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Attract Visitors

Organic Options

Link building

SEO – Search Engine Optimisation

Paid options

SEM – Search Engine Marketing

Advertising



Organic Options

Link building

Find complementary sites

Business Partners

Directories (Yahoo, DMOZ etc)

YouTube / MySpace

Ensure quality

Hubs and bad neigbourhoods



SEO

Keyword research

Keyword placement within content

Use of title / alt tags

Flash content / images

Dynamic pages

Sitemap tools



SEO

Things to avoid:

Keyword stuffing

Lists of keywords

Single page sites



SEO

Advantages

No cost per click

Organic results are seen to be more ‘trustworthy’ and
therefore deliver better results

Downsides

Subject to rule / algorithm changes

Personalisation

Local Search results



Local Search results



Paid Traffic

SEM

Controlled and targeted advertising

Banners / advertising

Brand awareness

Promotions



SEM

Google / Yahoo!

Benefits

Control:

Budget

Keyword lists

Keyword bids

Ad wording

Landing pages

Visitor Territories / Languages

Conversion tracking



SEM Options

Content / Search networks

Ad formats:

Text

Image (content network)

Video (content network)

Click-to-call

Mobile

Local business map



SEM – Text Ads



SEM – Image Ads



SEM – Local Business Ad



SEM – Mobile Text Ad



SEM - Video Ad



SEM – Reporting



SEM – Statistics



SEM

Advantages

Total control over keywords, bid amounts, ad wording,
destinations

Immediate results

Detailed stats available

Disadvantages

Increasing cost, particularly for highly competitive keywords

Potential for click fraud and bid jamming

Paid results not as effective as organic results in delivering
converting traffic



Attracting Visitors

Organic methods

Build a network of inbound links from complementary, high-
quality sites

Optimise site content for visitors and search engines

Paid methods

Create a campaign on Google or Yahoo!

Banner advertising



Analysing Visitors

Understanding visitor behaviour will help you refine and improve
your website



Google Analytics



Visitors



Browser Details



Traffic Sources



Content



Entrance Sources



Goals



Goal Path



Analysing Visitors

Understand traffic sources and visitor behaviour

Track the success of marketing efforts

Look for opportunities to improve content



Thank you!

  www.glassonion.com.au


