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Finding Yourself 
The Search Engine O verview  

 
M att, our Search Engine guru, has put together a quick bluffers guide that should help 
you get to grips with this fast changing m arket. 
  
Search Engines - not free but very affordab le 
 
Let's start with a basic m isapprehension - search engines are no longer free. O nce upon a 
tim e they were. But that was before the bubble burst and everyone got into m aking 
m oney from  the Internet. H owever, if you approach search engine advertising in the 
right way they are very affordable and deliver superb results. 
 
O ur advice is, that if you do not already have a search engine strategy, then now is the 
tim e to talk to us about how you can m axim ise the im pact of search engines for your 
business. 
 
So w hat's so sp ecial ab out search engines?  
 
H ere at RealityH ouse we love search engines - but why? Because they are a m arketing 
m anager's dream ; delivering an interested audience to your website who are ready to 
purchase or at the very least to contact you. 
 
W hen a m arketer considers O ff The Page or D irect M ail advertising they often taught to 
think around the 'A ID A ' concept - get A ttention, generate Interest, create D esire and 
stim ulate A ction. Both m oney and tim e are spent on conceptualising an idea to try and 
sell a product or service to what is hoped to be a relevant readership.  
 
Search engines on the other hand, m ake selling a product or service m uch m ore cost 
effective because the m ajority of the target m arket are often already at the 'D esire' stage 
when searching for a solution to their need(s). It doesn't take a genius to realise for 
exam ple, that advertising 'm anagem ent training courses' directly to som ebody 
searching for 'm anagem ent training courses' yields quite a high conversion rate. There 
aren't m any advertising m edium s that can provide a m arketer with a group of self-
defined prospects. 
 
So h ow  do you get your w eb  site to the top  of search engine results? 
 
A nd here's the interesting bit - how we can take your site to the top of the lists. Effective 
registration - Search Engine O ptim isation (SEO ) - is the starting point. Keyword 
sponsored links - Pay Per Click (PPC) - delivers greater targeting. W hile Return-on-
Investm ent (RO I) tracking enables you to m easure exactly how well your website is 
perform ing. 
 
Search engines such as G oogle and M SN  are now the prim ary tools by which Internet 
users find new products and services online. The problem  for m arketers, however, is that 
m ost web users are im patient and few searchers actually click past 3-4 pages of search 
engine results. U nless your site is near the top on the first page - you will receive few 
visits and convert even less into valuable custom ers. A  well-designed web site with good 
listings on search engines will see a dram atic increase in traffic and revenue. 
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Paid Placem ent 
 
Paid Placem ent is the search engine industry's solution to allow fast and m easurable 
delivery of prom otional adverts to web searchers. In essence it is about bidding upwards 
of 10 pence to place targeted and relevant adverts for your web site at the top of search 
engine results based upon target keywords.  
 
A dverts are usually text based and appear in a form at sim ilar to that of norm al search 
result listings - often they are labelled 'sponsored listings'. W hen a user clicks on one of 
your adverts you pay the bid am ount to the search engine provider, hence Paid 
Placem ent is also called 'pay per click' advertising (PPC).  
 
The two leading networks offering a Paid Placem ent service are G oogle A dwords and 
O verture. Between them  they cover all the m ajor search engine results of G oogle, A O L, 
A skjeeves, Yahoo!, M SN , Lycos, H otbot and A ltaVista. Keyword research, advert creation, 
bid m anagem ent and reporting are very tim e consum ing. It is often better to outsource 
Paid Placem ent cam paigns to a specialist search engine m arketing agency with 
experience of the m ost effective m ethods to achieve m axim um  sales conversion. 
 
W eb  O p tim isation 
 
W eb optim isation involves reviewing and m odifying a web site's physical content and 
architectural structure to im prove keyword positioning in relevant 'free' search results. 
Free (organic) search results usually form  the bulk of returned result listings, paid or 
sponsored listings from  Paid Placem ent usually appear above or to the side.  
 
There will always be som e people that have a m istrust of any paid for advertising and 
shy away from  clicking paid placem ent links that appear in their search results. W eb 
optim isation allows a web site to be found by these people at zero direct 'cost per click'. 
A lthough the initial costs of web optim isation are som ewhat higher than a pay per click 
cam paign the long-term  results are m ore cost effective as obtained positions generally 
rem ain in place for at least six to twelve m onths.  
 
A  web optim isation cam paign can never carry any guarantee of results by keyword; each 
search engine's own algorithm  determ ines the final relevance and position. A dditionally 
optim isation and resubm ission usually takes at least 2 m onths to take full effect on 
results. A  good search engine optim isation consultant will m ake no prom ises but be 
confident of his/her ability to achieve som e useful and popular top-ten search result 
listings within a two-m onth tim e fram e.  
 
M easuring Return on Investm ent 
 
W hen spending your m arketing budget on search engine advertising it is im portant to 
find a search engine m arketing agency who can offer som e form  of Return on 
Investm ent tracking (RO I). This usually takes the form  of som e JavaScript code that is 
placed upon your web pages and any contact / process confirm ation landing pages. RO I 
tracking will enable a search engine m arketing agency to generate reports showing 
which keywords have converted visitors into leads or custom ers and which have not, 
and at what cost; allowing them  to suggest and m ake im provem ents in the allocation of 
your advertising budget to m axim ise revenue. 
  
  
For m ore inform ation contact: M ike Fieldhouse 
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