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Growing Your Business on the Web
  [Silence 00:01 to 00:14]
Mike Trueblood:  And before the meeting today we talked about where his heart is and all about mentoring, sharing, teaching and so we are blessed to have Steven Mihaylo [name spelling 00:25] as the general manager of this meeting. Steve. [applause 00:27 to 00:29]
Steven Mihaylo:  Good Morning, and thank you for having me. What I'd like to share with you is a little bit about what we do and how I came to this business. As you may or may not know, I founded a company right out of college. It would be considered a family business if my kids had gotten involved, but they decided that dad worked too hard, I think. But, let me say this and I spoke to Mike this morning and he was asking me the importance of small businesses. And I said, "Small businesses, in my opinion, family businesses are the engine of our economy. It's what actually drives the economy. It's what creates new jobs." And I am so happy to be here and part of this organization, part of Cal State Fullerton.
So that you understand what I look for, in my original business it was all about building things and helping people. Help our employees, our customers, our vendors, and all of our partners. I've since refined my thinking about business. And it has to do with the current economic situation that we're in.
As you know, we've come through a very tough recession and a lot of people would say that we are still in a recession. If we're out of the recession, it's probably going to be a jobless recovery, which is not good. And I encourage all of you to do whatever it takes to expand your businesses and to hire people so that we can come out of this.
And one of the key factors in my opinion is social responsibility when you'rerunning a business. And that's what really attracted me to this business. And we have two divisions. The actual name of the company is Imergent. [name spelling 02:26] .
Our divisions are Storesonline which is to help individuals become entrepreneurs and our Crescendo division is for existing businesses. We show them how to leverage their presence on the web. Now I am sure everybody in this room, every one of you, I would assume has a website. Can I see a show of hands so I ...?
OK, that's everyone. Now, this is very important, how many of you are getting any kind of e‑commerce or business either in the form of lead generation or especially actual sales off of the web? Couple hands went up, but not all of you. And that's what we're going to talk to you about this morning.
But getting back to social responsibility, unless you're doing social good in your businesses, somebody else is going to take over that responsibility and as we know, it's usually the government. We're also going to talk about ways that we're trying to change that dynamic by doing social good and we're going to show you some ways that you can do it in your business.
Two of the things that we're doing for social good is we're showing business customers how they can get more business off of the web and hire more people. So that, of course, is doing social good.
At this time, I'd like to turn this over to Clint Sanderson, the president of both of our divisions and the president of our company. He's been with the company eight years. He is a marketing genius. And he will introduce our presenter. Thank you very much.
[applause 04:07 to 04:12]
Clint Sanderson:  Thank you, Steve, and Mike, thank you and the Family Council for having us here today. We are excited to be here. And it is my privilege to be able to work with Steve Mihaylo [name spelling 04:23] . I told him a week or two ago that I feel like I won The Apprentice, you know with Donald Trump, because I get to work with Steve and I have learned so much. It has really been a privilege and an honor to be able to work with him. He has taught all of us in our business a lot.
Now, I want to start, and this mike isn't working, but can everyone hear me? OK.
So I want to just start with this. One of my favorite movies, back in the '80's, a Kevin Costner movie, and an Iowa farmer, that was Kevin Costner's character, he mows down his only income producing asset, a cornfield, and he builds a baseball diamond in place of it. Everyone thinks he's crazy. And why did he do that? Why did he mow down his cornfield and build a baseball diamond?
Audience Member:  He had a passion for the Chicago White Sox.
Clint Sanderson:  OK, passion for the White Sox and Shoeless Joe Jackson, right. What else?
Audience Member:  He felt compelled to do it.
Clint Sanderson:  OK, why?
Audience Member:  [Inaudible 05:27]
Clint Sanderson:  Social responsibility. He had a Dream. Yeah, all, please, sir?
Audience Member:  If you build it, they will come.
Clint Sanderson:  If you build it, they will come. Thank you. If you build it, they will come. He was hearing voices, right? If you build it, they will come. If any of you here today are hearing voices, let us know, and we'll help you out. [laughter] No, he was hearing voices, "if you build it, they will come". And so he built it. And at the end of the movie it's, where it brings you the goose bumps, right, it's the nighttime and you see cars and headlights lined up for miles because they were coming. And why did they come? People came from miles. Why did they come?
Audience Member:  All the greats in baseball were there.
Clint Sanderson:  OK. They were hearing voices, weren't they, too? All these people, other ...
Audience Member:  It gave them a dream.
Clint Sanderson:  It gave them a dream. Yeah. I'll cut right to the chase. The reason those people came: It was in the script. It's a movie. [laughter] That's the only reason they came. [laughter] If you do that, they're not coming. I share that example because it illustrates very well what we at Crescendo do as a business. And in business, so many businesses and business owners that we talk to and work with, they've made a substantial investment in a web presence, in a website. They've hired graphic designers and they've got a beautiful site.
Some, tens of thousands of dollars in investment in a web presence or a website. And no visitors. If you build it, they will come. On the Internet, that's been a very common theme with businesses ‑‑ if you build it, they will come. If you build a website, regardless of how much you invest in that web site, if you don't bring them, they are not coming. No one is going to come. It's all about promotion. You have to find visitors and get them to come to your website.
And at Crescendo, that's what we do. We basically specialize in content management systems so a business can actually use our system to build and maintain their own website. But most importantly, we provide the tools and services to bring traffic to that site and then convert that traffic into a paying customer or into a lead for your business.
So when I, as I'm working with businesses, and have spoken to so many, one of the questions I ask, "Is your website a profit center for your business, or is your website just an expense?"
And most businesses say, "No, it's just something, we just pay every month, because we have to pay it. Have a website, right? We're a business." Well, that's, that's really tragic. And another question that I ask as a follow‑up to so many business owners is, "Why aren't you doing anything right now online?"
And the number one reason right now is lack of understanding. When you look online right now and you look at all the acronyms, we've got to do SEO, SEM, PPC, there's SMO, CRO, and dah dah dah dah dah, right? What does all this mean? And it's difficult to invest advertising dollars in something you don't completely understand. So that's our objective today.
Today's presentation is very basic and our objective here is to give you a foundation of context for what it really takes to be successful online and hopefully some context as to what all these different tools and acronyms mean. How can we drive traffic to a site and how can we convert it? And that's why we're here today and we'll also be available afterwards for any questions or any other service we can be to you today.
So, with that I want to introduce the trainer. His name is, it's Matt Davis. And he is an employee of our company and he has been training for us all over the world. We've taught businesses, entrepreneurs, small businesses all over the world how to drive traffic to a website, etc.
Matt, his background also, he has been involved in several of his own business ventures, including movies. He has produced how many movies? 10? Ten movies and starred in several of those movies. Now, I'm sure as you look at him and his appearance it's difficult to believe he could actually be an actor.
He's kind of a homely guy. But, no. But he has a diverse background. And so today, with the three of us, with me, with Mr. Mihaylo, and with Matt, we are here as a resource to you. And we all, the three of us have a very diverse background. So we are here to help you and to make these next two hours time very well spent. So with that, will you please give a very warm welcome to Matt Davis.
[applause 09:44 to 09:45]
Matt Davis:  To begin with, thank you for the warm welcome. And it's a, it's my pleasure to be here, today. We've got a lot to cover and really not a whole lot of time. Because when you really start talking about web marketing and really how to do business on the Internet, when he asked, when Mr. Mihaylo asked if anybody's actually having success with their website. So, to begin with, I'd like to start with the kind of the benefits about, of why the Internet. And these are really quite obvious. We know that the Internet is certainly here to stay. If I could point out one specific thing right here, the flexibility of doing business wherever you want to. But I want to go ahead and come down here. If you, can sell almost anything on the Internet. I would like to make sure this is an open forum, so if you have questions, please ask them.
But I am going to be asking you questions along the way. On that piece right there, what is the most important word you see there? You can sell what?
Audience Member:  Almost anything.
Matt Davis:  Almost anything. And the fastest growing industry ever, I want you to take a look at this growth chart of the last five and a half to six years published by Forrester Research. And I want you to ask yourself, what other charts in today's economy look like that these days? Are there any?
Audience Member:  Smart phones.
Matt Davis:  Smart phones.
Audience Member:  Unemployment rate.
Matt Davis:  Unemployment rate. OK. [laughter] Government spending. So here's the problem. When people want to do research, they go to Google and they start typing in ideas. Well, the trouble is, you type in your idea and Google is going to show everyone else that's selling it. What I want to do is get access to the other side of the database. I want to know how many people are looking for that item or that idea or that service. Even on a local level, as well. And we'll talk about how to identify local traffic. So it's not just e‑commerce, we are going to talk about lead generation here today as well. But we want to get a snapshot on how people are looking for what we want to actually sell to them. In fact, the exact keywords they want to use in search engines and they are using in search engines, so.
So that's exciting. However, I want to make sure we understand the reality of the Internet today. So I want to, if you do have, in fact I've already supplied you with the notes, but I want you to write down a few things on this next slide along with the slide we've already provided you. OK?
