earlier the 

better. A great time to hire is when you're considering a site 
redesign, or planning to launch a new site.  
 

• Some useful questions to ask an SEO include: 
– Can you show me examples of your previous work and 

share some success stories? 
– Do you follow the Google Webmaster Guidelines? 
– Do you have SEO certifications? 
– Do you offer any online marketing services to 

complement your organic search business? 
– What kind of results do you expect to see, and in what 

timeframe? 
– How often do you optimize the website? 
– What's your experience in my industry? 
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Finding an SEO provider: Questions To Ask 

• Find out how long the SEO Company has been in business.  
 

• Does the SEO firm or its principals have marketing experience 
background?  
 

• Do they have long-term satisfied clients? Make sure they 
prove it with client testimonials and references. 
 

• Do they have detailed case studies to show you with verifiable 
results of search engine positions they've achieved for clients? 
 

• Will they perform an analysis of your competition's websites 
to understand why the other sites rank highly?  
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Finding an SEO provider: Questions To Ask 
• What will the SEO company base their keyword 

recommendations on? Keyword research is a necessity to 
determine relevant, targeted keywords in order for an SEO 
campaign to succeed. 
 

• What are realistic traffic expectations for your site?  
 

• Does the SEO differentiate between "traffic" and "qualified" 
traffic?  
 

• Does the SEO Company adhere to search engines’ posted best 
practices and a strict no-spam policy to avoid your website 
being penalized, possibly indefinitely, by search engines? 
 

• What methods will the SEO Company use to increase traffic? 
How many pages will they be optimizing in your website? 
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1. Keep your content focused on the target keyword phrase. 
2. Make sure your content code shows up above line 100. 
3. Never nest tables in tables – if possible use DIV tags. 
4. In the head section place SEO tags in this order. 

A) Page Title 
B) Description Tag 
C) Keyword Tag 

5. Avoid fly out menus or drop down menus avoid java menus. 
6. Avoid Using Flash Animation- Avoid unnecessary  page widgets. 
7. Incorporate target keywords into folders and file names. 
8. Balance your text content with your images. 
9. Make every page’s code and content relevant to specific keyword 

targets. 
10.Eliminate unnecessary codes by using CSS Cascading Style Sheets 
 
 

Top Ten Technical Tips 



CSS is designed primarily to enable the separation of document 
content (written in HTML or a similar markup language) from 
document presentation, including elements such as the layout, colors, 
and fonts. 
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*Secret Hint*  If you want more information on CSS visit http://csszengarden.com 

Cascading Style Sheet  
 

Instructions detailing all the  
Element Positions 
Page Backgrounds 
Page  Colors 
Font and Text Colors 
Etc. 
Etc. 

Individual Web Page 
(HTML?) 

 
<Reference to Cascading 
Style Sheet> 
Instructions detailing the 
content of the Web Page 
Etc. 
Etc. 
 

Cascading Style Sheets 



There are many ways to layout the information of a 
webpage.  The following includes ways to layout 
information: 
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Good 

• Div Tags 

• CSS 

• Static HTML 

Bad 

• Frames 

• Fly-out Menus 

• Structural Tables 

• Dynamically 
Generated Content 
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Search Engines 

Like 
Quality unique text and content 

High quality inbound links 

Ordered file structure 

Focused content 

Cross linking of internal pages 

Updated/relevant/fresh content  

301 Redirects 

Search Engines 

Don’t Like 
Duplicate content 

Dynamic content 

Anything to trick search engines 

Pages with limited text/all graphical elements 

Poor coding 

Body content showing up after line 150 in code 

Poorly formatted structure 



• Check your redirects 

– http://www.webconfs.com/redirect-check.php 

– Type your URL into here: 

100 

Search Engines Like 301 Redirects 

301 Redirect: “Is a method of telling web browsers and search 
engines that a web page or site has been permanently moved to a 
new location or platform” 

http://www.web1marketing.com/glossary.php?term=301+Redirect 

http://www.webconfs.com/redirect-check.php
http://www.webconfs.com/redirect-check.php
http://www.webconfs.com/redirect-check.php
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http://searchengineland.com/images/se-duplicate-content.gif 

How a search engine determines duplicate content: 

Search Engines Dislike  
Duplicate Content 
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No Navigation 

(No other 
webpages) 

Who is this 
“company”? 

