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Objectives

• Search has grown up

• What are the key concepts that SEO practitioners need to address in the next 3 

years?

– Social Media and Search

– Comprehensive Search Management

– Trends In Search Engines and Search Marketing

• Q&A



Social Media

By Ellen Burgan

Drs. Foster & Smith



Overview

• Benefits of Social Networking

– Provide industry leadership

– Develop brand awareness

– Build relationships by increasing consumer interaction

– Direct people to customer service

– Promote events

– Provide pet care education

– Gain SEO value



Where Are Your Customers?



Drs. Foster & Smith’s Approach to Social Networking

-Article Syndication

-Bookmarking

-Email



Encouraging Mentions



Challenges of Social Media

• Agency vs In-House

– Employee Time

– “Face” of the Company

• Learning Curve

– Culture of Each Network

• No Immediate Return-On-Investment

– Generally No Sales-Driven Promotions

• How to Measure Success



Contact Me:

@DFS_Ellen

Ellen.Burgan@drsfostersmith.com

Blog:         www.DFS-Pet-Blog.com

Website:    www.DrsFosterSmith.com



SEO vs. SEM – Cannibalization

Table Manners In the Age of Channel Conflict



SEO vs. SEM – Working Together – Economic Necessity 

• CPC costs are rising and there are STILL clueless amateurs bidding

– The newbies really tend to show up during peak season

– Experienced Competition is focused on driving up conversion so they CAN 

bid higher for competitive terms

• Management is looking at margin by Channel

– SEO isn‟t free but tends very effective 

– SEO tends to the best source of new visitors

– SEO tends to not be as discount driven as compared to affiliates

• The Old War Cries

– What the SEOs say about Paid:

Turn off Paid and We’ll Really Show Management Our Stuff

– What SEMs say about SEO

SEO is Unreliable and Hard to Measure



SEO vs. SEM – The Yahoo Blackout

• Real World Experience – Organic Got Turned Off

– Yahoo announces the end of Paid Inclusion January 2010

– 18F tests website for proper Slurp handshake

– Yahoo shuts off Paid Inclusion on January 6, 2010

– 1800Flowers disappears Completely from Yahoo Organic SERP

– Problem with Slurp, showed up in live production, resolve within 6 hours

– Recovery in ranks starts within 4 days

• Results for Paid during Blackout:

– Branded terms almost make up 100 YOY

– Non-branded off by 25 percent YOY

– Our brand and non-branded merge, don‟t expect the same for most sites

– A fairly pricey “experiment”

.



SEO vs. SEM – Cannibalization 

• If You are In first position for Non-Branded both Organic and Paid look for 70 

percent lift over Organic Alone BUT a 30 percent cost should be added to Paid 

costs

• Go for 4th position (bid for position) for Paid, less traffic lower cost, non-branded

• You should be in first position for Branded

– Make sure to get site links working in Paid

– Ask for terms on your brand terms!

• Get Legal Agreements in Place for you Trademarks with Competition

– Can‟t depend on Google, of course

• Assign Branded Terms to Trusted Affiliates

– Have agreement for usage, for example, below the fold

• Most Important – Go After the Long Tail

– Despite all the talk your competition hasn‟t figured it out.

– Look at your own long tail and you‟ll explore the opportunity.

– If a large percentage of unique queries AREN‟T turning into sales you‟re not 

riding the long tail



Accelerate Your SEO

Major Challenges, Major Opportunities



First Off... Who Am I?

• VP of SEO Strategies at Covario

• Founded Netconcepts LLC in Madison, Wisconsin in 1995.

• Lived in New Zealand for 8 yrs, returned to US in 2007.

• Founded Netconcepts Ltd in Auckland in 1999.

• Inventor of GravityStream, a pay-for-performance SEO technology,

now re-branded as Covario‟s Organic Search Optimizer

• An author of The Art of SEO, published by O‟Reilly. My co-authors are Rand 

Fishkin, Eric Enge & Jessie Stricchiola.

• Netconcepts acquired by Covario – January 2010



Step 1: Dispense of the Mythology

• SEO myths, misconceptions and assumptions are costing your business serious 

cash

• Half of my SEO is working; I just don‟t know which half !

• Myths are created inadvertently, unintentionally

– Easy to confuse correlation with causation

• Some myths are perpetuated by snake oil salesmen

– e.g. If some SEO consultant starts talking about how they‟ll help you rank 

by optimizing your meta tags, turn and run!

• Bottom line: SEO is an experimental science



SEO Mythology

• Personalization means nobody‟s #1 anymore

• Meta tags will boost your rankings

• Country sites are “duplicate content”

• JavaScripted links will keep the spiders away

• Googlebot doesn‟t read CSS

• Update your home page daily

• Linking out (such as to Google.com) helps rankings

• SEO is a one-time activity

• Using Flash will tank your SEO

• SEO is free

• Google penalizes for duplicate content

• .edu links get extra weight

• etc.

http://tinyurl.com/y5dlm3e

http://tinyurl.com/344usgr



Step 2: Think Outside the Box (On-page)

• Spend your PageRank strategically

– alternative linking structures like tag clouds, related products

• Keyword to URL mappings, not the other way around

• Clean, short, keyword-rich URL structure

– Short URLs get clicked on twice as frequently as long URLs in the SERPs 

(Source: MarketingSherpa)

• Flash SEO best practices

– SWFObject, SWFAddress, XML, etc. (more at www.adobe.com/go/seo)

• UGC (e.g. product reviews, forum posts, blog posts, tweets) augments the 

catalog pages & helps the pages respond to additional keyword themes

• Add a blog to your site, fully tricked out for SEO

• Optimize your Google snippets http://tinyurl.com/ycx8mp7

• Score your site‟s SEO on an ongoing basis http://tinyurl.com/yfrjurd

http://www.adobe.com/go/seo
http://tinyurl.com/ycx8mp7
http://tinyurl.com/yfrjurd


Step 3: Think Outside the Box (Off-page)

• Link baiting

– Blogs: Digg bait articles like http://www.shoepaparazzi.com/9-of-the-most-

expensive-shoes-ever-sold/and contests like OvernightPrints.com‟s “Design 

Shoemoney‟s Business Card & Win Free Business Cards for Life” 

http://www.shoemoney.com/2009/05/29/design-my-new-business-card-win-

free-business-cards-for-life/

– Microsites: Willitblend.com, Mentosintern.com

– Widgets: SeenOn.com Desperate Housewives, Grey‟s Anatomy (buy the 

actors‟ outfits)

– Twitter: Develop a fan base like @zappos or @garyvee

• Don‟t forget to use a branded URL shortener, encourage re-tweets

– YouTube contests: get your consumers to produce commercials or music 

videos. Example: Intuit‟s Tax Rap contest 

– Facebook Apps dare your friends
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Ready, Set, Go!

• What can you do tomorrow that will improve your site‟s SEO? Write down 3 

things. Get „em done!

• Did we not get to your question? Got a follow-up question? Feel free to email 

me.

• My contact info:

– Stephan Spencer, VP of SEO Strategy, Covario

– Email: sspencer@covario.com

– Twitter: @sspencer

– Phone: (608) 285-6600 x134
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