This is the biggest problem on the Internet, which goes along with what Clint was talking about about the Kevin Costner "Field of Dreams" mentality, if you build it, they will not come. People can't find your web site and that is the single largest problem on the Internet.
And there really are three contributing factors as to why. All right? Number one, most people have not even a website or they have a very poor web presence to begin with. All right? They had a programmer build them a site, they don't even, and let me just share something with you. Most websites cannot even be marketed properly with search engines.
They lack certain things that search engines look for that aren't even seen to the public on the body or the general front of the website that exist within the code of the website behind the scenes. So we'll talk about those pieces, as well.
Number two, there is no marketing even going on. They may have a website, but they are treating it more like an online brochure. So adding your web address to your brochure or your business card is not necessarily Internet marketing.
And I'm going to be talking more about search engines, for example. That is the primary way people go online and actually find products and services to buy. And how many of you actually in this room actually have good search engine ranking right now with your websites? May I kind of get a poll right now? Just one of you? OK, let me start earlier and don't be bashful on this, everyone knows what a search engine is, is that correct?
OK. We also know and are aware of the fact that if you go out and type in watches on Google, you are going to find probably 10 or 20 million companies that want to sell you a watch, is that right? Nobody is going to look through that many results. Most people stick to the first page of results. Is that correct? They might go to the second page. But if I could stop you right there, most people don't.
So one of our goals should be then, get our web site listed where? On the first page. If not right at the, what, folks? Top. Now, let's understand something about that. Getting your website list at the top spot in Google. And if I might add, that is the most valuable piece of real estate on the planet as far as the Internet is concerned.
The top spot in Google and at the same time beating 10 or 20 million other companies that want to be there as well. Is that necessarily easy to do?
Audience Member:  No.
Matt Davis:  If you know how to do it, it actually is and we're going to talk about how to do that here today. OK.
Audience Member:  [Inaudible 13:59]
Matt Davis:  [laughter] But before we actually get into that, I do want you to understand the proper terminology, all right. And the process of getting your web site to the top of search engines is one of those acronyms that Clint was talking about. It's called SEO. Now what does SEO stand for?
Audience Members:  Search engine optimization.
Matt Davis:  Search Engine Optimization. Getting your website to perform at its optimum level with search engines, all right. In other words, it goes to the top. So, people really don't know how to do that is the biggest problem with search engines. They know how to use them, they don't know how to actually market with them properly. And we'll talk about that here today, as well, all right?
The third contributing factor is, there's not a whole lot of support out there. A lot of companies can get you a website built and they'll charge you X amount, sometimes tens, if not ten, twenty thousand, sometimes hundreds of thousands of dollars, for their web presence.
But, after they've laid a website in your lap, a lot of them will move on to the next project. So, if we all have a program and a builder working on our site, once they are done with our site, they are moving on the next one. Is there anything wrong with that, by the way? Not necessarily. It's what you hired them to do, is to build you a website. But, it's still, inadvertently, one of the contributing factors to the big problems up top.
And I'd like to prove this a little bit more with your opinion. And then, we'll move on. I'd like to see, by a show of hands, how many of you agree with me that there are literally, millions of websites out there, that have never been seen by anybody? Can we agree on that point right there? OK. Can we safely conclude that having a website is only half the battle? But knowing how to market that website and bring traffic to that website is the other side of it. OK?
So, that is a lot of what we are going to be talking about today. These are the four ingredients of having a successful website. All right. Yes, please. What it is he's referring to. And first of all, the question, I will repeat it for the audio here. The frustration, I hear you saying is, once you are at the top, does that mean you stay at the top? Not necessarily. Search engines change, which is one of the most frustrating parts.
"So what is that secret sauce of Google, I guess, that eludes most people?" is really the question at hand. And we're going to talk about that today here as well. What Google actually counts as most important, when you are ranking on search engines. And we'll talk about that as well.
Staying up to date with what Google and Yahoo and everyone is doing, that is an important piece, as well. So, we'll talk about that also. All right? Good. Now, obviously, we are not going to talk a whole lot about having a product or a service online. We would assume that's a given. You have to offer a product, offer it for a fair price, in a timely manner. And that's just business. I'd like you all to become very familiar with the term "conversion rate". Now, let's talk about what that even means. What is conversion rate? Yes please.
Audience Member:  [Inaudible 16:36 to 16:41]
Matt Davis:  Good. You actually have them take some sort of action, which is the entire intent of your website. Either leave you their lead, OK, their information, or actually make in fact, a transaction. Does anybody want to take a wild guess as to what the average conversion rate across the web is these days are with an e‑commerce related web site, meaning you're actually selling a tangible product online? Anybody want to take a wild stab at that?
Audience Members:  [Inaudible 17:02] .
Matt Davis:  The average conversion rate on the Internet is actually 2%.
Audience Member:  [Inaudible 17:12]
Matt Davis:  Two percent, OK? However, the difference here between direct mail and web, is obviously the mass expense up front with direct mail, as opposed to web advertising. So on an e‑commerce related website, the average conversion rate is 2%. That's not necessarily bad news. That's actually great. In fact, if you are kicking a good 2% conversion rate on a direct mail piece, that's printing money right there. However, the problem with the Internet is not necessarily the conversion rate. It's, however, most people don't get enough traffic to really even make that a viable, steady part of their business. OK. So it's not necessarily the conversion rate, it's the fact that not enough people are seeing your website to really make that important.
All right. Now. On a lead generation website, like a worldwide lead generation website? It would be three to 5%. And local leads, it's anywhere from five to 10%. How many of you are actually surprised by those numbers right there? May I see your hands real quick?A few of you are.
So I guess that I would ask that you simply pose this question to yourself. If you did have an increase of three to five, or, I'm sorry, three to 10% on lead generation, right there, what would that do for your business? That's an important factor right there that should not be ignored. Especially with how much of the Internet is becoming so much a part of our business world. OK?
So today I want to actually focus on, a little bit, with just, how do you really start driving traffic? And these are really the four marketing strategies that we are going to spend a little bit of time on. We are going to spend most of our time today talking about SEO, which is search engine optimization, link building. Because these two are directly related to each other. Most people don't know that.
All right. And we'll spend a little bit of time on SEM. Does anybody know what SEM stands for?
Audience Member:  Search engine marketing.
Matt Davis:  Search engine marketing. Some people think, well, that's obvious, you're marketing on the web. But to Google, this is basically a free way of doing it. This is the paid way of doing it. Just to draw the difference right there, OK? Now, we could spend a lot of time, this is, these are very e‑commerce specific type of ways, of getting more traffic and more business in the front door. We all know about the eBays of the world, and the Overstock.coms and the Buy.com. Plenty of ways to bring more traffic and more business through the front door in an e‑commerce scenario. However, what I want to do today, is not necessarily focus on e‑commerce. I do want to spend time focusing on both. All right? Not only just e‑commerce, but also lead generation. OK?
So let's really just begin with SEO, search engine optimization. Again, this is the free way of doing it, and this is the paid way of doing it. All right? So as we come back to Google here for a moment, I'd like to give you a few examples. And a lot of times these examples are a little bit, they catch people off guard, I guess is the best way to put it. All right?
I actually have a business associate of mine that sells map books on the Internet and she actually does quite well. But, she obviously wants to be found when somebody goes to Google and types in "map books"'. But folks, does she also want to be at the top when people type in other keyword terms? What do you think? For example, like "maps"?
Now let me just take a poll. How many would agree that she wants to be at the top when people type in the word "maps" if she's selling map books? Now, that right there, is incorrect. She does not want to be at the top under the word "maps". And there's a major reason why.
And I'd like to just pose that question out to you. Why would she not want to be at the top under "maps"? She has a website that sells map books. Why would she not want to be at the top under "maps"'?
Audience Member:  [Inaudible 20:35]
Matt Davis:  OK. You're kind of all hitting around the same point now. So, the question is, is why does she not want to be at the top under "maps"? Let's put someone in the driver's seat. Somebody goes to Google and types in the word "maps". Browsers search generally, buyers search, what?
Audience Members:  Specifically.
Matt Davis:  Specifically. That's exactly right. Browsers search generally, buyers search specifically. Does that ring true? All right. Now, let's change the example. I'm going to go ahead and do that up on the screen, as well. There's "maps". Now, let's start typing "jewelry". What are they looking, are they most likely browsing or buying?
Audience Members:  Browsing.
Matt Davis:  I would say browsing. I would say they're probably bored at work if they're typing in "jewelry"on Google. They are going to waste a whole lot of time. What kind of jewelry? Men's or women's jewelry, gold, silver, platinum, diamonds, earrings, necklace, bracelet? Who knows? All right? So if somebody goes and types in "sterling silver jewelry" that represents much more of an intent to find something specific, which represents more of an intent to what? Buy, that's the idea. OK? So what I want to go ahead and focus on, is not just necessarily selling jewelry around the Internet. This may be because I actually live in Utah, I actually use this as an example, "Utah jewelers". I'd like to share with you an example of somebody that is actually one of our clients. One of Crescendo's clients, that always pulls up at the top of search engines. In fact, I'll show you their results here in just a second.