Large random 
pictures 

Limited text 

Begins with a 
phone number 

Search Engines Dislike 
Limited Text / All Graphics 
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• Folder Directories Should Be Basic (Close To Root Directory) 

– Nested folders or too many folders can be interpreted by major engines as being 
secondary in importance and deemed less relevant.               

– The result = lower ranking or no indexing 

Search Engines Dislike 
Poor File Structure 
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Then           vs.              Now 
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Content Management Systems 
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Keeping their attention and taking action 

• Visual Call Outs of Action 

• How-to Content 

• Testimonials / Success Stories 

• Linking Internally  

• Value Proposition 

– Overt Benefits 

  



What’s In It  

For Me? 

Why Should I 

Believe You? 

Why Should I 

Care? 

3 Customer 

Questions 



Real Reason 

To Believe 

What’s In It  

For Me? 

Why Should I 

Believe You? 

Why Should I 

Care? 

Dramatic 

Difference 

Overt Benefit 

3 Concepts 

Answered by 

Answered by 

Answered by 

3 Customer 

Questions 



Overt Benefits 

and RRTB  

Are Relative 

Target 
•Customer 

 

•Market 

 

•Problem 



Customers do not  
easily give up current 
products or services. 

       



Loyalty 
       



FE
A

R
 



Dramatic Difference 
is what is MOST 

important to the new 
customer. 



Excited 

to eat  

at this 

joint? 



It’s just as GENERIC as  

“what makes us great is..” 

…our Quality 
…our Service 
…our People 



Benefits are  
NOT features 

   

Features  = 
   

Facts 

Figures 

Technology 

  



Benefits ARE  
“what’s in it for the 

customer.” 
•Receive 
•Enjoy 
•Experience  

•Time 
•Trouble 
•Trust 
•Money. 



Get rid of the tech-speak 

to Non-Techie 
who controls 
the MONEY 

Techie        Techie to 



What research finds best is 
 

12 Year Old  
Reading Level 

Adults don’t have time to process 





Overt Benefits ARE  
“what’s in it for the 

customer.” 

With Meat 



A NUMBER 
Increases odds of success 

by 52% 



“But my customers are 
only interested in low 

price!” 



Low Price Is 
Specific & Numeric 

The only way to BEAT  

a specific promise of  

LOW PRICE 
 
is with  

a specific promise of  

MORE VALUE 



If every company did 
what they promised,  
there would be no 
need for Real 
Reason To Believe. 



Lack of trust is at 
Epidemic Proportions 

93% of consumers lack 
confidence in major 
corporations’ 
advertising. 
   -Yankelovich 



Good  
Overt Benefits 
cause doubt 



When an Overt  
Benefit causes doubt 

 

A Real Reason To Believe 
provides assurance 



5 strategies to add Real 
Reason To Believe  

 
 
 
 
 
 
 
 

Tell the truth  42%  
Testimonial   41% 
Pedigree   41% 
Data or Demo  45% 
Guarantee   60% 

Probability 

of 

Success 



Data or Demonstration 



Guarantee 

"If for any reason your Craftsman 

hand tool ever fails to provide 

complete satisfaction, return it to any 

Sears store or other Craftsman outlet 

in the United States for free repair or 

replacement. This warranty gives you 

specific legal rights and you may also 

have other rights which vary from state 

to state." 



Overt Benefit   

gets customers  
excited 

Real Reason  
To Believe  

closes  
the sale 
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Web Developers  
can not read 
your mind. 
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Web Developers  
want to understand  
your target market. 
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Web Developers want to  
understand your goals. 

