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 Setting the scene – the web today 
 Website design & construction tips to optimise 

search results 
• Content 
• Structure 
• Link authority 

 Pay-per-click – targeted customer acquisition 
 Using web analytics to measure and tweak 
 Social media – making it work 
 Email marketing 
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“Globally, the number of users of fixed 
Internet will continue to grow at a steady 
pace, reaching 2.3 billion in 2015. Users 
of mobile Internet services will progress 
even more rapidly, however, and should 
reach 2.6 billion in 2015. This growth is 
fuelled by emerging markets, particularly 
China.”  (IDATE Consulting & Research) 
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Fixed and mobile users 2009-15 (source: idate.org)  US mobile users (source: eMarketer) 
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Continued growth, but slower 

Source: Forrester Research 2008 
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1. Google.ca 
2. Facebook 
3. Google.com 
4. YouTube 
5. Yahoo 
6. Windows Live 
7. Wikipedia 
8. Twitter 
9. Blogger.com 
10. LinkedIn 

Social networking and search 
sites dominate the top 
positions. See Alexa.com for 
their ranking of the top 500 
Canadian sites. Note that 
different ranking organisations 
measure traffic in different 
ways, but this will give you a 
good overall idea. Ikea at #201 
is the most popular site related 
to the wood products industry. 
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Source: netmarketshare.com 

Search engine Global share 

Google 83% 

Yahoo! 7% 

Baidu (China) 5% 

Bing 4% 

Others 1% 
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Source: blog.compete.com 
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Worldwide users 
 

 Facebook:      800M  
 YouTube:        490M 
 Twitter:           200M 
 LinkedIn:       135M 
 Google Plus: 62M 
 (Source: therealtimereport.com) 

 
Canadian users 

(2011) 
 

 Facebook: 14M  
 YouTube:   12M 
 Twitter:      1.7M 
 LinkedIn:   1.6M 
 (Source: OnlineStrategy.ca) 

 

Google Plus, its answer to Facebook, 
launched in summer 2011, and was 
growing at 625,000 users/day in 
September 
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Only 8% of searchers click past page 3 of 
search results 

7 out of 10 people don’t click paid search 
results at all 

But, almost 90% of search engine 
marketing spending goes on pay per 
click 

→ Site optimisation for ‘organic’ search 
deserves more attention 
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Source: http://www.webseoanalytics.com 

http://www.webseoanalytics.com/�
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Content 

Site 
architecture 

Link authority 

Search engine optimisation refers to all of 
the tasks a business carries out to drive 
search traffic to its website. There are three 
building blocks: 
 
Content – the text that appears on your site 
and in titles and descriptions of your pages 
 
Site architecture – how the website is 
structured 
 
Link authority – how many reputable 
websites have links on their pages that point 
to yours – often called pagerank or PR 
 Each search engine has its own software programs, commonly known as 
crawlers or bots, that analyse web pages and rank them based on a set of 
algorithms that try to ascertain the quality and relevance of each page and 
website. 
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 Your content strategy revolves around the keywords that you 
think web users will type in to find your business. 
Identifying these is critical, and will make or break your SEO 
efforts 

 Remember that the terms you use to describe your business 
and products are not necessarily the ones customers might 
type into a search engine 

 Use keyword analysis to determine your keywords – there 
are some great tools to help: 
• Google Keyword Research Tool at 

http://google.com/adwords  
• Google Trends 
• WordTracker (www.wordtracker.com) 
• Wordstream (www.wordstream.com) 
• Keyword Spy (www.keywordspy.com) 

 Choose 2-3 keywords for each page 
 Write your website copy around these 

 

http://google.com/adwords�
http://www.wordtracker.com/�
http://www.wordstream.com/�
http://www.keywordspy.com/�
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To use the tool, sign up for a free Google Adwords account 
Select ‘exact match’ for best results 
Use local search if most of your business comes from your 
local area 
Choose keywords with low competition and high search 
volume 
Download results into a CSV file so that you can open them 
in Excel, print them off and analyse them offline 
Try to think about what words and phrases your customers 
would use to search for your product or service, not how you 
describe yourself 
Take time on this step – it drives your whole SEO strategy 
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 All Internet browsers allow users to view 
the HTML or other source code of any of the web 
pages you visit. You can do this in  Internet 
Explorer, Firefox or Google Chrome by right-
clicking on the web page, then clicking ‘View 
Source’ or ‘View Page Source’ (make sure your 
mouse is pointing to text on the page and not an 
image when you do this) 

