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The ABC of Search Engine Marketing

How do I make my website visible on search engines?
Search Engine Marketing (SEM) includes search engine advertis-
ing, search engine optimisation (SEO) and any other marketing ac-
tivity that leverages search engines.

There are, typically, two ways to be found in search engines like 
Google and, depending on one’s sales and marketing objectives, 
one method can be more effective than the other. In many cases, 
a combination of the two helps to drive strong sales and marketing 
results.

SEO is at the heart of website marketing which involves a range 
of techniques aimed at ensuring popular search engines can “read” 
and index the site. Done properly, SEO helps 
to lift a website’s ranking in search engines 
and attract the right kind of web traffic.

A World of Words
Keywords or keyphrases (also known as 
search terms) are the currency in SEO. It 
is important to determine the words people 
use to search for your particular product or service and insert these 
words into the programming of your site.

1. A thousand words are better than a flashy image!
At its very basic, search engines work in a text-based world. When 
search engine “spiders” or “crawlers” (these are programs that visit 
websites for indexing purposes) drop by to read the content of a 
website, they look at textual content.  So, make sure your website 
has plenty of it.  The right kind of content is relevant and consistent 
with the overall website theme.

Search engine robots or spiders do not just ignore the eye candy – 
images, movie clips, or Flash animations – so compelling to human 

eyes. Wrongly placed, these visuals can actually get in the way and 
“trap” spiders, obstructing them entering your web pages.

2. Try to be specific
Define your industry niche or market segment more precisely. If you 
sell how-to books for instance, “books” is simply too broad. You are 
going to get lost amongst precisely 832 million search engine results 
concerning books. Instead, you may want to try “Home Improve-
ment How-to’s,” or “Home Improvement Books” (just 59,300 rivals 
this time, and down drastically to 2,000 when limited to publishers or 
booksellers in the U.K.). Obviously, net-savvy searchers often have 
a specific item in mind and they want to be taken directly to it.

3. Get into the minds of your customers
Take a cue from the Natural Language Processing experts and 
ponder how the unsophisticated shopper might phrase a search in 
everyday language.  Does he or she say, “scientific nutrient-dense 
additive-free pet food range” or “best natural dog food”? At some 
time in your brainstorming process, you should look at asking peo-
ple who are not too close to your company.  Outsider ideas can be 
valuable.

You may be current on industry lingo but customers have a world 
of their own.  So what if you are convinced 
your industry vertical is properly defined by 
the keyword phrase “outsourcing service 
provider”.  Potential clients might have syn-
onyms in mind: “contact center”, “call cen-
ter”. “telemarketing”, “CRM”, or “inbound/
outbound sales provider”. By all means, 
include all these in your keyword list.

Similarly, if a Sydney-based business named Bob’s Enterprises 
sells roses through its website, most people are likely to use search 
terms such as roses, red roses, flowers, or Sydney flowers. There 
is no point focusing on obscure search terms or ‘made-up’ product 
names if customers don’t use them, or worse, have never heard of 
them.

4. What works for the competition?
Try to find out what keywords rival websites us by simply doing a 
Google search for potential words or phrases and see if their sites 
come up.  You might like to test is some of  these  keywords (that 
you are not currently using) work for you as well.

Part 1 Website Optimisation

“Searching” remains the number one activity on 

the web – that is searching, not shopping. So if your 

website is hidden in popular search engines like 

Google, your online business may never see the 

light of day because chances are your customers 

will go elsewhere – most likely to your competitors 

who are easily found on search engine results.

There is no point focusing 

on obscure search terms or 

‘made-up’ product names if 

customers don’t use them!
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5. Keyword-laden links
Hypertext links are like doors that open on to a room or, in this case, 
a web page. So, if you have other sites linking back to yours, make 
sure the links have relevant keywords in them.

For example, rather than displaying the text below:
“Click here to learn more about ABC Websites”

A better way is:
“Learn more about domain names, web design and search engine 
marketing at ABC Websites”

6. Branding and geo-marketing
Find out the most-searched keywords or keyphrases for your prod-
uct or service and team them up with your brand name. For exam-
ple, “ABC webhosting”, “ABC web design”. Then, plug it in relevant 
places – page titles, headlines, secondary headers, section head-
ers, “reasons why” lists, comment sections. Repeat the process in 
every page that suits.

If the local search is your ballgame, construct a supplemental 
list of keyphrases that include the city, country or state you target 
for your real estate business, retail chain, home service business, 
student service bureau, or tour guide service. For example, “Haw-
thorn hairdressers”, “Rose Bay pet store”, “South Australia domestic 
cleaners”, New Zealand honey farms” and so on.

7. Choose your domain name carefully
While it is important to have a domain name that represents the 
character of your brand, consider registering keyword-rich domain 
names.  They tend to rank high naturally in search results.  Instead 
of driving all traffic to your homepage, a more effective way to man-
age keyword-rich domain names is to create specific web pages (or 
landing pages), that reside within your website.  Content on the land-
ing page should specifically address what people are searching for.  
If they searched for “Hotham designer shoes”, the dedicated land-
ing page www.hothamdesignershoes should showcase the range of 
shoes, not promotions to a speed-dating event.

When it comes to naming a good domain name, the name should 
be easy to say, remember and spell.

8. Use relevant, unique, quality content
Avoid copying or borrowing content from other websites.  The ben-
efits of unique content are two-fold: it ensures your website content 

is interesting to your visitors and you avoid search en-
gines penalising your site for replicating content from the 
original site.

9. Be prolific but don’t overdo it
Once you have a list of search terms, use them in your content, 
titles, headers, sub headers, metatags and so on.  When using im-
ages on your web page, use a keyword-rich alternate text so search 
engine crawlers can “read” your images.  However, avoid keyword 
stuffing as search engines can pick this up and may result in a 
severe penalty.

10. Start a Blog
Search engines love blogs.  And there are at least four reasons 
why:

• Blogs tend to be written in conversational language, often with a 
generous sprinkling of keywords and keyphrases.

• Well-maintained blogs have regular fresh content which is reward-
ed by both users and search engines with repeat visits.  The means 
your blog is likely to be crawled by search engines more frequently 
and your content searchable more quickly.

• Most blog content is usually categorised according to themes.  
This makes it easier for search engines to understand your content 
and give your blog a better change of ranking well on those topics.

• Blogs tend to link freely to each other much more than websites 
do. The many widgets and plugins now available to share blog con-
tent, help to encourage links and traffic provided users view your 
blog content as either useful, relevant or entertaining.

If you are interested in finding out more about Search 

Engine Optimisation (SEO) for your website, contact the 

team at PromoDesign on 1300 66 1537 or go to

www.promodesign.com.au.
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