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Digital & Social Media Marketing

Session 07: Search Engine Marketing 
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 AdWords
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Search Engine

 A web search engine is designed to search for 

information on the World Wide Web and FTP 

servers based on keywords. The search results are 

generally presented in a line of results often 

referred to as search engine results pages 

(SERPs).
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Search Engine Market Share
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How does it work?
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digital marketing strategy



Organic vs. Paid Search
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Organic

Paid

Product listing 
ads



Search Engine Marketing

 Search Engine Optimization (SEO) is the process of 

affecting the visibility of a website or a web page in a search 

engine's "natural" or un-paid ("organic") search results.

 Paid search is a type of contextual advertising where web 

site owners pay an advertising fee to have their web site 

search results shown in top placement on search engine 

result pages. It is sometimes referred to as CPC (cost-per-

click) or PPC (pay-per-click) marketing, because most 

search ads are sold on a CPC / PPC basis.
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Click Through Rate on Organic Results
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Who are more likely to use Bing, men or women?
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Keywords

 Keywords are the words and phrases that 

searchers type into the text box in a search engine 

to find resources.
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Choose the “Best”

Words/Phrases to Target

Depending on how many 
competitors are (and who 
they are, how strong they 
are ) using the same 
keywords in their website

Depending on how many 

people search

exactly that term monthly

Depending on relevance



Keywords Demand Curve
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A long tail keyword phrase is a phrase of any length that gets a small amount 
of search traffic. However, combined search volumes from long tail keywords 

may outweigh those of the top ten keywords. 



Keywords Demand & Competition
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Keywords Research: Interview

 Interviewing the people closest to you and your 

company is one of the most affordable and 

accurate tools of keyword research.

 clients>employee>family & friends > suppliers

 Questions you can ask: 

 What ten terms or keywords do you associate most 

with my business as a whole, and my specific products 

and services.

 What terms come to mind when you think of my 

business as a whole

 Why did you choose to work with or buy from my 

company over my competitors? 
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Competitive Keyword Research

Restrict query
to competitor’s

domain



Keywords Research: Tools

 Google AdWords keywords planner 

 Spyfu http://www.spyfu.com

 Soovle (free) http://soovle.com
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http://www.spyfu.com/
http://soovle.com/
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SEO is a reverse engineering

 Factors (2016)

 Unique, quality content

 “Freshness”

 Keywords in URL, title, anchor text links, and content. 

 Reputable back links

 Authority & trust (domain, outgoing links, reviews)

 Mobile friendly

 Social Media

 User experience

 Free from technical errors

 Location markers

18



Image Alt Attributes

Good keyword 

usage in the alt tag

1. Choose a logic name that reinforce the keywords
2. Make sure that text nearby the image is relevant to that image



Search Friendly URLs

www.nationalgeographic.com/animals/african-elephants

Single domain
Shallow folder structure

with relevant words
Keywords in page name,

separated by hyphen

Xyz3.nationalgeographic.com/a/?q=31z&mg=vv7z&sd=8

Unnecessary

Subdomain Dynamic URLs don’t perform as well 

as static and engines recommend 

against more than two parameters

No keywords in the URL string



Fixing Broken Links & 404s

404 Page and Sitemaps

Sitemaps

Using free tools: 
http://www.xml-sitemaps.com/



Content Strategy

 Create exclusive, unique, useful, and interesting 

content

 Place target phrases toward the front of sentences & 

paragraphs

 Embed links with-in your content to relevant pages to 

establishes relevancy for spiders & users.

 Avoid presenting your content in certain dynamic 

methods (i.e., Flash, JavaScript, and so on. )

 Although it is the best practice to achieve around 3-5% 

keyword density, there really is no magic target density, 

since it varies from time to time and from phrase to 

phrase.
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Example: Content with Keywords
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Google AdWords
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Search Network

Display Network
CPC            CPM



Quality Score
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• Historical click-through rate (CTR) of the 
keyword and matched ad

• A display URL's past CTR
• The overall CTR of all the ads and 

keywords for an account.

• How relevant, transparent, and easy-to-navigate a 
land page is.

• How relevant a keyword is to 
the advert.

• How relevant a keyword is to 
what a customer searches for



Second Price Auction
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Keyword Targeting

 On the Search Network, AdWords will use your 

keywords – words or phrases that are relevant to 

your product or service – to show your ads to 

people searching for similar terms

 On the Display network, when your keyword 

matches a webpage’s concept or its central theme, 

your ad is eligible to show on that webpage 

(automatic placement)

 Search only, Search with display, Display only.

 It might be better to create different campaigns for search 

ads and display ads.
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Keywords Match Types
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Close variations include misspellings, singular and plural forms, acronyms, 
stemmings (such as floor and flooring), abbreviations, and accents.



Examples
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Match Types Keyword Ad may show on 

search for

Ads won’t show on 

searches for

Broad match 

modifier

+women’s +hats women’s hats

buy women’s hats

hats for women

helmets for women

women’s visors

Phrases match 

keyword

“women’s hats” women’s hats

buy women’s hats

women’s hats

woman’s hats

girls hats

womens baseball hats

Exact match 

keyword

[women’s hats] women’s hats

woman’s hats

buy women’s hats

women’s hats on sale



Negative Keywords
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you're an optometrist who sells glasses. You'd want to prevent your ad 
from showing to someone searching for or visiting webpages that 
contain terms like "wine glasses" and "drinking glasses."



AdWords Account Structure
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