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Before we get started…
Audio

• Select “Use Mic & Speakers” for VOIP or 
• “Use Telephone” to get the dial in number and access code

Questions
• Use the Question and Answer panel on the right

Additional Info
• This webinar is being recorded – it will be posted in our online resource  

center in 3 business days along with a PDF of the slides
• If you opted-in to Listrak’s mailing list, you’ll receive an email with a link  

to the information
• If you need support with GoToWebinar, call 1-888-259-8414
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LL Bean

Phoenix Contact

Agweb.com

Sire Advertising



Rebecca Lieb
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212 586 7635
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Why Search Matters
& 

How to Get Started

Rebecca Lieb



Why Does Search Matter?

#2 online activity (after e-mail)

everyone searches



Daily Search Usage
Pew - Aug. 2008



The Third Browser

Everyone uses search engines
More use them than any single browser

Search engines see Web sites 
differently than humans do.

Design for them, and you help humans 
using the “third browser” (search 
engines) to find you
Ignore them and miss out on visitors



Share Of U.S. Searches



Google Traffic By Industry



Getting Started
Organic - there are many ways to be listed

it’s not just being #1 on Google for a particular term
web search versus vertical search
free versus paid

Search Engine PR = influencing free listings
what you can and should do to improve 

Search Advertising = buying paid listings
overview on purchasing these

Search Marketing = PR + Advertising
get in front of someone who expresses an active desire



Search Providers

there are lots of search sites, but...

you don’t need to submit to all of them

four major providers cover 
virtually the entire market.



Google: Free Listings

Also called editorial, natural
or organic listings



Google: Paid Listings



Google: Local Listings



Google: Local Listings



Google: Local Free Listings



Google: Local Paid Listings



Who’s #1?



What To Do?

being #1 is changing and will 
continue to do so

vertical results begin to show up by 
default



What’s Vertical Search?
Why Use It?

horizontal spectrum of many interests = 
general web search

vertical search focuses database around a 
particular type of content and interest

Info…News…Health…Shopping…Music…Video…Cars



Start with the Basics: 
Web Search

focus on web search (free and paid) 
is a good starting point

so, let’s talk web search & free 
listings....



Search Engine PR

major search engines all have free listings
that come from “crawling” the web

search engine PR is about influencing these 
free listings

this is perfectly OK, like trying for good PR for 
your company, but…



Appropriate PR
While your efforts may help improve your
free listings, there are no guarantees

Go too far and no one will “listen” to you

Want guarantees? Buy an ad.

Search engines can and will list what they want

Don’t depend on free listings, but don’t ignore 
them, either. Do a mix.

As with any PR, know your message



What’s Your Message?

List top 10 phrases for your entire 
site
Each phrase is at least 2 words

“shoes” is part of “running shoes”

In a hurry? Go with your gut
Got time? Do research…



Research from Yahoo & Google



Search Terms Research Tools

WordTracker.com
Yahoo Keyword Selector Tool  
http://inventory.overture.com/d/searchinventory/suggestion/

Google AdWords Keyword Tool
https://adwords.google.com/select/KeywordToolExternal

Country-Specific Tools
http://www.dwoz.com/default.asp?Pr=123

Researching Keywords
http://searchenginewatch.com/_subscribers/more/article.php/2153331



Leverage Your Content

Can’t guess everything – but pages can
Have good content on different topics in HTML 
text. (Can you copy and paste it?)
Ideally, have a page or section with “real” 
content for each key term

Hits for “less important” terms add up
The Search Tail predates The Long Tail or
Consider your site as pyramid…



The Long Search Tail
http://blog.searchenginewatch.com/blog/050314-164653



Inceptor’s “Pyramid”



Crawlers: How They Work

They follow links and read the pages 
they find
Text of pages is stored in an “index”
When you search, they seek pages 
with matching text
Other factors involved in “ranking” 
those pages, which are…



Ranking Pages

Page content is critical
Title is important
Design issues have an impact
“Link analysis” plays an important 
role
Other “off-the-page” criteria may be 
considered, such as site age, 
clickthrough, the “neighborhood.”