 

138 



Web Developers need 
 to know timelines. 
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Web Developers  
need to know  
your budget. 
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Web Developers  
should love your 
knowledgeable 

assistance. 
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Asking “should we have a 
Facebook page (or a Twitter 
account, or a blog)?” is a little 
like asking, “do we need a 
hammer?” No one knows unless 
you tell them what you are 
trying to build. 
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Social media 
marketing (as I 
define it) is the 
process of delivering 
a marketing message 
via the most 
appropriate social 
communication 
channels to a 
targeted audience. 
  Todd Mintz 
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Traditional 
Search engines 

such as:  

Google, Yahoo, 
MSN, Ask, etc.. 

New ways to 
search in a 

social network: 

Vertical search 
on a specific 

topic 

Coffee Music Swimming Running 
Scary 

Movies 
Gardening Travel 

Social Media: Provides Vertical Search 
Bookmarks 

on Swimming 
Sites 

Blogs on 
Swimming 

Articles on 
Swimming 

Facebook 
Pages with 
Swimming 

Articles on 
Swimming 

Swimming 

Photos on 
Swimming 

Swimming 
Videos   



What Is Social Media Marketing? 

5 Types Of Tools 

Bookmarking 

Media Sharing 

Blogging 

Content Syndication 

Social Networking 

Tool Interaction 

Introduction 

Search Engine 
Optimization 

Web Development 
Best Practices 

Social Media 
Marketing 

Web  
Analytics 

One on One 
Coaching 



147 

Social 
Media 

Marketing 
Bookmarking 

Media 
Sharing 

Blogging 

Content 
Syndicating 

Social 
Networking 

Social Media: The Classifications 
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Social Media: The Players 

Social 
Media 

Marketing 
Bookmarking 

Media 
Sharing 

Blogging 

Content 
Syndicating 

Social 
Networking 
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Social bookmarking 

is a method for 
Internet users to 
organize, store, 

manage and search 
for bookmarks of 
resources online. 
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http://del.icio.us 

http://stumbleupon.com 

http://addthis.com 

http://sharethis.com 

Bookmarks: A Few Options 

http://del.icio.us/
http://stumbleupon.com/
http://addthis.com/
http://sharethis.com/


Stumble Upon 

Demonstration 
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Multimedia sharing 
sites facilitate the 
storage, sharing, 
and sometimes 
creation of audio, 
images, and video. 



Video sharing sites 
are driving the vast 
majority of the SEO 
connected to 
media sharing.  



 Online Video Has a 53X Greater Chance of 
Gaining a Page 1 Ranking Over Web Pages, 
Facebook, or Twitter. 

 

 

Media Sharing:  Video Benefits 



Examples of ranking vs. competition 

 

 

Media Sharing:  Video Benefits  



 Video also provides great “multitasking” 
purposes in marketing. 
 
– Online Content (Web & Email) 

– Search Engine Optimization 

– Trade Show & Kiosk Presentation 

– Lobby Presentations 

– DVD Sales Brochure 

– Training Manuals & Sales Tools  

 

Media Sharing:  Video Benefits  



Media Sharing:  Video Optimizing  



 -Like 
-Favorite 

 -Subscribe 

 -Comment 

 -Views  

  

Media Sharing:  Video Voting  



  

 

 Make Sure 

 The Site Accepts 

 Commercial 

Content and 

 is Free! 

Media Sharing:  Other Sharing Sites  



  
1) Embed the video on your web 

page. 

2) Post a link or embed video on 
Facebook. 

3) Use Video as landing page for 
email marketing campaign. 

4) Burn Video for DVD Trade 

     Show Displays, Lobby 

     Presentations, and DVDs 

Media Sharing:  Promotion  
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Media Sharing:  YouTube Submission 
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Blogs, if done 
correctly, generate 
new keyword phrase 
content on a regular 
basis.  Search engines 
LOVE new content. 



Blogging is not for 
everyone.  If you sell 
face to face or over 
the phone, you will 
likely not benefit 
greatly. 



If your clients are tech savvy 
and tend to come to you 
through the web with special 
needs, then Blogging might 
be the right tool for you. 



“Remarkable social 

media content and great 

sales copy are pretty 

much the same — plain 

spoken words designed 

to focus on the needs of 

the reader, listener, or 

viewer.” 