But, this is "Goldsmith Jewelers" located at Goldsmith Jewelers.com. It's a simple looking web site. And it actually does a great job. It's marketed extremely well. Not just to a worldwide audience. They actually market more on a local audience. Now what's the difference in the two keywords? Obviously, "jewelry" and "local jewelers", I'm going to actually focus on "local jewelry" as well. Or "Utah jewelry", is what I'm actually referring to. They are all about foot traffic. They actually have retail outlet stores there in Utah. They've got plenty of them, and they do very, very well. And now, their web presence is actually helping them to do that much better.
All right. So let me go ahead and show you the results. And this is the tool that we're going to go live a little bit later on and show you. And you can actually find this at Google. Once you begin to type in, I will show you how this works. I'm not tall enough on that. Let me back up here a little bit. I'm just going to go ahead and point right there. Right there. All right.
Now, "Provo jeweler", "Utah jeweler", "Utah jewelry stores". OK, these are the keyword phrases that we just typed in. These are some of the ideas that we think might be applicable to our customers. Google will then go ahead and take those ideas and begin to show you how many people are in fact looking on a global basis, as well as a local basis, in the last thirty days. That's an important number to remember right there.
So, we've actually, as I've scrolled up and down and just counted them up, we've actually found about 5,900 searches per month that people are actually searching for in the Utah market. Now folks, if you just converted a fraction of those, obviously that would make a big difference to your business. We are going to go live and show you that tool a little bit later. But I'd like to show you really the results that are produced. All right?
She is at the top right here, Goldsmith Jewelers, right there. Which is a paid search, SEM, you technically pay per click. And we will talk about that briefly a little later on. She is also, in the Google local submit, right there. You've all seen Google local. Map pops up off to the side, and you can find a local establishment. She's also, in what most people refer to as the organic results, right there.
And again, what is the difference between that one and that one? Pretty much this one you pay and this one is what? Free. And we're going to talk about that to begin with. All right? So really, having your website, especially on a local basis, that people are searching for, was it "water pumps" that you sell, is that correct? "Water pumps, Orange county" OK. I imagine that would probably, in fact we'll do that in here a little later on. And we'll plug that in with the tool and we'll see how many people are searching locally for exactly what you sell. OK. Will you remind me to do that, John?
John:  We could do that. But, we're not local, we're international.
Matt Davis:  Oh, are you? Great. Well then we'll just more focus on that global column instead of the local column. OK. All right. Now, let's spend some time talking about that SEO stuff right here, all right? To begin with have you all heard of what 'crawlers' or 'spiders' are? Have you all heard of those before? Google does not know your website exists until they actually find you. All right?
It used to be you could actually submit yourself to Google and they would, ultimately, add you to the database. That was a very long way of doing it. But, Google sends out these little programs called crawlers or spiders and their goal is to identify content they have never seen before. And once it runs across your website, it's going to look in very specific parts of your website and begin to identify what is this web site is about. What keyword phrase will match when people are actually searching on Google out there on the consumer side? It will then assign to your website what is called a relevancy rating.
And our overall goal, especially when Google finds you for the very first time, and technically that is called an 'index'. They will index you, take a snapshot of your web site and learn what it's about. Our goal is to get a 100% relevancy rating to something.
Here's the problem. When you are relevant, when you're trying to be relevant to too many things, Google really doesn't know what you are about. The easiest way to get to the top, in the free area, is to be 100% relevant to one specific keyword phrase. Now what would those keyword phrases be? Let's not guess. This is very important right here. Just because we think about our business in a certain way, does not necessarily mean our customers do. So we're going to go back and use that tool, and identify exactly how people are searching for what we have to sell.
I'd like to give you an example of this. This is, oftentimes, something that blinds a lot of business owners. I was doing a conference. This was about few years ago. I had a woman who came up to me. Her website, she had spent about $5000 on this site. The web address was called 'organic attire.com'. Her whole idea was to go after the green movement that's going on. What do you think? Is that a good idea, organic attire.com? I don't know. Let's check it out. I pulled up the tool and we actually found that about three people in the last thirty days had searched for the keyword phrase 'organic attire'.
What do you think her reaction was? Well she actually decided to ignore the advice that we gave her because of the fact that she had spent $5000 on her website. And she said, "I know there is a market for this, I'm going to go out and use it." Does that make sense, folks? They are blinded by the amount of money that they have already spent on their website. And failing to actually listen to their customers. I hope that makes sense and rings true. OK. Let's listen to how our customers are searching, and then let's adapt accordingly.
The customers rule the scenario in this whole game. OK? So let's be relevant to one thing or another, that people are in fact searching for, is the idea. OK? So, as we move on, let's spend some time and break down each one of these little squares here.
I want to start with keyword research in establishing a keyword phrase. Let's go live on the Internet right now and actually take a look at this tool. This is, again we want to get into the access behind the scenes of how to find this tool. So, all you really need to do, there's a big, long web address that I'll give you on the next screen, but really all you've got to do is go to Google and type in 'keyword tool' and it will show you really how to log into it. It is really pretty simple.
All right. So in fact, let me go back, let me give you the actual web address. We've provided this for you on the handout, as well. It's along the top, in light green right there, but essentially, just go to Google, type in 'keyword tool' and you'll find it. OK? Now, this is the actual box we are going to start typing in, to come up with some ideas. Let's go live right now. I've already loaded this up. I'm using Firefox right now as our browser. So, let's go ahead and just mess around with some ideas here. OK, let me just type in "candles," to begin with.
And you can actually put a few different ideas in there, and it will then begin to kind of identify what you're, the general idea of what you're trying to sell, and then compile a list for you. So, let's just start with one general keyword phrase. All right?
Local trends, all right, we're going to talk about, I've actually got a section just discussing that, as well.
Audience:  Volume per month.
Matt Davis:  But this is pretty much volume per month over the last 12 months, is really what it is. OK? So, it looks like it kind of goes a little bit higher in the month of May, or, I'm sorry, April. So, as we scroll down, we begin to identify, really, how people are searching for this specific product. All right? And let's do something else, in fact. Let me show you a wedding dress.
I actually met a woman last week out in Colorado when we were doing this presentation who wanted to sell, she was a wedding planner, she wanted to sell wedding dresses. And we began playing with keyword phrases, and we began to identify, OK, well, what about "wedding dress," or maybe "bridal dress"? What do you think? Which one should she sell? Wedding dresses or bridal dresses?
Because, again, if you go to Google and type in "wedding dress," you're going to find specific results. If you switch the keyword phrase, will you find different results? Yes, you will. All right. So, which one should we actually build an entire website around? Well, let's take a look at the numbers.
All right, "wedding dress." We've got 1.8 million. And let's now go back and type in "bridal dress."
Audience Member:  Brindle.
Matt Davis:  Brindle, yeah, I. [laughter] I'm glad you guys are here to keep me on point. [laughter]
Steve Mihaylo:  You're just trying to see if they're awake.
Matt Davis:  Let's take a look now. What was it with "wedding dress"?
Audience Member:  1.8 million.
Matt Davis:  1.8 million. Now we've got up, just less than 50,000 right here. All right? Can you see how, if she were to build a website around "bridal dress," she is literally missing out on millions and millions of potential customers because she wanted to sell bridal dresses instead of wedding dresses. Can you see how large a mistake that is right there? Don't guess. Guesswork is failure on the web. When you have access to the numbers, it makes it a lot more easier to really make educated and informed decisions. Now let's have some of your ideas here for a moment.
Audience Member:  [Inaudible 30:50]
Matt Davis:  "Wedding dress at a discount." This'll tell us exactly how people have searched and how many people have searched in the last 30 days.
Audience Member:  [Inaudible 30:56] Discount.
Matt Davis:  Let's take a look, "wedding dress at a discount." Nobody in the last 30 days on the search engine Google has typed in "wedding dress at a discount" in the last 30 days. Interesting.
Audience Member:  What about "discount wedding dresses"?
Audience Members:  Yeah, "discount wedding dresses," right there [Inaudible 31:09 to 31:10] . Right there.
Matt Davis:  All right, now, here's one of the beautiful things about this tool, though. OK. [laughter] Now folks, here's one of the beautiful things about this tool. "Discount wedding dresses," we have just over, I've got my clicker here, I don't know why I was trying to jumble for it, made an idiot out of myself, that was awesome. We've got just less than 15,000 people last month that searched for "discount wedding dress," in other words, people didn't search in the way that you thought they would search, but they, in fact, did search for that same thing, just used different keyword phrases. All right?
Now, later on, we're going to share, when we actually set up our entire marketing plan, we're going to learn how to identify and attract all of these searches, to the searchers to the same website, but when we're talking about relevancy right now and the organic or free way of getting to the top of search engines, we have to be relevant to one thing or another. All right? And this tool dramatically helps us.