 The HTML file has a head section and a body 
section. The head section comes first, and 
contains meta tags, which specify the title and 
description of the page 
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 Meta tags are used in the head section to provide information that is often 
used by search engine robots – the programs that ‘crawl’ around the 
Internet indexing pages. The most important are the title and description 
tags.  
 

 The title text and description appear in search engine results, and 
strongly influence whether a searcher will click through to your site or 
not. 
 

 A common mistake is to duplicate title tags and description tags across 
several pages. This wastes the opportunity to tell search engines what the 
page is about, which improves your chances of being ranked well. 
 

 Title tags can be up to 66 characters. Descriptions should be up to 160 
characters 
 

 Put your strongest keyword earliest  (if possible) when writing titles and 
descriptions. 
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 Each page should have a unique meta 
title and description. Incorporate 
keywords into these where possible 
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Here is how the information in the title tag displays 
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 Meta description tag –text will appear 
in the snippet used in search results 
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3. Meta keyword tags – don’t use these – 
they are at best a competitive tool  

In the past search engines used the 
meta keyword tag to judge what a 
website was about. Due to widespread 
spamming (putting in popular keywords 
that were not relevant to the site itself) 
search engines discontinued the 
practice of referencing these tags.  
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Many web developers still think of keyword optimisation in terms of 
meta keyword tags however, and on older websites it is common to 
see these. Savvy web marketers use them as competitive tools – i.e. 
to see what keywords competitors are targeting and then formulate 

their own keyword strategies accordingly. 
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If you get a lot of your business from your local area, set up a free 
Google Places page. This pinpoints you on a map, and helps you 
appear  prominently in searches that include a geographic term. 
You can include photos, videos , opening hours and contact 
information, and link it to your main website 
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Here’s how the Google Places listings display for a search using ‘cabinets Vancouver” 
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 Put meaningful text on your home page and 
other important pages (250 words) 

 Include keywords in first 50 to 100 words if 
possible 

 Organic search is driven by text – it is the most 
easily indexed form of content 

 Use keywords in text titles and internal site links 
 The good news is that if you write meaningful 

passages of text that are relevant to your 
audience and provide value, this will also serve 
you well in search engine rankings 
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 Many forms of content create problems 
for SEO because they are not easily 
indexed by search engine crawlers. If 
your domain points to a home page 
with an introductory Flash animation 
and no text, the crawler software will 
glean very little information from that 
page. JavaScript is also more difficult to 
‘read’ than standard HTML, and web 
pages designed using frames 
(essentially building pages within 
pages) can create problems. Ask your 
web designer about how they will 
mitigate these issues if they want to use 
these on your site. 

Another reason to avoid Flash is to allow for a full browsing 
experience by iPhones, iPods, and iPads , which do not display Flash 
content 
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 Use alt tags to describe images (in HTML code) 
 These can be picked up in image as well as text 

searches 
 Try to use relevant keywords when describing 

images 
 Helps visually-impaired site visitors 
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Update content frequently – search 

engines rank fresh content higher 
Can be achieved by including blog or 

announcement section on your site 
New product announcements, 

promotions, user/maintenance tips, case 
studies, customer testimonials, trade 
show schedule... 
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Make sure important pages are 
reachable within 2 or 3 clicks from home 
page and key landing pages 
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Regularly check for 404 errors codes 
(broken links) and fix them promptly 
(use Google Webmaster Tools) 
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Use breadcrumbs for sites with complex 
structures and include keywords in them 
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 Sitemaps are a way to tell Google 
about pages on your site that it 
might not otherwise discover. In its 
simplest terms, a XML Sitemap—
usually called Sitemap, with a 
capital S—is a list of the pages on 
your website. Creating and 
submitting a Sitemap helps make 
sure that Google knows about all 
the pages on your site, including 
URLs that may not be discoverable 
by Google's normal crawling 
process. 
 