 BRIAN CLARK 

FOUNDER, COPYBLOGGER 



1) Use the keyword or keyword phrase (3-5) words, you are targeting at the 
Beginning of your Title or it is your Title. 
 

2) Use the Keyword phrase you are targeting once in each paragraph or 
approximately every 100 words. 
 

3) Use the keyword phrase Once in the beginning of your description and 
again if it can look natural. 
 

4) Use the keyword phrase in your tags along with 2-4 related keyword 
phrases. 
 

5) Keywords need to be 3-5 or more word phrases related to topic product or 
company you are focusing on to promote. 
 

6) Keywords need to be researched with tools like Word tracker, Google 
AdWords tool, Firefox Rank Checker, or other tools with equal options and 
functions. 
 

7) Tag your blogs with videos that are also keyword titled to same keyword 
phrases you use in your blog post. 

Blogging:  7 SEO Blogging Rules 



Squidoo 

Demonstration 
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Basically, content syndication is the process of 
sharing your site or blog content with other Web 
sites related to your industry or niche. In addition 
to helping you promote your site, this great 
strategy also helps with your SEO efforts. 
       Ron Jones 

 

Content Syndicating:   



Syndication 

Discussion 
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“Word of mouth marketing has always 

been important, Today, it’s more 

important than ever because of the 
power of the Internet.” 
JOE PULIZZI & NEWT BARRETT, 

AUTHORS OF GET CONTENT, GET CUSTOMERS 



Communities already exist.  Instead 
think about how you can help  that 
community do what it wants to do. 
                                                                                                                                       Mark Zuckerberg, founder and CEO, Facebook 
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Seth Godin’s 
Concept of Tribes 

and Social 
Networking 



178 

Facebook:   
Opinions vary on who can benefit from Facebook.  
B2C seems to be a natural, but B2Bs question their 
fit .  Either way, the statistics prove out that 
Facebook is a powerful force in the business world. 

61% 
55% 

41% 39% 39% 

63% 67% 
53% 

LinkedIn Company Blog Facebook Twitter

Our Company has acquired a new client through this channel  

B2B B2C

SOURCE: HUBSPOT, STATE OF INBOUND MARKETING REPORT 2011 
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Facebook: Example Company Based Uses   

Rewarding Brand Advocates 

Doing Product Marketing 

Promoting Testimonials 

Promoting News 

Sharing Videos 

Showcasing Experts 

Generating Leads 
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LinkedIn   
LinkedIn was first developed to be a networking 
site for professionals looking for work and 
employers looking for new talent.  It has since 
become more generally a business based 
networking site.   

In LinkedIn you can have a personal professional 
presence, a company presence that your 
professionals can link to, and you can host groups 
that members may use to discuss topics of interest 
to group members. 
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Twitter   
Twitter is an online social networking and 
microblogging service that enables its users to send 
and read text-based posts of up to 140 characters, 
informally known as "tweets". 

This one-to-many communication medium got its 
start as a platform for individuals to announce 
“what they were doing.”  However, it has grown up 
significantly and has also become a communication 
medium for short bursts of information that are 
timely in nature. 
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Facebook is like a dinner 
party.  You’d likely invite 
your friends, relatives and 
neighbors.  But when you 
get to know them well 
enough, you also start 
inviting those you work 
with or maybe even do 
business with.  Mixing a 
little business with 
pleasure shows you are 
human and likeable.  
People appreciate that. 
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LinkedIn is like a business meeting.  Sometimes the 
meetings are meant to make a deal or find a job, but they 
are always conducted in a professional manner.  Sometimes 
people from different companies get together  to discuss 
like issues and they call themselves a community of 
practice.  Linked in has those too, they’re called Groups. 
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Twitter is a lot like an invitation to your dinner party, or a 
meeting request to your office.  It helps people who care 
about what you are thinking to know what you are 
thinking.  Whether that is. “I’d like to invite you to my 
dinner party,” or ,”I’m working on a new project, want to 
help?” 
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Media Sharing is like the mixed tapes you made in high 
school (OK, CDs for the younger folks).  You were trying to 
show your personality and share your interests with your 
friends.  Sometimes your cool taste in music and your 
boom box got you some attention.  Now you have a 
different set of interests and your audience has changed, 
but you’re still trying to convey a message and get noticed. 
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Blogging  and Content 
Syndication are a lot like writing 
a piece for a trade magazine.  
You know you need to be helpful 
to the reader and at the same 
time you are trying to show your 
expertise to attract customers.  
But, you have to be careful not 
to be too blatantly sales focused 
or the editors will not accept the 
copy.  In this case, the editors 
just happen to be the clients.   
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Bookmarks can be  
thought of as restaurant 
recommendations you make 
to friends or product / 
service advice you give to a 
colleague.  It is you sharing 
the knowledge you have 
gained over time & travels.  
In this case, “cruising” the 
web. 
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"The price of light is less 
than the cost of darkness."  
    Arthur C. Nielsen 



