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RPA
• Full-service agency – digital work since 1993
• Advertising on search engines since 1995 

Internal team for strategy & campaign management
Portfolio based search marketing analytics Efficient FrontierPortfolio-based search marketing analytics - Efficient Frontier

• Automotive, Retail, Travel and Finance clients
• Advisory board of top three providers• Advisory board of top three providers

Google Agency Council
Yahoo! Digital Advisory Council
Microsoft Search Agency Council



Why is Search 
Significant?Significant? 

Because 
Consumers RelyConsumers Rely 

on It



People Search – A Lot

#1 method for finding product & service information#1 method for finding product & service information
Around 16 billion searches per month in the US*
About 70 searches per user per month in US*p p

*comScore, July 2010
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Google Dominant (But Not Exclusive)
• Vast Majority of Internet 

users search on Google

• Yahoo still important

• Microsoft has gained 
ground with Bing

• But little loyalty among 
users
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Top Categories Searched

• Importance of search p
varies on the category

• Health and travel 
search both very bigsearch both very big 
businesses

• Sports – a different p
story

Source: Hitwise, Sep 07
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Searchers Now Use More Complex Keyword 
CombinationsCombinations



Why Marketers Value Search Marketing
• High quality conversions
• Reaches people throughout the decision-making p p g g

process
• Marketers can set the price and control their 

spend
Pay-per-click pricing; 
only pay when people 
click your listings

C idl d• Can rapidly respond 
to market conditions



Sponsored Search ListingsSponsored Search Listings

N t l/N t l/Natural/Natural/
Algorithmic Algorithmic 
Search Search 
ListingsListings



Two Major Types of Search Engine 
Marketing (SEM)Marketing (SEM) 

Description It’s Great 
Because…

…But It Has Its 
ChallengesBecause… Challenges

Search 
Engine 
Optimization

Design, build and code a website 
so search engines easily find 
content

Site referrals (clicks) 
from natural search 
results are free of 
charge

Competitive, hard to 
predict

Requires understanding Optimization 
(SEO) Generate popularity of the site by 

increasing quality inbound links

Listing displayed in the natural 
search results area

charge

Good long-term 
strategy – effects  
often last for years

of wide-ranging best 
practices 

Can require significant 
Web site coding, 
copywriting and design 
commitment

Paid Search  
(Pay-per-

Bid on placement in sponsored 
areas of search engine listings

Allows for best 
control of listing 

l t

Some keywords can be 
competitive; bidding wars 

lt i hi h t( ay pe
Click 
Search)

Select keyword phrases and set 
maximum bid amounts

Listing displayed in the sponsored 
results area

placement, copy

Control what you 
pay (and budget)

Requires little Web 

can result in high costs

Expertise and bid 
management tools are 
criticalq

site modification
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Both Paid Search and SEO Matter

11



Sponsored Listings = 
Commercial IntentCommercial Intent



Major Paid Search Networksj



Incredible Growth in First 10 Years



Search Marketing Still Booming



Cost per Click Trendingp g





Google Instant



Search & Social 



Mobile by the Numbersy

50% of web traffic will come through
mobile devices within 3 years

The year2011The year 
smartphones will 
surpass feature 

2011

phones in US
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500%500%
growth
in mobile search 
f 2008 t 2010

growth
from 2008 to 2010

21
© gv91Source: Google Internal Data
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Finance Searches on Mobile
Sprint Evo

Droid X

HTC 
Incredible

Android Nexus One

Moto Droid & Eris

Incredible

Blackberry Storm

iPhone 3GS

iPhone 3G

Android G1

Blackberry Storm

Palm Pre

iPhone

2010
Edge 3G 4G
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Edge 3G 4G

Source: Google Internal and Third Party



Mobile Search Spending Forecast



CASE STUDY
Honda Certified Used Cars

CASE STUDY



Setting the Stage – Slumping 2006 Sales
• Flat auto sales market, increased product and 

incentives reduced dealer profit on new vehicles
(Source: 2007 NADA Data, Economic Impact of America’s New-Car and New-Truck 