Submitting To Crawlers

Crawlers should find some pages 
naturally
They’re especially likely to reach pages 
with many or important links pointing at 
them
Submitting may speed the listing process
and may increase representation
Free ‘Add URL’ links…



Major Crawler Add URL Pages
Google

http://www.google.com/addurl.html

Google Sitemaps
http://www.google.com/webmasters/sitemaps/

Yahoo
http://submit.search.yahoo.com/free/request

Windows Live Search (Bing) 
http://search.live.com/docs/submit.aspx

Ask
No free Add URL page – build links!



What to Submit?

Submit home page & key “section” pages
Turnaround is a few days to 2 months

Deep Submit?
Use Google Sitemaps, submit to Yahoo a file 
with your URLs

Microsoft says...don’t bother



Yahoo Slurp Crawler

Like Google, Yahoo has a crawler that 
may list your pages for free
Like all crawlers, it may not find and 
include everything, so...
Yahoo runs paid inclusion program 
that gets your listings mixed in with 
crawler listings.



What’s Paid Inclusion?

Guarantees pages will be mixed in with 
free listings and regularly revisited
Only Yahoo still offers for Web search
Flat CPC fee (i.e. someone clicks, you 
pay)
No guarantee pages will rank well for key 
terms (or so we’re told)

...so why bother versus paid placement?



The Paid Inclusion Lottery

Think Search Engine Lottery
The more listings you have, the more likely you may 
appear for a variety of different topics
Won’t be at top of page, but may make first page
Mixes you with free listings, a plus for reaching 
searchers who may bypass or ignore paid listings



More Paid Inclusion Reasons
List “crucial” pages not picked up for free
Solve time-sensitive issues (can’t wait for free) 
A solution to dynamic pages problem that may occur
Clickthrough reporting
For guaranteed “review” status that may help in ranking
Definitely consider this if you have a product database
No money? Don’t worry. Pages do still get in for free



Yahoo Search Submit
Search Submit Express

$49 for first page submitted
$29 for 2-10; $10 for 11 and beyond
$0.15 or $.0.30 per click fee

Search Submit Pro
Bulk feed listings
Pay negotiated cost per click
Need $2,500 monthly spend

More Info on Both
http://searchmarketing.yahoo.com/srchsb/



Ground Floor - Content
Look at each page on your site. What 
words do you think each is relevant for?
Look again - do you actually use these 
words?
Search your own site for these words. 
If you can't find them, search engines 
won't!
Text in graphics doesn't count, 
and don't think ALT text is enough



Patching Up Weak Content

You need pages that are rich in text
Be creative with HTML and font tags,
don't just reach for Photoshop
Human visitors may appreciate it, too.

"Expand" terms when appropriate
Say “running shoes,” not just “shoes”

Create new pages targeting 
particular terms



Title Tag: Your Secret Weapon

The title tag? Yes -- the <title></title> 
tag!
Every page should have a unique title
Title is built around target term for that 
page

A 2-3 word term
“The Nike Running Shoes Collection”

Keep it short, attractive, and enticing.
Remember, you want people interested

In a hurry? Take one minute and give it 
your best shot



What About Meta Tags?

Yahoo uses keyword tag
Ask unofficially
Beginners? Skip it

http://sewatch.com/webmasters/article.php/2167931

Description tag often supported, in the right 
circumstances. First the tag...



Meta Description Tag

Use it to describe pages your way, 
not the search engine's way

Sell your site, but don’t mislead
Incorporate the page's target term
200-250 characters in length, but more is OK

In a hurry? Just use the first paragraph of 
each page

Let’s take a closer look…



Meta Description Up Close
<head>
<title>How To Buy Running Shoes</title>
<meta name=“description” content=“Learn how to select the 
best pair of running shoes, plus purchase from top 
athletic footwear makers online!”>
<meta name=“keywords” content=“running shoes, athletic 
footware”> 
</head>

How To Buy Running Shoes
Learn how to select the best pair of running shoes, plus 
purchase from top athletic footwear makers online!



Meta Tag vs. Extracts
Dance Shoes: Showtime Dance Shoes and Dancewear
Ballroom dance shoes and Chrisanne Dancewear for the social or 
professional dancer. We carry Supadance, International and Freed...