• What’s Wrong With A Counter? 

– Only counts hits – What are Hits? 

– Hits are not visitors but the number of files 

accessed 

– Hits can be faked – Refresh Button 

– Hits don’t give you enough information to 

make your site successful. 

– It’s not 2002 

Analytics:  Why They Are Important? 



• Analytics can tell you: 

– How many unique visitors came to your site 

– How long they stayed and how many pages they read 

– It can tell you geographic information about visitors 

– How they got to your site  

– How effective your content is 

– If your site is really driving business 

Analytics:  Why They Are Important? 



• There are many tools out there but Google Analytics is a 
totally free program and offers the same basic tools as 
analytics programs costing thousands of dollar per year. 
 

 

• Google Analytics is: 

– Easy to learn 

– Easy to Install 

– Provide the same basic reports as the top rated 
analytics programs 

– Downloadable into Reports 

Analytics:  Why They Are Important? 



Why Analytics Is 
Important 

Installing Google 
Analytics 

Understanding The 
Dashboard 

Using Analytics Data 

Introduction 

Search Engine 
Optimization 

Web Development 
Best Practices 

Social Media 
Marketing 

Web  
Analytics 

One on One 
Coaching 



1. Register for a free Google Account 

2. Go to Google Analytics 

www.google.com/analytics 

 

 

 

 

 

 
 

Analytics:  Installing Google Analytics 

http://www.google.com/analytics


3. Select Add a New Profile 

4. Follow the prompts 

 

 

 

 

 
 

Analytics:  Installing Google Analytics 



5. Copy The Code Provided 

6. Paste the following code directly before the 

closing head tag of each web page.   This looks 

like </head> 

 

 

 

 

 

 

 
 

Analytics:  Installing Google Analytics 



7. Wait 24 Hours 

8. Log into Google Analytics 

 

 

 

 

 

 

 

 
 

Analytics:  Installing Google Analytics 
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• The Dashboard 

 

 

 

 

 

 

 

 
 

Analytics:  Google Analytics Tour 



 

 

 

 

 

 

 

 
 

Visitors (Not Hits) 

Page Views  

Pages Viewed On Average 

2 Pages is Average 

 

 

Bounce – % Went Back To Search 

Time = Over 20 Sec Average 

% of First Time Visitors 

  

Analytics:  Google Analytics Tour 



 

 

 

 

 

 

 

 
 

Analytics:  Google Analytics Tour 



• Top Content Pages 

 

 

 

 

 

 

 

 
 

Analytics:  Google Analytics Tour 



• Geographic Analysis 

 

 

 

 

 

 

 

 
 

Analytics:  Google Analytics Tour 



• Page Usage 

 

 

 

 

 

 

 

 
 

Analytics:  Google Analytics Tour 



Google Analytics 

Demonstration 



  
 

Media Sharing:  YouTube Analytics 



YouTube Analytics 

Demonstration 
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Analytics  
is simply a tool.   

 

It realizes its power when it 

is properly integrated in a 

company’s Web strategy. 

 



Look for movement caused by: 

• your on-line actions 

• your off-line actions 

• market conditions 

• competitors moves 

 

 

 



Questions 

 

 



One-on-One 

Coaching 