Dealers) 

• Certified Used became important to dealers as 
vehicles bought on 3-4 year leases had built up

An area of both dealer profit and consumer interest
• Honda lagged behind in certified used sales & 

needed a lift
Sales had dropped 5.9% from 2005 to 2006

First 8 months of % Change from First 8 months of 
2006 2005 2005

HONDA 125,349 -5.9% 133,180
GEN MKT 1,118,501 1.4% 1,102,674

Source: Automotive News Data Center



A Major Media Redistribution Was In Order

• For 2007, the limited TV-only advertising budget for Honda 
Certified Used was moved to targeted network radio and a 

t li hnew, custom online search program
Used network radio to gain cost-efficient reach and frequency to 
drive program awareness
Developed Honda Certified custom microsites as extensions ofDeveloped Honda Certified custom microsites as extensions of  
Google and Yahoo search engines to show local inventory and 
capture leads
Invested heavily in sponsored search, content-targeted adsInvested heavily in sponsored search, content targeted ads 
and behaviorally-targeted ads on Yahoo
Marketed to dealers and dealer networks to merchandise 
program and increase certifications







Vehicle Detail Pages Optimized for Response

• Tested layout and 
content of vehicle 
detail pagedetail page

• Carfax report
• Lead form, 1-800 call 

trackingtracking 
• Similar vehicles listed 

encouraged 
comparison shoppingcomparison shopping



Search Campaigns Highly Tailored
• Instead of one national campaign, we set up 40 

campaigns targeted to Honda’s top sales DMAs
Allows for adjusting bids to compete with local marketers 
(individual auto dealers, etc.)
Half a million keywordsy
Search ads customized to cities to increase relevance

• Keyword bids managed Wall Street-portfolio style
Optimized to maximize both leads & inventory searchesp y



Results

• Case study for media redistribution, potential effect on sales
1.2 billion impressions of search, content and behaviorally-y
targeted ads drove awareness
4.4 million inventory search results served on HCUC microsites
Sales increase of 13.9% (8% above target)Sales increase of 13.9% (8% above target)

– For first 8 months of 2007, nearly a 17,500 vehicle increase (hundreds of 
millions of dollars in sales)

Fi t 8 th % Ch Fi t 8 th % Ch Fi t 8 thFirst 8 months 
of 2007

% Change 
from 2006

First 8 months 
of 2006

% Change 
from 2005

First 8 months 
of 2005

HONDA 142,826 13.9% 125,349 -5.9% 133,180
GEN MKT 1,152,634 3.1% 1,118,501 1.4% 1,102,674

• Double-digit % increases in leads each successive year
New growth fueled by mobile shoppers

Source: Automotive News Data Center

• New growth fueled by mobile shoppers



OPPORTUNITIES FOR SMEI HAWAII 
MEMBERS



1st Decade – Creating the Ad System

Automated bidAutomated bid 
management 
tools

Search ad 
marketplaces

Keyword tools 
and targeting 
options

Geographic/
Local targeting

options

Local targeting
Ad creative 
best practices



2nd Decade – Allow Marketers to Sell

Relevance
Compelling offersCompelling offers

Convenience
Familiarity and confidence



General Opportunitiespp
• Practice good SEO - make sure your website 

content is visible to searcherscontent is visible to searchers
• Advertise with Google and Microsoft 
• Regularly test new offers (20% off? Free X?)• Regularly test new offers (20% off? Free X?)
• See campaigns through your customers’ eyes
1 Search on your target keywords1. Search on your target keywords
2. Do all your ads respond to searcher’s needs?
3. Do you stand out from competition by showing off3. Do you stand out from competition by showing off 

unique attributes (e.g., ‘sleeps 5’, ‘best view’, ratings)?
4. Do you show compelling offers?
5. Google Instant results as users type your top keywords



Continental US Searchers
• Match offers to keywords - and to landing 

pages Branson Inns Best Cruise to Mexico $149pages Branson Inns
Great properties like Angel Inn
Of Branson from $49. Sleeps 5+.
www.condosforless.com/Branson 

Best Cruise to Mexico - $149
Cruise to Mexico from San Diego.
3 nights from $149. Book today.
www.bestcruise.com/Mexico

• Geographic targeting: Are some areas of 
the continental US more profitable than 
others?