--description for “shoes” and from meta description tag

Dance Shoes: Showtime Dance Shoes and Dancewear
... Showtime Dance Shoes was founded in Atlanta, Georgia over 30 
years ago. ... Flash Catalog. © 2000-2003 Showtime Dance Shoes all

--description for “showtime dance shoes” and from body copy



Google: ODP Description

Open Directory (covered later) may list your 
site
If so, both search engines might use your title 
or description as listed there
Don’t want that? Use the noodp meta tag
http://blog.searchenginewatch.com/blog/060713-131905



Overall?

Meta description provides some control
But it’s not guaranteed!
Also use noodp for Google, Yahoo, Windows 
Live to override the ODP

Put the most important terms you hope 
your page will do well for in a pleasing 
description - and hope for the best



Meta Tags & Blocking Spiders

Meta robots tag is for page specific blocking
Use this for pages you don’t want indexed:
<meta name=“robots” content=“noindex”>
No need to use for pages you do want indexed

Robots.txt file is best method
Both described at

http://www.robotstxt.org/wc/exclusion.html
Meta Revisit Tag?

Means nothing – don’t use it.



Design Issues

Search engines prefer big, dumb, ugly pages
This is not Nike! 

Design issues that can impact ranking 
(or just indexing) especially include

Splash pages, frames, dynamic delivery

Consider these issues when building a site. I 
don’t expect you to change everything just for 
search engines.



Who’s Tops For Shoes?

Zappos – 21% of all traffic for 
“shoes”

Top of 191 U.S. sites measured by 
Hitwise.com in Feb. 2006

Nike – 1% of all traffic for “shoes”
14th ranked for the term





Nike: What Google Sees



Nike: What Google Sees



Zappos: What Google Sees



Leveraging Links

Harder for Web site owners to manipulate 
links than their own pages
So link analysis a great advance in 
relevancy of crawler-based listings
Major component of Google, also used 
by nearly everyone else, to some degree
Get out there and link build!



Link Quality
It’s more than just numbers
Some sites are more important than 
others
Ergo, a few links from quality sites 
are better than hundreds of links from 
bad sites

These pages can transmit their importance to 
other

Context is also key…



Link Context

Text in or near the link may be 
examined in order to determine what 
the linked to page is relevant for

Huh? For example…



Context Examples

This is a great place to buy running shoes.

These are great places to buy running shoes:
• Nike
• Adidas
• Joe’s Shoe World

Miserable Failure



Link Building

How do you find important pages?
How do you get them to link to you?

HINT: IT HAS NOTHING TO DO WITH 
THE GOOGLE TOOLBAR AND PAGERANK! 

More later…



Use the Search Engines
Take your top terms list and search for 
pages!
Pages in the top results are pages you 
want links from

Search engines think they’re important
People will be visiting them

Are these good pages you want to be on 
INDEPENDENT OF SEARCH ENGINE CONCERNS?

Non-competitors are more likely to link
Two link building examples in a moment…



Requesting Links

Contact site, asking to be added

Include your own site title, description 
and URL, page you want to be listed on, 
and benefit to them and their visitors

Now for those examples…

Look at how they list; mimic it.

Message when you add them to your site

mailto:rebecca@econsultancy.com


Link Popularity / PageRank

Google score of page’s link 
popularity

http://toolbar.google.com easy way to 
see this



More On PageRank
Each link on a page gets a portion of that page’s overall 
score, so go for pages with only a few links?
Guestbook links don’t count?
Links in “less clicked” areas don’t count as much?
Links within your own Web site count less?
All above may be true, plus other complications…

Toolbar provides only estimates. Brand new pages, for 
instance, show a “PageRank”

Forget the PR meter. Focus on golden rules…



Golden Rules Of Link Building

Get links from Web pages read by 
the audience you want

Buy links if visitors who come 
solely from the link itself justify the 
cost

Link to sites because you want 
your visitors to know about them



The Nofollow Attribute
Some don’t want links on their pages to count 
toward search engine “credit”

Blog comment spam, guest book spam, forum spam

Nofollow attribute a way to say “don’t count 
this link”

