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MARKETING ON THE WEB

Since 2007, your local resource for:

• Search Engine Optimization 

• Social Media Marketing
 Facebook / Twitter / Instagram / LinkedIn

• Internet Advertising
 Google Ads / YouTube / Yahoo / Bing AdCenter

• Reputation Management
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WEB TRAFFIC

• Search Traffic falls into two categories:

• Organic (natural results)
 Traditional Search

 Local (map results)

• Paid (banner ads, ppc, etc.)
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ORGANIC

• What is Organic?

• What influences Organic visibility? 
 Content

 Navigational Structure

 Freshness

 Incoming Links

• Personalization
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WHAT IS ORGANIC?

• Organic results are listings on search results pages that 
appear because of their relevance to the search terms, 
as opposed to advertisements. 
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WHAT INFLUENCES ORGANIC VISIBILITY?

• Incoming Links

• Content

• Mobile Speed

• Mobile Friendly

• Interstitials Ads (negative)

• Personalization
 Where are you located (City)?
 Are you searching from a phone (Geo)?
 What did you search previously (context)?
 What did you click on previously (preference)?
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WHAT INFLUENCES ORGANIC VISIBILITY?

Incoming Links

• Unsafe to link phrases (best cup of coffee)

• Links from sites with greater rankings provide a greater 
influence on your rankings

• Sites with lots of links out diminish any value of their 
links into your site
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WHAT INFLUENCES ORGANIC VISIBILITY?

Content 

• Page Title Tag <title> 
 Used by Google and visible in Search Results

• Meta Description 
 Ignored, but visible in Search Results

• Meta Keywords
 NO VALUE!

• On page keyword stuffing is not a viable strategy (AI)
 Overuse of phrases will cause phrases to be ignored

• Linked Phases 
 Can be of value, circumstance dependent 
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WHAT INFLUENCES ORGANIC VISIBILITY?

Content

• Original Content (not repeated text of  what’s on other sites)

• Focused, thorough, topic discussion
 Address different audiences. 
 Benefits to management, end users, engineers (specs), financial buyers (cost 

benefit) 

• Use Industry terminology
 Avoid company specific names and jargon 

(Unless you’re McDonald’s use hamburger not Big Mac)

• Structure Data (schema.org)

• Facets (negative/positive – Canonical Important) 

• Freshness
 How recently was the info updated or remotely referenced. 
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WHAT INFLUENCES ORGANIC VISIBILITY?

• Navigational Structure
The relationship of content on the site 
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WHAT INFLUENCES ORGANIC VISIBILITY?

Navigational Structure 
Link Flow
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Ref: Google Page Rank Papers

https://www.mattcutts.com/blog/pagerank-sculpting/


WHAT IS LOCAL?

Google displays a list of 
businesses and map for 
local searches. 
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WHAT IS LOCAL?

• Google Search assumes local intent for some 
businesses. 
 Doctor / Dentist

 Realtor

 Lawyer

• Local searches may also be triggered for searches that 
include a local qualifier such as “in Huntsville”   

www.marketing-ontheweb.com



WHAT INFLUENCES LOCAL VISIBILITY?

• Complete Google MyBusiness page

• City (desktop) / Geo Location (phone)

• Citations

• Consistency (NAP, hours, website)

• Unique Address

• Appropriate Business Categories

• Reviews (NOT!)
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LOCAL TOOLS

•MOZ Local (citations)

https://moz.com/products/local

•Google My Business 

https://www.google.com/mybusiness
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GOOGLE SEO RESOURCES

• Google Search Console (aka webmasters tools)

See how google views your site!

https://search.google.com/search-consolerelevancy

• Google Mobile Friendly Test

Does Google consider your site to be mobile friendly?

https://search.google.com/test/mobile-friendly

• Google Speed Test

Is your site’s speed impacting your rankings?

https://testmysite.thinkwithgoogle.com

• Google Analytics

Track on-site activity 

https://analytics.google.com/
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SEO RESEARCH TOOLS

 SEMRush
https://www.semrush.com/

 ahrefs
https://ahrefs.com/

 SpyFu
https://www.spyfu.com/

 MOZ Free Tools
https://moz.com/free-seo-tools

 MOZ Link Explorer
https://moz.com/link-explorer
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WHAT IS PPC?

• PPC is Pay Per Click

• It differs from other forms of advertising, in that you 
only pay when someone clicks on your ad.

• In Google Search, ads are triggered when someone 
searches for the words and phrases you bid on. 

• On Websites and Social Sites, Ads may be displayed 
based on Keywords and/or Topics & Interests.
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PAID / PPC

• How do Google Ads Work?
 Bidding
 Quality Score 
 Keywords
 Ads

• Immediate First Page Visibility

• Increases Search Visibility

• Provides Market Research
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HOW DO GOOGLE ADS WORK?

• Bidding

A bidding system positions your ad based how much you bid.

• Quality Score

Your bids are scored based on click thru rate, ad and landing page 

relevancy. 

• Keywords

You bid on words and phrases related to your products and services.

• Ads

You create ads that clarify your USP. 
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MOTW SERVICES SUMMARY

Search Engine Optimization 
 On-site

 Ranking Elements
 Off-Site

 Local Map Rankings
 Regional Ranking

Digital Advertising (SEM)
 Paid Search
 Video Pre-Roll
 Behavioral Display

(likelihood of interest)
 Retargeting 

Social Media Marketing
 Post
 Respond
 Boosted Posts
 Advertising 

Reputation Management

 24/7 Monitoring Review Response 

 Address negative comments

 Promote positive feedback

Digital Consulting
 Evaluation 
 Tracking 



NEED HELP?

• John Allen 
256-513-9115
jallen@marketing-ontheweb.com

• Philip Busk 
256-513-9116
pbusk@marketing-ontheweb.com
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