 Sitemaps can be written manually, 
or there are free downloadable 
tools like this one (wonder 
Webware Sitemap Generator) that 
will scan your site and generate the 
file for you. 
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 Your site ranking is improved when large numbers of 
high-quality sites link to yours (these are called 
backlinks) 

 Takes time – use your networks (dealers, industry 
associations, suppliers, local community orgs 

 Social media sites count (Twitter, Facebook, LinkedIn, 
YouTube) 

 Post announcements about your company on relevant 
blogs, forums with a link back to your own 

 Search for online directory sites (eHow, E-zine) that 
rank highly for your target keywords and submit 
short articles – see 
http://www.seomoz.org/ugc/21offpage-seo-
strategies-to-build-your-online-reputation 
 

http://www.seomoz.org/ugc/21offpage-seo-strategies-to-build-your-online-reputation�
http://www.seomoz.org/ugc/21offpage-seo-strategies-to-build-your-online-reputation�
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 Great for driving mobile traffic to your site 
 Use free sites such as  http://qrcode.kaywa.com/ to generate a QR 

(quick reference) code that points to a page on your website 
 Print the QR code on flyers, posters, business cards, packaging, in-

store displays, bus shelter ads 
 Smartphone owners use their phone’s camera and a free scanning 

app to scan the code – they can access the chosen page on your 
site without having to type a long URL on their phone keypad 

 http://www.fastcompany.com/1720193/13-creative-ways-to-use-
qr-codes-for-marketing 
 

http://qrcode.kaywa.com/�
http://www.fastcompany.com/1720193/13-creative-ways-to-use-qr-codes-for-marketing�
http://www.fastcompany.com/1720193/13-creative-ways-to-use-qr-codes-for-marketing�
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Pay per click (PPC) offers the advantage of highly targeted advertising and a 
great deal of control over when your ad is delivered (days, times) and where 
(country, web page language, radius from your location). 
 
The most popular PPC system is Google Adwords. Ads can appear to the right 
of search results or above the organic (non-paid) listings. They can also 
appear on a network of websites that receive payment in return for displaying 
Google’s ads. 
 
You can create very simple text ads with just a title, two lines of text and a link. 
Try creating multiple ads leading to the same page, and see which phrases 
attract the most clicks. You may discover effective keywords in this way that 
can be used in your page titles, descriptions and text.   
 
You pay only when a web user clicks on your ad, rather than when they simply 
view it. You can place caps on your campaign’s daily and monthly budget to 
avoid nasty surprises, and you can monitor and tweak the ad as often as you 
like to improve your success rate 
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You can individually track how effective different ads are in driving traffic, and 
cancel ones that are not producing results. 



iain.macdonald@ubc.ca 

 Landing pages are the pages that web browsing users 
‘land’ on when they click on an ad.  

 If your ad campaign is about a specific product, link 
your ad to a page describing that product, rather than 
making visitors find their way to it from your home 
page (some will give up along the way) 

 Landing pages should have a clear ‘call to action’ such 
as a ‘buy’ button, ‘request a quote’, ‘join our email list’, 
or ‘email us for more information’. Make it clear and 
concise, and keep the key message ‘above the fold’ 
(i.e., users should not have to scroll down to read it) 
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http://www.torlys.com/landing-pages/artisan-hardwood 

Calls 
to 

action 

http://www.torlys.com/landing-pages/artisan-hardwood�
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 You can create an Adwords account very 
quickly and get started with a campaign right 

away. However, there are many similar 
programs. This link describes 10 other online 

advertising programs: 
• http://www.rosswalker.co.uk/adwords_top10/ 

http://www.rosswalker.co.uk/adwords_top10/�
http://www.rosswalker.co.uk/adwords_top10/�
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Online marketing and SEO needs to be measured. Start by 
benchmarking – how much traffic are you getting today? Use a tool 
such as Google Analytics (free) to regularly measure site traffic 



iain.macdonald@ubc.ca 

Analytics can tell you; 
How many visitors, country of origin, 

browser they are using, time and date of 
visits, how long they stay on each page 