Here and then here. Yes, please.
Audience Member:  [Inaudible 32:05 to 32:06] free of charge?
Matt Davis:  That is free of charge, yes. If you go to Google and type in "keyword tool," it'll link straight to this. How many like that right there? Yes? That's a good piece right there. Free is always good, yes.
Audience Member:  I'm kind of curious [inaudible 32:20 to 32:21] question/ comment, in your opinion, is it more important to be a smaller fish in a bigger pond? So, going back to the wedding dress example, there's over a million searches for that, versus a, getting a higher ranking of a smaller search term. I mean, 50,000 is still pretty cool.
Matt Davis:  Well, again, I'm going to refer back to the overall question, do I know what they want when they're searching in this way? And I, if I, if the answer to that is yes, I'm going to go after the keyword phrase that has the most searches being done in the last 30 days. All right? Now, the other ones, when we get into SEM, we'll talk about how to bring, we call that fringe traffic, where we'll talk about how to bring, no matter how they're searching for it, we have to sell, we're still going to bring them the same website. OK? Yes.
Mike:  Just one comment there, as we're talking about this is, to put this in context, we don't have time today to talk about what we call competitive reconnaissance, but as you're doing this research, you have to put this, now, in the context of your competition online. In other words, this is an experience we had with a potential client who wanted to sell tankless water heaters. And tankless water heaters, just that term, where everyone's searching for tankless water heaters, it would be nearly impossible for that business, they don't have the budget to compete with Rinnai and all the major main brands out there.
But if they find a niche keyword phrase, where the competition isn't as great, then that fits into their budget, that's going to drive traffic and give them an ROI on their marketing dollar. So, it's important that you look at, do this research, and then put that in the context of the competition that's currently on the Internet.
This tool is brilliant at helping you find, if you have a limited marketing budget, finding that niche where there's not a lot of competition, there's a lot of search traffic being done, you can move in there, you can capture that traffic.
So, in regard to bridal dresses or wedding dresses, you would put that in the context of the competition that's out there, as well. Because it may be that bridal dresses is a great one to focus because you'll get your best return on the investment you make there.
Audience Member:  You mean you'd rather be number one in bridal dresses than on the 30th page of wedding dresses.
Mike:  You've got it.
Matt Davis:  Well, yeah, 30th page, it's over, you might as well be at the bottom. but it's, well, [laughter] that's true, right? I mean, in my opinion, page 3, you might as well be at the bottom. You're done. Exactly right, OK? However, let me go back to that map books example. All right. She is, in fact, I mean, who else sells map books out there? Amazon.com. They're one of the biggest fishes in the pond, right? How about Rand McNally? Well, she's actually, she does a concept called drop shipping. Are you all familiar with drop shipping? You know what that is?
OK, she actually sells the Rand McNally book of maps and is beating the actual company, Rand McNally, at the top of search engines, in the organic results. So again, in my opinion, if you can answer yes, I know what they're looking for, on the organic results, go after the biggest one you can find. OK. Because the same rules apply to Amazon as well as you. That's one of the great parts about the organic side. All right. It's not just budget. It's in fact, relevancy. Yes.
Audience Member:  So as your typing in the word that is the word you are looking for, whatever we did, the wedding dresses at a discount or whatever. Let's say that you are typing in something but you are really not sure what is the best word string to string together...
Matt DAvis:  Good.
Audience Member:  ... relevance in global, in local, in trending. Is there a way to say what word combo should I use?
Matt Davis:  Good. That's a great question let me repeat for our audio here. As you are beginning your research if I understand correctly which word should you actually go in and type in first. All right. I would suggest type in the most generic and the most general term you can think of because what this tool does is breaks it into all the other derivatives of the same term and teaches us things we would not even have thought about on our own. So I think when you get too specific it ignores plenty of other ways that people could be searching. So begin your research with the most generic form of that term.
Audience Member:  OK. So then once you err and you don't get it exactly right. Are we just going to look at the top few words to say these are the best words?
Matt Davis:  No. In fact, let's go down the list. As we scroll down let's say buy wedding dress online. 720 people last month searched for buy wedding dress online. That's a pretty specific keyword phrase. Would you think that they are probably buyers or browsers?
Audience Member:  Buyers.
Matt Davis:  Probably tend to be more buyers on that end if they are getting that specific. When we talk about SEM, we are going to bring those people to that same website as well. Good question. OK. So these down here towards the bottom that are not the mainstream terms, we call them fringe. OK. They are not exactly hitting the direct bulls‑eye of the target, but they are right around the same area. We know what they want. But, they are searching little more specifically. Look at these down here. Colored wedding dresses. We'll get into the other side of this tool a little later.
You are asking the right questions my friend. You really are. So we can see, let's actually do a service here. How many of you would like to actually have you type in your service just for a moment? I am going to table linens to begin with. Just a little bit more general. And it might bring us things that may not even apply whatsoever, but I think the tool will teach us a few things. All right. Table linens worldwide. 60,500 in the last 30 days. Not bad. Wedding table linens, so that's your mainstream term right there and you have got fringe coming all the way down. Wholesale table linens, discount table linens. These are your buyers.
Audience Member:  There's table linen rentals right there.
Matt Davis:  Table linen rentals 6,600. OK. So now Let's come back to your example. Had I left the word rentals in there, OK. It would have shown instead, but It wouldn't have shown as everything else. So start general. I think we could even go more general, in fact, let's do that. Let's type in linens.
Audience Member:  Quick question.
Matt Davis:  OK.
Audience Member:  [Inaudible 38:22] just mentioned, you know I went to this zip code. What does local mean? And how do you know the definition of local, so if the local is the average what it was last month ...
Matt Davis:  Yeah. Audience Member : ... local in this context is it average for the last 12 months or average per month?
Matt Davis:  Oh, I see.
Audience:  The local is searches last month.
Matt Davis:  Right. When people search, Google is intuitive to know where your IP and where you are logging on so they know what local results to bring you. OK. Most people when they are looking for a local service, they will actually use a geographically tied word like Utah Jewelers. For example that I used up there. But, so in my opinion if you are actually looking for local traffic, include a geographically tied area. So as you can see you know linens. I'd like to actually try a service though. Who actually has a local service interested in local foot traffic? Anybody at all? OK. Yes please.
Audience Member:  [Inaudible 39:19]
Matt Davis:  OK. These are probably a lot of people. Grill, propane tanks, propane tanks refill, 20 pound propane tank. Yeah dee, ya dee, ya duh. These probably aren't your buyers because you are looking for more of a local area. All right. Can you define a local specific geographically tied word? Just California? Just hit the return and it will allow you to pack in as many keyword phrases you want in there and it will compile them and bring them back. California propane, Orange County propane. Nobody searching in that manner in the last 30 days. Interesting. Are you primarily promoting to businesses? Is that what you are doing?
Audience Member:  [Inaudible 39:57]
Matt Davis:  You primarily promote to just the businesses or you actually go to consumer as well?
Audience Member:  It's mostly commercial industrial.
Matt Davis:  OK. OK. Well as you can see, let's just put a few numbers together. OK. California propane, nobody was searching. Yeah they did to 5,400. OK. Even in a lead generation website, they probably won't buy propane directly over the site. So it wouldn't e‑commerce based. But, on a very conservative conversion rate on a lead generation website that's adding more business to your bottom line right there. And knowing how to get to the top. Now let's identify how to implement those into your website and where they need to appear. Where does Google look for them?
So let's go back to the slides here just for a moment. And let's talk about internal optimization. These are things you'll want to do with your website in order to allow Google to really identify that's the keyword phrase I am about. That's what I am relevant to. All right.
So as we go into this the keyword phrase that we choose not always but it actually does help with optimization to use it in the domain name. All right. So if you're selling propane or services thereof then you want to include propane in your domain name. All right. What's your domain name If I may ask with linens? Is that the company name? OK.
I wouldn't suggest throw it away, but I would obviously suggest maybe getting another domain name because you can attach multiple domains to the exact same site. Something that in fact, has the word linens in it or table linens if that's the keyword phrase you choose to go with. All right. Next that keyword phrase needs to be added to your title description and keywords within something behind the scenes on your website which is called your meta tag.
And let's talk about meta tags. Just for a moment. How many of you know what a meta tag is? May I see the hands real quick? A few really do. OK. Very Good. Meta tags, Let's come back to this example. I'm going to go ahead and circle this one up here just for a second. And we're going to blow it up and bring it up higher on the screen and identify where Google is in fact, gleaning this information from.
So here is the result blown up a little bit. The top line which is usually the blue or purple line if it's purple it usually means that it's been clicked on. OK. But, the top line is the title. The description is the black text. And obviously the domain name is beneath it in green. All right. Now, your web developers or your IT people should know what a meta tag is. All right. If they do not that's a problem. That's a big problem. OK. Because when Google looks at your website that is one of the very first things they will begin to identify, what is the website about.
