Search Engine
Marketing, Inc.

Driving Search Traffic to
Your Gompany's Web Site:

.' I!‘

-
—
-

Second Edition e =
Includes Value-Packed VD with
PSR L

1
A

Foreword by,David Meerman'Scotts
BestsellingatthoroiihelVewRuleSorMarketingandie

‘


https://www.pearson.de/9780137005130

IBM PRESS NEWSLETTER

Sign up for the monthly IBM PRESS NEWSLETTER at
ibmpresshooks.com/newsletters

LEARN

* NEW PODCASTS
from your favorite authors
* ARTICLES & INTERVIEWS
with authors

* SPECIAL OFFERS
from IBM Press and partners

* NOTICES & REMINDERS
about author appearances and conferences

Sign up for the IBM PRESS NEWSLETTER and
you will be automatically entered into a
QUARTERLY GIVE-AWAY
for 3 months access to Safari Books Online —
online access to more than 5000 books
A $150 VALUE!

Sign up at ibmpresshooks.com/newsletter

REGISTER YOUR BOOK

ibmpressbooks.com/ibmregister

REGISTRATION ENTITLES YOU TO:
e Supplemental materials that may be available
e Advance notice of forthcoming editions
e A coupon that can be used on your next purchase from ibmpressbooks.com

IBM Visit ibmpressbooks.com
Press. for all product information


https://www.pearson.de/9780137005130

Search Engine Marketing, Inc.: Driving
Search Traffic to Your Company's Web
Site

Table of Contents

Contents
Foreword

Preface
Acknowledgments
About the Authors

PART 1: THE BASICS OF SEARCH MARKETING

Chapter 1: Why Search Marketing Is Important . . . and Difficult
Web Search Basics
Search and Your Marketing Mix
The Challenge of Search Success
Summary

Chapter 2: How Search Engines Work
Matching the Search Query
Ranking the Matches
Displaying Search Results
Finding Web Pages for the Organic Index
Analyzing the Content
Building the Organic Index
Search Relationships
Summary

Chapter 3: How Search Marketing Works

@ Pearson


https://www.pearson.de/9780137005130

Table of Contents

Organic Search
Directory Listings
Paid Placement
Summary
Chapter 4: How Searchers Work
Visitor Behavior
The Searcher's Intent
The Searcher's Click
The Searcher's Follow-Through

Summary

PART 2: DEVELOP YOUR SEARCH MARKETING
PROGRAM

Chapter 5: Identify Your Web Site's Goals
Web Sales
Offline Sales
Leads
Market Awareness
Information and Entertainment
Persuasion
Summary

Chapter 6: Measure Your Web Site's Success
Count Your Conversions
Count Your Traffic
Count Your Money
Summary

Chapter 7: Measure Your Search Marketing Success
Target Your First Search Marketing Campaign
Assess Your Current Situation

@ Pearson


https://www.pearson.de/9780137005130

Table of Contents

Calculate Your First Campaign's Opportunity
Summary

Chapter 8: Define Your Search Marketing Strategy
Choose the Scope of Your Search Marketing Program
Divide the Search Marketing Work
Choose Your Search Marketing Approach
Project Your Search Marketing Costs
Summary

Chapter 9: Sell Your Search Marketing Proposal
Assemble Your Search Marketing Proposal
Sell Your Proposal to the Extended Search Team
Sell Your Proposal to Executives
Summary

PART 3: EXECUTE YOUR SEARCH MARKETING
PROGRAM

Chapter 10: Get Your Site Indexed
What If Your Site Is Not Indexed?
How Many Pages on Your Site Are Indexed?
How Can More Pages from Your Site Be Indexed?
Summary

Chapter 11: Choose Your Target Keywords
The Value of Keyword Planning
Your Keyword Planning Philosophy
Step-by-Step Keyword Planning
Summary

Chapter 12: Optimize Your Content
What Search Engines Look For
The Philosophy of Writing for Search

@ Pearson


https://www.pearson.de/9780137005130

Table of Contents

Step-by-Step Optimization for Search Landing Pages
Summary
Chapter 13: Attract Links to Your Site
Why Search Engines Vlue Links
Your Linking Philosophy
Step-by-Step Link Building for Your Site
Summary
Chapter 14: Optimize Your Paid Search Program
Paid Search Opportunities
Your Paid Search Philosophy
Step-by-Step Paid Search Optimization
Summary
Chapter 15: Make Search Marketing Operational
Set Up Your Central Search Team
Establish Search Marketing Best Practices
Track Search Marketing Success

Summary

PART 4: BEYOND SEARCH MARKETING

Chapter 16: Explore New Media and Social Media
What's Web 2.07
New Media
Social Media
Summary
Chapter 17: Optimize Your Web Site Search
The Disappointment of Web Site Search
The Importance of Web Site Search
The State of Your Web Site Search
Improve Your Web Site Search

@ Pearson


https://www.pearson.de/9780137005130

Table of Contents

Summary
Chapter 18: What's Next?
What's Next for Search Marketing?
What's Next for You?
Summary
Glossary
A

4 W IO UVOZ=TrXC - I@OTNMMOO™

O
g
z
S


https://www.pearson.de/9780137005130

X s < C

Index

Table of Contents



https://www.pearson.de/9780137005130

