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Agenda
• Search Basics
• Expectations & Benefits
• How to get started
• Reporting & Analyzing your results
• Final Thoughts
• Q&A
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68%
of online experiences begin with 
a search engine

 61% of B2B marketers state 
that SEO and organic traffic 
generate more leads than any 
other marketing initiative.



Search engine marketing (SEM) is a form of 
Internet marketing that involves the 
promotion of websites by increasing their 
visibility in search engine results pages (SERPs) 
through paid advertising and Optimization.

• Search Engine Optimization (SEO) adjusts 
or rewrites website content and site 
architecture to achieve a higher ranking in 
search engine results pages 

• Pay per click (PPC) listings increase the Call 
to action (CTA) on the website.

Source: WikiPedia

11/18/2022 4



11/18/2022 5

Public Relations
 Provide content to editor
 Editor reviews – if interested engages
 Article appears in print
 Additional articles appear
 Editor leaves and you work to form a new relationship

Advertising
 Desire to promote a specific event/product
 Pay for placement for a set period of time
 Ads appear
 Campaign ends
 Start a new campaign

SEO
 Develop web content
 Googlebot Reviews content and ranks page
 Link appears in SERP
 Traffic comes to your site
 Algorithm changes and you need to revise content

PPC 
 Desire to promote a specific event/product
 Pay for placement for a set period of time
 Ads appear
 Campaign ends
 Start a new campaign



Expectations

• We’ll show up first in search results

• Everyone who visits will convert

• I’ll see an ad every time I search for it

• Search will grow my brand
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Benefits

• Google is a primary driver of site traffic for most sites

• Search targets visitors based on “intent” not audience

11/18/2022 7



Getting Started

• Step 1: Define your objectives

• Step 2: Keyword Planning

• Step 3: Identify Platform Strategy
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Defining your objectives

• Being 1st is not the objective 

• Generating qualified traffic from Google 

(and other search engines) is the goal
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Keyword Planning

• Make a list 

• Do some searches

• Keyword tools
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Awareness

Consideration

Preference

Purchase

“Truck”

“SUV”

“4 wheel drive SUV”

“6 Passenger SUV”

“Audi SUV”

“Audi Q7”

“Audi Q7 Quattro”

“Audi Dealer”



Platform Strategy

• PR vs Advertising Initiative

• Budget (Not only $$, but also time)

• Skillsets/expertise
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Getting Started with SEO
• Get your baselines from Google Analytics

• Connect Search Console and Google Business Profile

• Run a technical Audit (SEMRush, Moz, etc)

• Content Review

• Linking Opportunities
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Metrics

Technical

On-Page

Off-Page



Getting Started with PPC

• Campaigns set budget and location targeting

• Ad Groups are combinations of keywords 

and ad copy (and landing pages)

• Ads conversions
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Metrics

Account Structure/ 
Campaigns

Ad Groups

Conversion 
Tracking



How are people Finding us?
• What’s Working? 
• Ad Group 

Performance
• Types of 

Conversions:
• Location Data
• Organic Key Words
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Reviewing Data: Our Agency        Us
Director of Digital 

Overall Performance 
• Activities
• Opportunities
• Conversions
• Locations
• Lead Gen
• MQLs
• Spend
• ROI

Marketing Managers:

• Campaign Performance
• Activities 
• Locations
• Conversions

• Tactical Results
• Campaign Activities
• Website Activities
• Social Media Activity

• Lead Gen
• Clients & Prospects

• New Business by Segment
• Spend

Show Growth to Team LeadersInsights & Recommendations
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We Want It All…
But the CEO Doesn’t Need to See It All

Digital Leadership

Overall Performance 
• Activities
• Opportunities
• Conversions
• Locations
• Lead Gen
• MQLs
• Spend
• ROI

Marketing Managers:

Campaign Performance
• Activities 
• Locations
• Conversions

• Tactical results
• Campaign activity
• Website activity
• Social Media activity

• Lead Gen
• Clients & Prospects

• New Business
• Spend

C-Suite

What We’re Doing & Why

Alignment with Firm Goals

Applied Learnings

Stakeholder feedback *

Campaign Performance
• Birdseye View

• ROI
• New Business
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Presenting to Senior Leadership
What We’re Doing
• Strategy , Initiatives, Goals   (3 Minutes)

Summary:
• Top Insights from the data (7 minutes)

Performance Data:  (5 minutes)
• Campaign & Geos

Show Me the Money!!:  (5 minutes)
• ROI & New Business

Questions (10 minutes into next meeting)
***Actual Body of Work Goes Into the Appendix
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Provide Insights to Make Informed Decisions
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Final Thoughts

• Look at the right metrics at the right time

• Focus on quality to improve results
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Q&A
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Valerie Alhart
Senior Director, Digital Marketing

Bonadio & Co., LLP

Email: valhart@bonadio.com
LinkedIn: www.linkedin.com/in/valeriealhart

Peter Platt
President

Accountable Digital

Email: pplatt@accountabledigital.com
LinkedIn: www.linkedin.com/in/psquared/

If we don’t get to your questions today, feel free to reach out – we’d love to chat!

http://www.linkedin.com/in/valeriealhart
https://www.linkedin.com/in/psquared/
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