So, let's talk about rules for writing a good title, and actually having a good description. Let's go into this. Rules for writing a good title, four to 12 words long. This is the top line, use the keyword phrase. I would suggest, use it at least two or three times, is what I would say. All right. That's the blue line that's up top that people, in fact, click on.
Rules for writing a good description, 25 words or less. And when I say 25 words, if you use 26, folks, that hurts you. 25 words or less. All right?
Use the word "free" if you can. That's usually the most powerful word on the Internet. And if you can, obviously, offer free information, I wouldn't suggest sending out a free tangible product in exchange for a lead, but offering free information in some way. "10 best ways to manage your propane tank", I don't know.
OK, I don't know, you can compile a list of five things that would be worth it for people to leave their information with you. OK, so use the word "free." Include the word, again, as many times as you can, at least three times, on the description. All right? And again, this is embedded within the code of a website.
Now, let's come back. That's the meta tag. The keyword is a compilation of, basically, multiple keyword phrases that you're relevant to. OK? Don't get too extravagant, I would say, maybe 25 words or less as well. But the keywords portion of the website is kind of, use fringe words, bed linens, or, not bed linens, but table linens, other types of linens, what else? What other type of linens?
Audience Member:  Seat covers.
Matt Davis:  Seat covers? OK, things like this that are relevant to you. Keyword density, on the general body of the page you're optimizing. In this case, maybe we're optimizing the home page. In fact, the text that's used, you want to use that keyword phrase at a minimum density of four percent. All right?
When it starts to scan your website, it doesn't really care if you have Flash, and to be real frank, Google has a hard time, sometimes, even reading Flash. All right? But pictures, all this stuff, it doesn't care what pictures you have. Google's able to read text. So, text is very powerful.
Use your keyword phrase, at least at a four percent density on your website. OK? So, that's on page optimization, internal optimization. Once the website is optimized, OK, it's pretty much optimized. Yes.
Audience Member:  One quick question. You keep on mentioning Google, is Bing or one of the other search engines [inaudible 44:58] ?
Matt Davis:  Yeah, and that's a good question. I should have, what about Google and Yahoo as far as what their criteria is?
Audience Member:  Bing and Yahoo, and Ask Mr. .Jeeves.
Matt Davis:  Ask Mr. Jeeves. Dogpile. All those wonderful littler search engines. [laughter]
Well, since Google came on the scene, they basically have far surpassed anyone else out there, and a while back, Yahoo outright openly said, "We're just going to copy what Google's doing," is what they said. All right? So, in the end, if you have a Google friendly website, you're very friendly with other search engines as well. All right?
Now, Yahoo is actually taking a smaller, they're actually falling way behind lately. And in fact, they've just given up a lot of their control over to Bing's paid search marketing. So, we'll talk about that a little bit later, as well. OK?
But if you have a Google friendly website, that's pretty much the criteria that you want.
Audience Member:  Yeah, I noticed, we switched operating systems on some of our computers when we went to, you know, seven where it's [inaudible 46:00] . And it automatically defaults to Bing, you have to default it, otherwise. So, that's a pretty powerful...
Matt Davis:  Yes.
Audience Member:  ... way to move traffic towards Bing.
Matt Davis:  Yep, when Bill Gates decided to create his operating system and just, he doesn't give you another choice, then a lot of people just use Bing, now. Which, it is what it is. Let's move on, OK. Now, let's talk about external optimization. You've got a website, it's 100 percent relevant to "table linens", for example. Now, that is basically the first little test you have to pass. Now, what does Google, in fact, how do they determine where you're going to rank? That's just to be relevant, to even be in the database when people are typing in, table linens.
Now, we want to identify what pushes us to the top of search engines. OK? And it really comes down to linking. All right? How many are familiar with how important linking is with your ranking on search engines? Can I see the hands real fast? OK, five or six of you. Good. This is an important piece, let's just go over some basic, basic things about linking, and then we'll talk about the type of links that do, we do want to create. All right?
We'll talk about link popularity, page rank. Does anybody know what page rank is? May I see those hands real quick? Page rank. All right. It was actually something come up by one of the founders of Google, Larry Page. He actually came up with the idea of page rank. And it confuses people, because when I say page rank, people think that means where I'm ranking on search engines. That's not the case at all.
They should have called it, probably, Larry rank, is what they should have called it, but they just call it page rank. So, the idea is, what's that?
Audience Member:  I said, there's too many Larry's.
Matt Davis:  Too many Larry's, OK, so now it's page ranks. We'll talk about what page rank is, and also the [indecipherable 47:42] ratings, and whether or not we want to get a link, OK? So, let's start basic. Here we go. Links. Obviously, link popularity basically means you've got a website, somebody else has a website, it's a related topic. We exchange links, that's great. You bring me business, I bring you business. All right?
Now, that's a simple concept, however, we need to understand that not all links are created equal. All right? Does Google care one bit about who I am linking out to? What do you think? They don't care at all.
See, Google actually instituted what they kind of, is thought of as the popularity game. So, let's go back to high school here for a minute. Did it matter how many people I said were my friends? Not necessarily. It was the popular kids, if they said, I was their friend, that's what mattered. Was I right? So, basically, Google wants to know how many of these popular kids out there across the web are saying, "Hey, we like him, too." All right? So, Google doesn't care about who I'm linking out to, Google cares who is pointing back at me.
So, that's the word, they care about inbound links. Everybody follow that? All right, inbound links is really what counts. So, link popularity was born. So, we've got all these links leading back to our website.
However, once they actually started doing this link popularity thing, they basically realized that 95 percent of the content out there across the web is garbage. So, just because you have somebody saying, "Yeah, we like him," they don't really care anymore. All right? So, thus the idea of link, or I'm sorry, page rank, was born.
All right, let me actually read this for you. This gives light to what we're going to talk about next. Google CEO Eric Schmidt called the Internet "a cesspool" Wednesday in reference to the quality of content and the amount of false information residing on it. All right? So, let's take a look at this whole, quote unquote, "cesspool" that he's referring to. All right?
This is page rank, in fact, let me come back to that in just a sec, let me get to this real quick. This is the entire amount of content on the web. The red area is basically all that Google thinks is important. Everything else is garbage, and if I may use his term, it's cesspool.
All right. So, if you have all these pool websites out there linking back to you, they've created inbound links, and that's great, but if it's garbage linking to garbage, they don't really care. All right? So now they've actually come up with something called page rank, which really is their way of saying, "We care about this person, or this website X amount." And this is where page rank comes in. OK?
Now, in order to actually even identify page rank, you have to download the Google toolbar, which, when you're running Windows 7, Bill Gates is not going to like that, but that's OK. But, you've got to download the Google toolbar, and one of the settings on there that is not a default setting is to show page rank. It's this little battery looking thing that appears up on your dashboard.
And the way to get it is go to Google, I'm sorry, toolbar.google.com. You download it for free, OK? One caution I want to make, oftentimes when you're running Internet Explorer 7, sometimes it has a difficult time installing. OK. But if you do install it on Firefox, I don't know who uses Firefox or what browser you use, it's a clean easy install.
But you have to go into your settings and enable the page rank, little enabler button. It's just one of those checkboxes in there. All right? But once you do, here's what you'll find. This little battery looking thing that shows up on the dashboard across the top. So, currently, right now, let's just go to a few websites.
If you go to any website, let's just go to Google. It's a ranking system from 0 to 10, and it actually does, all right. This right here, fullerton.edu, if I mouse over that little battery looking thing right there, it is a page rank of seven out of 10, which is phenomenal. All right.
If you can achieve a page rank of, I would say, four or 5, that's fantastic. You're really doing well. Let's take a look at some very popular websites out there, give me some popular websites you'd like to take a look at. I'm sorry?
Audience Member:  CNN.
Matt Davis:  I'm sorry.
Audience Member:  CNN.
Matt Davis:  CNN. They have a page rank of 10 out of 10.
Steve Mihaylo:  One of my favorites, Matt is Fandango.com.
Matt Davis:  OK. Page rank on ESPN is eight out of 10. All right. Fandango, huh? They have a page rank, currently, of seven out of 10.
Audience Member:  Facebook.
Matt Davis:  Ooh, Facebook.
Audience Member:  That's got to be 10.
Audience Member:  It's got to be a 10.
Matt Davis:  This might actually, log me into my Facebook account, right here, and this'll be fun to see. We are live, they'll know it didn't. Page 10 out of 10.
Audience Member:  What about the Onion?
Matt Davis:  I'm sorry? Audience Member : The Onion.
Matt Davis:  The Onion.com? That is a page rank of eight out of 10. We're obviously looking at some very, very powerful websites right now. That is a page rank, currently, of three out of 10. It's pretty good. That's your husband's. Yeah, he's, that's good. All right. Anybody else?
Audience Member:  Crescendo. com.