If so, segment your campaign, targeting most 
profitable areas with custom, specific ads
Different markets respond best to different types of 
messagingmessaging



Local Searchers
• Geographically target campaigns to local 

areas that you service Hardware Supplies Honoluluareas that you service pp
Large Selection of Hardware. Hinges
To Cabinet Knobs! Call 888-367-0667
IslandHomeHI.net/Hardware_Supplies
1622 Kanakanui St, Honolulu, HI

• Use Google Places, new Google Tags
• Participate in mobile paid search

Make sure mobile visitors have a good experience

• Understand the language your customers g g y
use to find what you are offering

Important for keyword targeting
Also to write compelling ads, selecting offers







Stay Currenty
• Advertising opportunities change regularly

N t ti th dNew targeting methods
New ad formats
Major investments in local & mobile search

• Good resources:
ClickZ Search Experts columns
MediaPost SearchMarketingDaily newsletter
Google AdWords blog 
SEMPO



Mahalo



APPENDIX
Search Engine Optimization (SEO)



How Search Engines Work
• Search engines run automated  

programs (aka “bots”, “spiders”) that 
crawl through billions of web pages, 
f ll i li k b t thfollowing links between those pages

• As pages are crawled, data is collected 
about what content each contains

• Bots return to search engine and add 
massive amounts of data to the index

S h i l d t• Search engines analyze on-page data  
(to associate keywords) and quality of  
“back links” pointing to each page (to 
gauge page popularity and authority)gauge page popularity and authority)

__________________________________

• Searchers use keywords to look for 
information – search engines match up g p
the keywords with indexed data and 
deliver the most relevant results



Users vs. Search Engine Botsg
• What a site visitor sees at 

a typical Flash-heavy site:
Vi it li k thVisitors can click the 
“Experience”, “Details” or 
“Build” links and get a lot of 
content about the Ford Flex

• What a bot sees:
Just image names (.jpg) for 
items in the Ford Vehicles e s e o d e c es
Web site footer and links to 
those pages
No links into the actual Ford 
Flex contentFlex content



Go It Alone or Get Help?p
SEO best practices not a secret, but this is a very 

specialized area
• Lots of great resources available online for free, 

but will take time and attention
• Agencies and consultants who specialize in SEO• Agencies and consultants who specialize in SEO

White hat SEO firms: Intrapromote, Marketleap, iProspect are 
among better firms
White hat consultants: http://www.sempo.org/servicesWhite hat consultants: http://www.sempo.org/services
Hiring an SEO firm: http://searchenginewatch.com/3633648
Black hat firms and consultants: companies which use methods 
to trick search engines to find content

– Warning: May get your website removed from Google’s index



Keyword Researchy
Understand which keyword searches are 
most important to your business

L W b t ki / l ti ftLeverage Web tracking/analytics software, 
learnings from paid search campaigns, competitor 
information

Use various tools to learn which keywords areUse various tools to learn which keywords are 
closely related to your top keywords

Google Keyword Tool, Keyword Discovery
B ild a target ke ord list and segment intoBuild a target keyword list and segment into 
categories

Determine which pages apply to each group 
of keywordsof keywords

Each page should be optimized to no more than 3-
4 related keyword phrases



Developing for Both Users & Bots
• Eliminate Flash Web site intros that redirect into site

Or only serve these to visitors identified as having Flash capabilities
Fl h W b t t h ld it di ti t HTML• Flash Web content should sit on distinct HTML pages