<a href="http://www.site.com/page.html">
Visit My Page</a>
<a href="http://www.site.com/page.html" 
rel="nofollow">
Visit My Page</a>

If you swap or buy links, be aware of this
Fear linking to a “bad neighborhood”? Use it
Supported by Google, MSN & Yahoo



Directory Listings & Why Bother

Directories: humans group sites into 
categories
Yahoo Directory and Google Directory 
are the largest and most popular
Yahoo listings may cost money; Google’s 
are free
Directory listings may help crawlers see 
page as important to list free, maybe 
boost ranking



The Yahoo Directory http://dir.yahoo.com

Yahoo 
Directory only 
lists sites that 
have been 
reviewed and 
approved by 
Yahoo editors
Site organized 
into 
categories, 
each category 
a different 
page



Google Directory http://directory.google.com

Like Yahoo, sites organized by 
humans into categories
Editors are part of the Open 
Directory Project (dmoz.org)

ODP gives data to any who want it
Google biggest partner, but AOL also 
uses (and owns) ODP



Preparing To Submit

Select your top two or three search terms
running shoes, athletic shoes, hiking boots

Write 25-word factual description using these
YES: purchase athletic shoes, running shoes, 
hiking boots and other footwear plus try the cross 
country trail finder
NO: world’s LARGEST online shoe store with the 
best prices from the greatest brands!!!!

Go to desired category and use submit link...



Submitting Overview
Google Directory

Use “Submit a Site” link at bottom of category page
If you’re listed, get on with life

Yahoo Directory
Use “Suggest a Site” at top right of page
Pay $299 mandatory fee if you’re in a commercial 
area

Optional, one-time fee for non-commercial areas
What’s commercial? You’ll know from the submit form





Search Engine Advertising

Free crawler listings are PR. 
As with all PR, good coverage is not
guaranteed

Search engine ads do provide good coverage 
in the form of guaranteed paid placement

Can be a good way to plug “holes” in free coverage

Good companies run PR & ad campaigns in 
the real world and should in the search world



Paid Placement Listings

Buy your way to the top, generally 
on a cost-per-click basis (CPC)

Success can depend on your 
description, “landing” page, as well 
as quality of search network

Buy Google and Yahoo and you also 
buy a network of other sites



Yahoo Paid Placement

Yahoo Search Marketing ranks paid listings in order of 
highest bid for particular term
This “old school” ranking is going away on Yahoo



Google Paid Placement
AdWords appear on right-hand 
side of page at Google and 
sometimes above
Ads also distributed to others 
such as AOL and Ask Jeeves
Hard to know exact position of 
AdWords, since ranked CPC x 
clickthrough/quality score

Windows Live works the same



Paid Placement Providers
Yahoo Sponsored Search
http://searchmarketing.yahoo.com/srch/

Google AdWords
https://adwords.google.com/select/

Live Search (Bing)
http://advertising.msn.com/MSNKeyWords/default.aspx

Ask Sponsored Listings
http://sponsoredlistings.ask.com/

Miva Pay Per Click
http://miva.com/

Others at…
http://sewatch.com/links/article.php/2156291
http://www.payperclicksearchengines.com
http://www.payperclickanalyst.com



Quick Recap

We’ve covered Web search basics
Free listings
Paid listings

What about verticals?
Shopping
B2B
Local search

What about other search engines?
(what other search engines?)



Takeaways

Don’t ignore free listings and search engine PR. 
Small changes can reap big, free rewards!

But don’t rely only on free listings. They can… 
and do…and will change without notice

Explore the verticals!



Thanks!

Rebecca Lieb

rebecca@econsultancy.com

econsultancy.com

http://www.clickz.com/
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Use the Q&A feature 
to ask a question

Reminder – this session is being recorded and will be 
available for download in Listrak’s resource center on 
7/20
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Join us for our next webinar

Creating Triggers that Get 
Millions of People to Spread 
Your Ideas and Tell Your Stories
Special Guest – David Meerman Scott

Aug. 5 – 1:00 ET
https://www1.gotomeeting.com/register/743068632
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We’re here to help!

If you’re interested in learning how 
Listrak can help you achieve your email 
marketing goals, contact us today!

www.listrak.com/contact-expert.asp
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