Matt Davis:  Crescendo.com right now has a page rank of currently five out of 10. All right, now let's talk about what that is, OK? First of all, let's remind you that 95, I would even say, even more aggressive than that, that of websites out there don't even have page rank, in other words, they're basically identified as garbage or cesspool on the Internet.
Audience Member:  No information to be found.
Matt Davis:  They have no information to be found. All right? So, obviously, we now need to start to learn how to build page rank. So what I'm basically telling you is this. Google openly discriminates against websites that do not use their ranking system, that's exactly what I'm saying. And that is exactly the case here, OK? And if you go through searches on the web, most of the folks, anytime you actually go through searches in the organic results, you'll find that the very, the website that's at the top, has the highest page rank out of the rest of them. If not highest, if not equal to. All right, and you'll always see that. Always, always see that in the organic results of Google. All right? So how to we begin to build page rank?
Again, it's back to the popularity game, it's basically, who out there that has better page rank than you, is linking back to you. Which sounds like a very large hassle, doesn't it? All right. Now, I've got to, go negotiate on somebody's website, how to get them to link to me. Well, that's how you used to have to do it, but there are other ways, in fact, we call it stealth linking, and how to really build an inbound link program that really boosts your page rank. OK?
So, page rank is one very, very important criteria that we need to learn more about. OK? So, how do we begin to build links from high ranking websites back to us? All right? That's really the question. Anybody have any ideas on that at all?
Yes, please.
Audience Member:  If you were a clothing company that you go and comment on an editorial page on [inaudible 55:00] and as a result of your comment, they put [inaudible 55:06 to55:08] .
Matt Davis:  OK, so.
Audience Member:  [Inaudible 55:13] blogging.
Matt Davis:  Somewhat, the blogging strategy, in which, ultimately, you write something on someone's blog, if it's a high page rank blog, then you're going to have a link pointing straight back to your website. Is that right? OK, that's the concept. All right? The trouble with blogging, and trying to create inbound links from bloggers, on blogs, is the fact that, once that actual blog begins to disappear and go to the bottom, usually it's archived within a few days. And therefore, it's put on a sub‑page of that website. All right?
Which, doesn't necessarily get you the same impact that we want. We want a link that's going to stay there, present, on a very high page rank site. OK? And yes, it's still on the site, but high paid ranked page, I should say. OK?
So, blogging works, but they tend to disappear over a small amount of time. OK? Anybody else actually want to take a crack at that? Yes, please.
Audience Member:  Get an article posted on their website?
Matt Davis:  OK, getting articles posted, so that would be, going out and having things written about you, OK. Again, it requires heir permission to be able to post that out there, which is a viable way of doing it, takes time. All right? Anybody else? Yes, please.
Audience Member:  Videos?
Matt Davis:  Videos. OK. Would you mind explaining a little bit further what you mean by that?
Audience Member:  You Tube videos.
Matt Davis:  OK, You Tube videos?
Audience Member:  Google loves You Tube.
Matt Davis:  Google loves You Tube. That's exactly right. OK. Now, we're starting to get into some of the social media strategy we'll be talking about in just a second, as well, OK? Right.
Audience Member:  [Inaudible 56:38] please.
Matt Davis:  But that's a good way of doing it as well. Those are local directories, right? So let me get to this. First of all, we have a page rank of 0 if everyone pointing at us is cesspool if I can use that term. OK. But if they actually have actual page rank, then they're leading back to us, we are going to start growing in our page rank and we want to continue to grow that over time. So can you see how the largest, most important criteria that Google looks at, which ultimately propels you to the top of search engines, is your page rank and who out there across the web is saying that you are important? So that's the thing we want to focus on now.
So these are various different ways that you, by yourself, without getting permission from a newspaper or an editorial out there, that you can actually go out and begin to build page rank. All right. Let's come back to Facebook. Everybody laughed when you said that, but that's a very powerful piece right there. How many of you use Facebook? The rest of you are closet Facebookers, I know you are. OK.
[laughter] Facebook has a page rank of what?
Audience Member:  Ten.
Matt Davis:  10. Facebook is indexed, in other words, Google comes and pays attention to Facebook probably about at least once an hour. All right. Obviously, a website that has lower page rank, Google pays less attention to, they'll come back and re‑index that site and notice the link a lot less often. So we want to link with page ranked websites that obviously are high. Facebook is one of them and that's obviously a very easy way, have you ever seen on Facebook, people post, "Hey, check out my website," and then it leads right to the web address. That is an inbound link that Google looks at it and it matters to Google.
All right. What else? Let's talk about other ways besides Facebook. That one's down here. Let's take a look at what vertical portals are. Anybody know what a vertical portal even is?
Audience Member:  [Inaudible 58:26]
Matt Davis:  I'm sorry.
Audience Member:  [inaudible 58:28]
Matt Davis:  Let me, go ahead, please.
Audience Member:  Can I just go back one second? So you're saying if I had a product to sell, let's say, [inaudible 58:35] and I had a Facebook account that if I put on my Facebook "Check out the great deal at [inaudible 58:42] .com" that my page rank would go higher?
Matt Davis:  Not automatically. OK. You're going to need to get quite a few of those in order for you to even get up to a page rank of 1.
Audience Member:  So let's say I got a few of my friends to do that on their Facebook?
Matt Davis:  Then that would actually matter, ...
Audience Member:  OK.
Matt Davis:  ... dramatically. Yes, it would. In fact, that would be very powerful and an easy way of doing it, as long as your friends will do that for you. OK. Let's talk about vertical portals here for a moment. I'd like to liken this to maybe the magazine industry. You can pick up a magazine and, maybe Time magazine, and it's got a lot of things about a lot of different, OK, various different subjects.
So it's about an inch deep but a mile wide. That's a horizontal portal. Vertical portals would be maybe Hot Rod magazine. It's a lot about one specific subject. All right. So people that buy Hot Rod magazine are those that are interested just in that specific subject, so hot rods is all.
Well the same thing exists out there on the web. There are directories as well as mini search engines that are considered vertical portals. They're very subject specific and there's a lot of them out there.
So if you want to take a note on that, what a vertical portal even is, it is a subject specific search engine. For example, dog.com has a search capability on there. All right. Dog.com has the ability for you to add your website to their website. You can add as, you can actually just fill out their little form and it adds your web address on their links page pointing to your website. So you can go to dog.com, submit your information and, for free, if you're selling a dog‑related item, have a very high page rank website pointing straight back to you.
Now the next question we would then fall to is, how do you find vertical portals aside from just surfing across the web? You may want to write this down. VerticalPortals.com is where you find vertical portals. Write that down. All right. VerticalPortals.com is one way. Another place to actually find vertical portals is going to Alexa.com. How many are familiar with Alexa? May I see the hands real fast?
Alexa is another one of those very important things that Google looks at, but not a whole lot of people know about it. Let's go to Alexa.com. Alexa, I've already loaded up the website, assuming we're still live. I might have to enter my email address again. No, we're not. OK. When you go to Alexa.com, it defaults to their home page, obviously, but if you click one little tab to the right it says "top sites."
This is a system, Alexa actually will track the top 10 million most visited websites on the planet, all right, and which represents, obviously, a very small portion of the amount of websites that are out there. So if you actually have an Alexa rating and they are actually tracking you, that's a good thing as well. You want to track your Alexa rating.
So really, I'm giving you two different barometers that you can use in order to identify whether or not I want a link inbound from this website or not. There are two ways to identify whether or not they have page rank or whether or not they have high traffic. If they have an Alexa rating, I'd get the link, they've got high traffic. If they have somewhat of a respectable page rank, I'd get the link as well. All right.
Let's go through Alexa here just for a little bit. The most visited website on planet Earth, ranking number one, is what? What do you guess?
Audience Members:  Google.
Matt Davis:  Type in Google.com and it'll show you the ranking right here. Alexa ranking traffic has number one. Anyone want to take, let's try and identify the top five. Go ahead.
Audience Members:  [Inaudible 62:18]
Matt Davis:  Let's take a look. Number two. We're going right in sequence.
Audience Member:  [Inaudible 62:27]
Matt Davis:  OK, now, if you actually find that you actually have an Alexa rating, you want to track that, you really do. Alexa actually has a toolbar that you can download as well, instead of always having to go to Alexa to identify what's my Alexa rating, you can download their toolbar. It just nestles right up within your dashboard and you're able to just mouse over what this website you're currently looking at, what's their Alexa rating, it shows you right there. All right? So these are two different ways that we can really begin to identify whether or not we want an inbound link from this website or that website. Do they have page rank and do they have an Alexa rating? Because if they don't, I wouldn't say worry about the link at all. OK.
Now we've seen, obviously, the most powerful and visited websites in the world. Let's take a look at a few others. We have a very powerful client that has a website that sells wheat grass, if I can spell it, wheatgrass.com. He has an Alexa rating of 567,443. How's that? Is that pretty good?
Audience Members:  Yeah.