Make your Flash content visible to search engines as HTML 
• Restrict the use of frames 

Sh ld l b d f t t th t d ’t d t b b hShould only be used for content that doesn’t need to be seen by search 
engines

• Limit heavy reliance on Javascript for key site content 
(especially links)(especially links) 

• Avoid pages with duplicate content; search engines often 
use the wrong signals to determine which is the best 
pagep g

Can result in significant dilution of inbound link value
Use permanent redirects to point content across multiple domains to a 
single location (e.g. www.Website.com and Website.com)



Google Webmaster Guidelinesg
• Every Web developer needs to be familiar with 

themthem
http://www.google.com/support/webmasters/bin/answer.py?hl=en&answer=35769

• Covers how to get Web site content crawled 
correctly

• General guidelines on communicating to Google 
h t t t h l t twhat content on each page relates to

• Set up an XML Sitemaps feed and submit your 
Web page to Google Yahoo! MSNWeb page to Google, Yahoo!, MSN

An excellent way of getting your site consistently crawled and for reports 
that can help identify other SEO opportunities
XML Si M dXML-SiteMaps.com a good resource



Web Information Architecture
A straightforward URL structure helps searchers know 
your content is relevant to their search

Good URL format: www WebSite com/Product/Good URL format: www.WebSite.com/Product/
Bad URL format: 
www.WebSite.com/Folder1/Folder2/Content=ProductCode&Colo
r=1&Size=Ar=1&Size=A
Leverage keywords in URLs where possible/appropriate

Consistent user-focused site structure and navigation is 
also valued by search engines

Global navigation menu leveraging keyword-rich text links

Bread crumb navigation 
e g “Category > Product > Color”e.g., Category > Product > Color

Site map with keyword-rich text links to key pages



Link-Building
P l it d t t thi f W b th t li k t W bPopularity and trustworthiness of Web pages that link to your Web 
site has a major impact on your Web pages’ ability to rank for 
related searches

PageRank is Google’s scoring of your site’s general value/popularity
TrustRank is Google’s secret rating of a site’s trustworthiness in linking

Submit site to the major directories: Yahoo, Best of the Web, 
Business.com & DMOZ

Aside from these avoid paying for links; may get your siteAside from these, avoid paying for links; may get your site 
penalized by Google

Request links from sites within your industry
Business partners and sister companies 
Association and industry Web sites
Research who links to your competitor sites via Yahoo Site Explorer 
(siteexplorer.search.yahoo.com) and request the same for your site

Social media optimization (e.g., links from blogs, Digg)
Publish keyword-rich press releases linking to your site

Submit your press releases to services such as PR Leap
Links within your own site are critical (e.g. cross-linking)

L k d f d li ki t t h iblLeverage keyword-focused linking text where possible



Natural Search Listing Creativeg
• Create unique page titles and meta descriptions for each 

page on your Web sites
For less-important pages, use page copy to automate process

• Recognize character limits
Titles: 65 character max 
Descriptions: ~150 characters will be displayed (200-250 indexed)

• Leverage keywords relevant to each Web page
But don’t stuff them into titles and descriptions unnaturallyp y

• Write titles and descriptions to convince users to choose 
your listings

Leverage your site’s key benefits; “Official Site”, “outstanding selection”,Leverage your site s key benefits; Official Site , outstanding selection , 
etc.
Consider your competition and what their listings communicate
Why should people choose your listing over the other options?



SEO Tracking Resourcesg
Your Web analytics platform (e.g., WebTrends, Omniture, 
Google Analytics, etc.)

U d t d hi h k d t fUnderstand which keywords are your top referrers
See which keywords are underperforming and address them

Google WebMaster Tools (available if you have Google 
XML it )XML sitemaps)
Search Google for your site using the “info:” operator 
(e.g., info:www.apple.com):(e.g., info:www.apple.com):


