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ONLINE
TRAFFIC
SOURCES
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Common online 
marketing campaign 
goals include:
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Increase 
Targeted 
Traffic



Increase 
Sales



Become 
an 
Authority



Establish 
Brand/
Business 
Presence 



Manage 
Online 
Reputation



Today, we’ll focus on 
Traffic & Sales
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Where does Traffic, that 
converts into Sales, 
come from?
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1.  Social Media Marketing
2.  Search Engine Marketing
3.  Search Engine Optimization

SMMSEM SEO
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• Traffic from YouTube, 
Facebook, Twitter, Pinterest, 
etc.

Social Media Marketing

SMM
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• LinkedIn generated the 
highest visitor-to-lead 
conversion rate at 2.74%, 
higher than Twitter (.69%) and 
Facebook (.77%).

Social Media Marketing

SMM



SMM



• Traffic from Pay Per Click 
(PPC) ads on Google 
AdWords, Bing Ads, etc.

Social Engine Marketing

SEM
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•  The average cost per click in Google 
AdWords is between $1 and $2 on the 
search network.

•  The most expensive keywords in 
AdWords and Bing Ads cost $50+ per 
click.

Social Engine Marketing

SEM

mike@marccx.com



• Traffic from Organic Search 
Results on Google, Yahoo, 
Bing, etc.

Search Engine Optimization

SEO
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Why SEO?
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SEO leads have a 14.6% close 
rate, while outbound leads 
(such as cold calls, direct mail, 
online advertising or print 
advertising) have a 1.7% close 
rate

Source: Search Engine Journal, 2014	
  



Why SEO?
1.  Organic search leads have a 14.6% 

close rate, compared to 1.7% for 
outbound marketing leads ���

2.  81% of B2B purchase cycles start with 
web search (Earnest Agency, 2014.)
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Why SEO?
1.  Organic search leads have a 14.6% 

close rate, compared to 1.7% for 
outbound marketing leads ���

2.  81% of B2B purchase cycles start with web 
search (Earnest Agency, 2014.) ���

3.  On smartphones, conversion rates are 15 
times higher from search than social. 
(Perform Insider, 2015)
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SEARCH
ENGINES
EXPLAINED
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Google = Search
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It’s not enough to be 
ranked on Google.
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No. 1 
Position in 
Google Gets 
31% of Search 
Traffic

Source: 
Moz, 2014
	
  



No. 1 - 3 
Positions in 
Google Gets 
55% of Search 
Traffic

Source: 
Moz, 2014
	
  



No. 1 - 10 
Positions in 
Google Gets 
72% of Search 
Traffic

Source: 
Moz, 2014
	
  



 
Your Goal = No. 1 - 3
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1. User query	
  

6. Results Returned	
  
5. Google Crawler	
  

4. Rank Results	
  

3. Check Index	
  

2. Suggested 
Keywords	
  



What is SEO?

The process of ranking a 
website, blog post, picture, 
etc. at the top of a search 
engine for a user’s query.
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What is SEO?

The process of ranking a 
website, blog post, picture, 
etc. at the top of a search 
engine for a user’s query.

mike@marccx.com



KEYWORD
RESEARCH &
ANALYSIS
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Quick Refresh

SEO is the process of ranking a 
website, blog post, picture, etc. 
at the top of a search engine 
for a user’s query
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Query = Keyword
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It begins with the keyword typed into a search box



Ask Yourself…

What keywords are my 
target market likely to 
type into Google?
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Ask Yourself…

What keywords are my 
target market likely to 
type into Google?

mike@marccx.com



1.  Google 
WMT ���

2.  Google 
Keyword 
Planner ���

3.  SEM Rush

Keyword Tools



Within Google Webmaster 
Tools (GWT), the Search 
Analytics report shows search 
queries by individual keywords,  
revealing which pages on your 
website are ranking the highest 
for that keyword.







To Get Started…

1.  Sign up for GWT & verify site 
ownership���

2.  Navigate to the ‘Search Analytics’ 
report���

3.  Filter queries by Country, Device, 
Mobile vs. Desktop, Pages, etc.



Within Google AdWords 
(GA), the Keyword Planner tool 
identifies a keyword’s growing 
(or shrinking) popularity so you 
can filter out low-volume 
searches, highly competitive and 
expensive keywords









To Get Started…

1.  Sign up for Google AdWords

2.  Navigate to the Keyword Planner tool and insert a 
list of keywords, your landing page or your product 
category/industry���

3.  Include targeting by country, language and search 
engine, google.com vs. google.co.uk (Optional) ���
  

4.  Review the search volume, competition and 
suggested CPC per keyword. ���

5.  Add keywords to your Organic or Paid search 
campaigns



For competitive keyword 
research, SEM Rush shows 
you organic and paid keywords 
that your competition is 
targeting organically and paid









To Get Started…

1.  Signup for SEM Rush

2.  Enter your competitors URL and select 
search engine (google.com vs. 
google.co.uk) and specify device (desktop 
vs mobile) ���
  

3.  Review Organic & Paid Search Rankings ���

4.  Set-up and track your keyword rankings



One more word 
on keywords…



Shoes

Rubber Sole 
Winter Boots

Long Tail Keywords are:
1.  More Targeted
2.  Less Expensive
3.  Quicker to rank



Hotels

NYC Boutique 
Hotels

Long Tail Keywords are:
1.  More Targeted
2.  Less Expensive
3.  Quicker to rank



ONSITE
SEO
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