Matt Davis:  Considering the fact that he's in almost the top half a million websites that are visited on planet Earth, that's pretty good. All right. So as you begin to build your Alexa ranking, it's fun to watch, number one, but number two, it also identifies whether or not you want to establish a link with somebody, whether or not they are important out there to the people that you need to be important to. Yes?
Audience Member:  Let's just say that I do all this stuff and I get 100,000 hits. How do I get from there to my customers?
Matt Davis:  How do you get from, well now we...
Audience Member:  From all these hits? How do I narrow that down?
Mike:  That's called conversion rate optimization.
Matt Davis:  Yeah, that's called conversion rate optimization. Once they're on your site, you now need to have the necessary tools to identify where they're going on your website, how long are they staying, where are they leaving your site from, so you can now begin to dial it in. That's conversion rate optimization. That's CRO. All right? Now, moving on. Everyone's clear on page rank and Alexa rating? That's an important piece.
Now, how to identify how many links Google actually is recognizing out there across the web that are pointing back at me? You can actually do that any time. You can go to Google.com and you can type in the following address and Google will tell you how many links it is in fact recognizing that are leading back to your website.
So if you go and actually type this in, links: space YourDomainName.com, Google will show you how many links they're seeing out there across the web that lead to you. OK. Links: space YourDomainName.com. With that, that is the most important criteria that allows us to actually get to the top of search engines in the SEO category, the free, organic listings.
Let's move on to SEM now here for a little bit here. SEM is search engine marketing. Now, if I could just create a diagram here for a moment. Most of the time, especially on Google, the general body of the results is the free, organic area.
The top shaded area and the sidebar are always what are called the sponsored results, sponsored meaning you've got to pay to get there and technically you don't pay to get there, you pay once clicked upon and we'll talk about that and how big of a difference that really is. So we're going to spend a little bit of time now talking about the sponsored area of Google or Yahoo or Bing.
First of all, you pay on a per‑click basis, and that's OK, but most people get very afraid of that, all right, because people go back and they click on you, whether they buy anything or not, do you still get charged for the click, yes or no?
Audience Members:  Yes.
Matt Davis:  Yes, you do. So obviously if you don't know what you're doing on this strategy right here, you can waste a whole lot of money and get zero results. So if we implement a very important strategy, we know our budget, we know how calculate our budget, then we're able to make informed decisions as to how much we're willing to spend on a per‑click basis. That's very important we identify as well. Bidding actually goes in one cent increments. So if John here in the front row and we're bidding on, let's say the word "Coca Cola", I don't know, because we both sell Coke. All right. He's bidding 10 cents per click. If I come over the top and I sign up with a Google AdWords account, in fact, let's put that on the screen.
How do you actually get into those paid searches? You go to GoogleAdWords.com and they will actually, you sign up with an account, they will ask that you deposit X amount of money that you want to use. I think their minimum right now is $75. You put it into your Google account and now you have an amount of money that you can start dipping into to start paying for clicks.
So he's paying 10 cents per click. Let's say I'm willing to pay 11 cents per click. Obviously my ranking will then be higher than his. All right? Now, how we rank in the Google AdWords search engine is how we rank out on the actual front page of Google.
Let's back up here for a second. Let's say there's one result right there, number one the person that's willing to pay the most per click is going to go to the top, there's sometimes two or three results in that little shaded area at the box. So let's say this person at the top is paying 15 cents per click. That one's 14. That one's 13. 12, 11, 10, nine and so on. It ranks you down the side and continues to go onto the next page.
OK. So coming back to this, it is in one cent increments, Google AdWords and Yahoo Search Marketing. Yahoo Search Marketing is the company responsible for providing Yahoo with their pay‑per‑click search engine. However, as of this month, they have now given up their paid results to Bing. Bing now controls Yahoo's pay‑per‑click results, which is interesting to me. But they've outsourced it now to Microsoft. If you go to Bing you can actually sign up for their per‑click advertising as well and by doing it with Bing, now you will show up not only on Bing, but you'll also show up on Yahoo because they're now responsible for both results. OK.
Establishing a per‑click budget. If it's too small of text to read on your notes, this is an important, important piece that I would ask that you write notes on if you can't read it on your little slides there. You need to take your profits. If you take X amount of time, you're going to calculate your profits, you divide that by your visitors and you have your per‑click budget.
Let's take a simple example. Over a period of time that we're calculating we made $10,000 and there were 10,000 visitors that came to our website. Now notice I am not saying sales divided by visitors. That's where a lot of people fail and they start to mess up the numbers. Profits divided by visitors equals your per‑click budget. So obviously in this example, our per‑click budget is $1.00 per click. That means we now have a budget within we can work. What can we now spend and still remain profitable on a per‑click basis? 99 cents, technically. Right?
So now our goal is to bring that per‑click cost down as low as we possibly can, all right, bring it down as low as you possibly can and you want to bid on thousands and thousands of keyword phrases. This is coming back to how do you get multiple searchers to the same exact website?
And I mean thousands and thousands of keyword phrases. The fringe, the bizarre, the misspelled, the mistyped, OK, because people do this stuff all the time on search engines. We now need to bring that down as low as we possibly can.
Let's come back to this. These are the rules of per‑click marketing. And if you'll follow these rules, it will keep you out of trouble. It will always allow you to stay in check where you're spending less than you're making, which is obviously the goal in business.
Once people start to get greedy and they start to spend more than they make, that's when you go out of business, that's when problems start to happen. For this to work properly and for it to be profitable, we need to follow these rules.
Before we go into the rules, I now want to illustrate an example. We have to look at the averages right now because I want you to understand that if you do this properly, you don't necessarily pay per click, you get paid per click, is the overall result. The net result of that click is you get paid per click. So let's look at the averages. 10,000 people came to my website. Did everybody buy?
Audience Members:  No.
Matt Davis:  No, but obviously over the averages, I made $10,000 over that amount of visitors, so that's why you take profits divided by visitors. Now we know that each visitor is technically worth $1.00 worth of what?
Audience Members:  Profit.
Matt Davis:  Profit. That's the important word right there ‑‑ profit. So we now can begin to cut into our profits for an expenditure. So, if John comes to my website, he doesn't necessarily buy something, he didn't necessarily buy something. Does that mean some magical dollar dropped into my pocket? No. All right but over the law of averages, yes. And folks you'd be surprised. Over time when you really start to track your conversion rate and you optimize your conversion rate then you pretty much know that each visitor, no matter if they buy or not, is pretty much worth X amount of money. OK.
So it's important to look at the averages right there. Number one never exceed your per click budget. Never. That's when you start spending more than you make. Your per click budget in this case would be obviously 99 cents. We want to bring that as low as possibly we can though. OK.
Number two, bid on your main keyword phrase if you can afford it. That's a good question. How do you keep competitors from eating up your budget? It is a 24 hour cookie. You all know what cookies are?
So, in the beginning when they came out with this type of marketing competitors would go to other websites and they'd say, "OK click, click ,"and then go back and click and click and click and drive up this big high price tag for clicks. All right. This was something that was flashed across the front page of a lot of newspapers. Click fraud. Have you heard of click fraud. There was a big thing about click fraud a few years back, about click fraud.
So Google smartened up now. So if you go and click on a website, it will actually cookie that computer or that visitor but if you come back within this next 24 hours and click again it will not charge you a second time. Twenty‑four hours later it will though. OK.
Audience Member:  What happens if they send it overseas to India?
Matt Davis:  Well I guess our competitors can be as devious as they want to, I guess and there are so many things Google can do to prevent that from happening. If it's coming in from another computer though, yes it's going to charge you a second time. OK. Yes.
Audience Member:  If you are just starting off on per click process, how long should we wait until we know what our per click rate is?
Matt Davis:  I am going give you about a week worth the scenario here in just a minute. Kind of hypothetical. It establishes traffic. It starts to establish some of the numbers that you want to be able to look at. So in the beginning you are going to set aside 50 bucks or 100 bucks and you are going to actually use that for testing grounds. In fact, we have an entire tutorial called dialing it in. We will look at that in just a second. OK.
So never exceed your per click budget, bid on the mainstream keyword phrase if you can afford it. You oftentimes see websites that are in the paid results as well as the organic results. They're there twice, sometimes three times.
Next bid on the fringe. Start by bidding the minimum. Now again let's remind you what fringe is. What is fringe? It's kind of a term that we use as a company but what is fringe? It's not your mainstream term. It's all the other derivatives. So if we're selling Coca Cola, what if somebody types in beverage? Would that be fringe? Do we want that person coming to our website? Yes. We do. Or soft drink, soda or just drink because that's a different keyword phrase as well. We want, this is fringe. Things that are about what we sell but not necessarily the exact keyword phrase that we are focused on in the optimization part of things. Does that make sense? OK.
So specific phrases is what you need to attack and again that tends to produce more of a buying audience instead of a browsing audience anyway. Misspelled words. Let's go ahead and look at that. Do things get misspelled all the time on search engines? Yeah. And is there a difference between misspelled and mistyped? There actually is. I know how to spell wedding dress but as you saw up here I get trigger‑happy and I spell weeding dress. Do you think anyone else is that dumb to actually do the same thing out there on the web? Let's take a look.
