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IntroductionIntroduction

Why are High Search Engine Results So 
Important?
– Grow Sales Leads

– Increase Visibility

– Brand Recognition & Awareness

– Establishing Your Company as an Industry 
Leader



  

Paid vs. Organic Search ResultsPaid vs. Organic Search Results



  

Paid vs. Organic SearchPaid vs. Organic Search

Why Paid?
Rank for competitive 
keywords

More Targeted

Easier to achieve high 
rankings

Why Organic?
Cost-effective

Higher ROI

But, more difficult and 
time consuming



  

Search Engine Marketing (SEM) -  Search Engine Marketing (SEM) -  
The BasicsThe Basics

Content

Inbound Links

Code



  

Who's the 
Expert Here?



  

Target Audience AnalysisTarget Audience Analysis

Know Your Users/Audience!Know Your Users/Audience!
Who are they?

Why are they there?

What are they looking for?

Who else?

How will they find you?



  

Who Are They?Who Are They?

Marketing Executives

Business Owners

Potential Employees



  

How Will They Search For You?How Will They Search For You?

“web design partner denver”

“web designers denver”

“web design jobs denver”

“web development agency colorado”

“website design companies denver”

“programmer employment colorado”



  

Why are Users There?Why are Users There?

Job Applications

Contact Info
Project Portfolio

To Fulfill Their Needs!

What are They Looking For?What are They Looking For?

Expertise
Thought Leadership
Project Portfolio



  

Who's Looking Where? Who's Looking Where? 
User-Centric DesignUser-Centric Design

Users must be able to find desired infoUsers must be able to find desired info
““30 Second Rule” - Becoming 5 Seconds30 Second Rule” - Becoming 5 Seconds



  

Finding Your Users/AudienceFinding Your Users/Audience

Now that you've created an audience 
profile, what's next?

Go where your audience is!

Search for social networks, blogs, or 
any other place where your users are 
likely to spend time online



  

Audience Case StudyAudience Case Study

Volunteers?Volunteers?



  

Choosing Your Keywords – Choosing Your Keywords – 
Do Your Homework!Do Your Homework!

Define Audiences

Research Keyword Popularity

Identify Permutations, Misspellings, 
Overlapping Terms, “Layman's Terms”

Competitiveness:
– How much content? How many links?

– What kind of code? Right click “View Source”

–



  

Identifying KeywordsIdentifying Keywords

Don't forget to identify and target 
related keywords
– “Denver Web Design” & “Web Design 

Companies Denver” 

Use “layman's terms” instead of industry lingo

Flooring company: targeted “floor coverings,” not “carpets”Flooring company: targeted “floor coverings,” not “carpets”

Paper company: targeted “bathroom tissue” not “toilet paper”Paper company: targeted “bathroom tissue” not “toilet paper”



  

Test to Determine Best Test to Determine Best 
Keywords/PhrasesKeywords/Phrases

Oftentimes, those 
keywords you thought 
would be most searched 
for are not

Research & testing 
reveals these instances

Example: search term 
“denver catering” has 
only 5 searches

“catering denver,” on the 
other hand, has 43



  

Identifying Targeted KeywordsIdentifying Targeted Keywords

In the case of Fusionbox:

“Denver Web Site Design” vs. “Denver Website 
Design” vs. “Web Site Design Denver”

Choose those keywords/phrases that are most 
accessible

Ask Yourself:

– Where can I compete? What is too competitive?



  

Target Interrelated KeywordsTarget Interrelated Keywords



  

Content and KeywordsContent and Keywords

The more, the better

Quality content

– Is it relevant?

– Is it good for users?

Needs to be scannable for readers - main points 
first followed by details

Write in your keywords

Don't over-optimize



  

Inbound LinksInbound Links

Why they matter

Abundant free tools (see resource 
handout)
– Press Releases

– Articles

– Social Media
● MySpace, Blogs, Directories, etc.

http://seo.fusionbox.com/service/social-media-marketing/


  

Inbound LinksInbound Links

Quality of links is paramount

Links need to be relevant

Link your keywords

From sites with related content

Stay away from link exchanges

Is it 
good for 

the 
user?



  

Linking Case StudyLinking Case Study

Consider The Golf Channel 
www.thegolfchannel.com

Website content is far beyond just TV lineup

Incoming links from vendors offering wide 
range of golf products/services

Apparel, clubs, travel, even carts and GPS

These are relevant links based around 
keywords and content

http://www.thegolfchannel.com/


  

Linking Case Study - Linking Case Study - 
www.thegolfchannel.comwww.thegolfchannel.com

Besides product links, The Golf 
Channel's site has incoming links 
from other golf-related resources:

Links from golf camps, lessons, 
stroke mechanics, game rules, even 
history

Handicap Assessments

Tournament calendars

Player Stats & Bios

Google's Link tool (see resources) 
reveals The Golf Channel has 2800 
incoming links – Search for: 
(link:thegolfchannel.com)



  

Coding for SEM 101Coding for SEM 101

The only line of code you'll ever need to know:

<a href=“http://fusionbox.com”>Denver Web Design</a>

Fusionbox is a Denver Web Design Company

Link Created By CodeLink Created By Code

http://fusionbox.com/
http://www.fusionbox.com/


  

SEO Case StudySEO Case Study – Exito Travel – Exito Travel
Results:Results:

Top position for targeted keyphrases

32% increase in organic position

50% more traffic

36% more leads

http://seo.fusionbox.com/success-story/


  

Case Study – Exito Travel Site CodeCase Study – Exito Travel Site Code

● Modifications to improve 
  coding structure 
● New code total lines = 430
● Old code total lines = 1300
● Same code, less bloated
● Allows for easier indexing by
  search engine “spiders”



  

Case Study – Exito Travel SiteCase Study – Exito Travel Site



  

Case Study – Exito Travel SiteCase Study – Exito Travel Site



  

Search Engine Success StoriesSearch Engine Success Stories

Our leads tripled after achieving high organic rankings

Time-tested strategies and methods allowed us to: 

Bring QualMark from page 20 to page 1 in organic 
search results

Take Exito from page 5 to page 1 (organic)

Take Maytag Mountain Ranch from page 1000 to 
page 1 (organic)

http://seo.fusionbox.com/success-story/


  

ConclusionConclusion

Future of online marketing: USER 

What it takes to achieve top position
– Content

– Inbound Links

– Code

– Time

http://seo.fusionbox.com/service/usability-consulting/


  

Fusionbox SEM Strategic ProcessFusionbox SEM Strategic Process::  
Design, Build, Measure, RefineDesign, Build, Measure, Refine

http://seo.fusionbox.com/service/search-engine-marketing/


  

Design, Build, Measure, RefineDesign, Build, Measure, Refine
SEM is like any other 
marketing initiative

Remember to define 
performance metrics

Measure ROI and success

– Are leads growing?

– Is your web traffic 
increasing?

– Is your organic rank 
rising?

– Define Success 

http://seo.fusionbox.com/service/roi-tracking/