Weeding dress. Five hundred ninety people last month searched for weeding dress.
Audience Members:  How many blondes? [laughter] [Inaudible 74:43 to 74:45] Gardeners?
Matt Davis:  Now I don't know if that's some gardening dress or not. OK. Let's take a look at some of these in fact. It then corrects us and says, "OK I think I know what you meant." This tool is intuitive enough to do that all right. But, folks if somebody types in weeding dress and they just mistype something, do we want to ignore those potential buyers? I would say not. And if they end up landing on a website and we are following the rules. It was within our budget anyway to get him there. What is the manner how they got there. They still got there. Is that right folks?
In fact, Clint used to run a website that used to sell custom made orthodics. His supplier ended up moving on to other ventures. But, he has closed it down since then. Custom made orthodics. And you would actually look at his results. We used to show these live. Some of his buyers typed in orthodics one way. Some of them type in another way. And people would always ask, "Well what's the correct spelling?" What's the answer to that folks? Both. Why who cares? They came and they bought. It doesn't matter. Is that right?
OK, weeding dress. Let's take a look at a different example. We can use a lot of different things. Scholarship. Now, I know that's not how you spell it. Scholorship, is that how you spell it really?
Audience Member:  No.
Matt Davis:  No. But, you're going to maybe identify some people that probably need a scholarship, right? Scholarship. Two hundred and forty, uh, twenty four hundred people last month searched for scholarship,...
Audience Member:  They need it.
Matt Davis:  ... typed it incorrectly. OK.
Matt Davis:  You're right. They need it. Let's see, weeding dress. OK. Anyway you guys get the idea. Mistyped, misspelled. Do people misspell things all the time on search engines? Yes some people do not click on that button that says did you mean and then the correct spelling. They just start buying from websites that are currently there. All right. So folks can you see how by using this tool now to identify fringe. Yes we identify buyers that are searching in very obscure ways, but we do not want to ignore those people. As you go down to the bottom, that's fringe.
Let's go back to linens here for a minute. Let's take a look at fringe here in fact, let's use table linens because I want to get them more specific. All right table linens. This is our mainstream term that we talked about. But, as we scroll down we don't want to ignore the round table linens. We're not necessarily relevant in the organic results. But, we still want to invite those people, two hundred and, oh, I'm sorry, 2900 people to our website. He's got a worldwide website.
Audience Member:  In your description you can put round table.
Matt Davis:  No. OK. When we are talking about meta tags and description and title and all that stuff that is relevancy only. This, it doesn't matter what you're relevant to. It matters what you tell Google, "I want to pay 15 cents per click on this term," and that's all you have got to do. All right. And they'll actually, they have kind of a monitoring system. They want to make sure they are still bringing relevant content, but you can type in whatever keyword phrase as long as it's remotely relevant to your subject, then, there you go, Thanksgiving table linens. We don't want to ignore 390 potential buyers. You think about a potential two percent conversion rate on that. OK. That makes a small little difference. That's another client. That's another customer.
So bid on as much fringe as you can. Start by bidding the minimum. Now the minimum bid, this just recently changed as well. In fact, I want you to write this down. I don't think this is necessarily on your slides that are provided to you. The minimum bid on all pay per click search engines currently is one cent. However, Google has now come up with something this month where they're saying, it won't even allow you to enter one cent. Sometimes it does but most of the time it is going to require you to be bidding at least a minimum of five cents per click. OK.
So it starts usually right at five cents and goes on up. I think Bing is now going to be moving here in the near future to a minimum 10 cent bid per click. So anything below that they just won't recognize. You will not be listed whatsoever even if you say you are willing to. OK.
So let me go ahead and kind of wrap this little piece up by asking a very important question here. As I do this search on Google. Take a look. This is Goldsmith Jewelers. Let me use my clicker again. This is goldsmithjewelers.com. How much they're paying per click? I do not know. But, here is the overall question just to make sure you understood this little concept in this strategy. The SEM strategy.
How much did it cost her to actually get there to the top? Take a wild, I'm not asking necessarily how much it costs her necessarily but what, I guess what I am asking is she had to be willing to pay one cent higher than the other person. Is that right folks? OK.
Obviously, this person is spending more than she is willing to pay per click. But, what's the key word there that I am trying to get to? Willing. It doesn't cost anything to get there. It only costs when?
Audience Members:  When they click.
Matt Davis:  When they click. So oftentimes when people look at this form of marketing they think it costs so much to get to the top, it doesn't cost anything to get to the top. It only costs when somebody clicks. But, if you are actually following the rules which number one is stay within your budget. Guess what? The overall result of that visitor ended up putting money in your pocket over the averages. So I would like to make sure this question comes across clearly. How many can see that yes you are paying per click but the overall net result of each click is money in your pocket if you do this correctly. Does that make sense? Yes or no.
Audience Members:  Yes.
Matt Davis:  OK. I want to make sure that made sense right there. OK. Yes. Question.
Audience Member:  Yeah [inaudible 80:31] .
Matt Davis:  That's a great question. OK. Now if you're doing, let me ask you this. For audio, If you're at the top in the free area, the organic area, why would you still want to be paying on a per click basis up a little bit higher? Because if you are doing it correctly are you making money either way? Yes you are. You are making a little less money up here and you are making more money down here. However, the likelihood of them clicking on the one that's up higher is a lot more, is a lot higher. So either way you are making money if you are doing it properly. So I would say yeah both are valuable pieces of your marketing strategy. Yes.
Audience Member:  I think it's important to understand whether you are using the Internet as you're actually buying on the Internet or using that as information thing.
Matt Davis:  Yes.
Audience Member:  You know, our business we would never actually sell something on the Internet. Somebody couldn't like look at our website and say, "I want one of those pumps," and buy it. They couldn't do that.
Matt Davis:  Right. However are you willing to pay for leads in your business? Your website would be very relevant ...
Audience Member:  I might be prepared to pay for leads but there wouldn't be any relationship between the profit and the number of leads.
Matt Davis:  OK.
Audience Member:  You know what I am saying?
Matt Davis:  Well, if I may ....
Audience Member:  [Indecipherable 81:44]
Matt Davis:  ... well, I mean if you're able to calculate how much money you would spend for example on a search engine marketing strategy as opposed to the profits that had been brought in. I think you actually very accurately could calculate that. OK.
Audience Member:  Yeah.
Mike:  I'm not sure of [inaudible 82:00] . One of our, and a good example of this is one of our customers that I think you might say that, "That customer, I could relate with," is a customer called Big Sky EDM and what they do is they actually, I don't understand it completely, but they put the diamonds in the end of the bits that go out in drillings, right? That's all I know. So obviously it's a manufacturing company, very niche market, and they're one of our clients. So they were actually seeing at a minimum two‑fold and some months a four‑ fold increase in the number of leads they are generating on their site.
In other words, companies businesses that are interested in their services. And so I think that would be similar to you. If there are businesses out there hopefully looking for water pumps and the services and goods you offer, you want to capture those leads on your site so that someone in the sales organization can contact them and offer your services.
Matt Davis:  See I know I have used examples up here of keyword phrases that are very product based like linens. All right. However a financial planner, a landscape company, a real estate agency, a massage therapist, a dentist. These organizations want leads for their businesses as opposed to just selling something online. So instead of paying for leads. You could obviously generate your own leads and obviously allocate X amount of money in your business to be able to do so. That's prospecting. That's something that I'm sure that you probably already have in place. This is another way of prospecting. Reaching far beyond any other way of reaching out to the world. OK. Good. Any other questions? OK. Yes. Please.
Well Google actually publishes statistics that most people just start right at the top and go right down. They do. This is not something to be ignored whatsoever. OK.
So the question is, just for audio, "Do people really click on those page searches?" They actually do. They do. OK. Now what I would like to do is just a slight review here for just a second. These are some of the things we have touched on throughout the day.
We have covered a lot in 90 minutes. OK. I had 90 minutes; in fact, I am now at 91 minutes. But, I would like to first of all just obviously refer you back to the benefits about doing business on the Internet.
Why the Internet? All right. There are so many benefits about the Internet that would allow more traffic to be brought to your business in the front door. Whether you are local or whether or whether or not you are selling tangible item worldwide. Either way. All right. So folks I think we all agree search engines is really how people find products and services to buy on the Internet.
So if you can learn how to manipulate your way to the top with your web presence that is obviously going to be boost traffic and boost business. OK. So I am going to turn the time back over to this gentleman now.
Steve Mihaylo:  I'm getting concerned. If you miss the birthday party we're both in trouble.
Matt Davis:  That's right.
Steve Mihaylo:  So how many of you appreciate the presentation that you heard from Matt? [Applause 84: 52 to 84:57]
Matt Davis:  Thank you. [Silence 84:57 to 85:11]
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