How they enter your site, which pages they 
come from (i.e. Search engine results or a 
referring link on another site), which page 
they leave from. This can help you review 
which pages are ‘working’ and where 
content and/or navigation could be 
improved 
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“If you spend just 10 mins/day on social 
media marketing you will be ahead of 90% 
of the woodworking industry”  
 

  - Neil Godin, sales & marketing consultant 
 
3.5 billion pieces of content are shared each 

week on Facebook 
Search supported by social media has 94% 

better click through rate 
Your social network profiles show up in 

search results 
Blog postings are indexed very quickly – 

often within minutes 
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Facebook – casual. Bing now displays FB 
pages in search results. Over 5% of 
global search now happens within FB 

LinkedIn – business focus, build an 
individual profile, join & network with 
groups 

Twitter –Brief announcements (140 
characters max.) 

YouTube – now second largest search 
engine, visual medium 
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Average social network user is 37 years 
old 

LinkedIn, with its business focus, has 
highest average user age of 44 

Average Twitter user is 39 years old 
Average Facebook user is 38 years old 
Average male/female user ratio is 47% 

male, 53% female 
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Must create a personal profile first 
Next, set up a business page 
Once 25 people ‘like’ it you can reserve a 

vanity URL so that your Facebook URL is 
www.facebook.com/yourbusinessnamehere 

As with Google Adwords, Facebook has 
great analytics 



iain.macdonald@ubc.ca 

This is the page for Baker Furniture, with an overview of the company 
and a link to their website 
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You can see that they have almost 15,000 ‘likes’, and they’ve put a 
prominent email signup box on the page to attract subscribers to 
their e-newsletter 
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Here they have a link to a list of dealers (hosted on their own website) 
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They have uploaded a series of in-house YouTube videos 
introducing different collections 
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The company runs a blog, and this is more geared toward engaging 
their audience than hard-selling products 
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Here on the ‘wall’ page we see a customer asking a question 
about modifying a standard product 
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Create a channel at no cost 
Great for product demos 
Viral marketing – use humour, drama to 

drive traffic  
 http://www.vat19.com/dvds/worlds-

largest-gummy-bear.cfm  
Use same keywords as for main site 
Link back to your website 

http://www.vat19.com/dvds/worlds-largest-gummy-bear.cfm�
http://www.vat19.com/dvds/worlds-largest-gummy-bear.cfm�
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 Messages can only be 140 characters max. What’s it 
good for? 
• Sending out links to; 
 Articles on installation or maintenance tips 
 Press releases about e.g. new product launches, awards 
 New content on your site 

• Telling customers about special events – open houses, etc 
• Keeping dealers aware of new colour and spec. options 
• Telling architects and designers about new projects 
• Your site’s link authority will improve if you post 

announcements linking back to your site. Depends on 
number of ‘followers’ you have 

• You can place a free Twitter ‘widget’ on your site that shows 
your last few posts. doubles as an announcements section on 
your site, and helps attract followers 
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Build an individual profile – use it to 
promote yourself and your business as 
specialists in your sector 

Set yourself up as an expert by 
participating in Groups 

10 ways to use LinkedIn for small 
business marketing: 
http://blog.linkedin.com/2010/04/12/lin
kedin-small-business-tips/ 
 

http://blog.linkedin.com/2010/04/12/linkedin-small-business-tips/�
http://blog.linkedin.com/2010/04/12/linkedin-small-business-tips/�
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•Sites such as GroupOn ,WagJag, Living Social, etc. have 
experienced rapid growth in popularity recently 
•Businesses must offer at least a 50% discount, half of revenue goes 
to team buying site 
•Can you create loyal repeat buyers? If so it may be worth losing 
money to create brand awareness. Many businesses inflate the 
price of the offering before applying discount - however, this is 
more difficult for products than services 
•Manufacturers could offer a service product such as an installation 
seminar or renovation seminar to introduce consumers to their 
products 
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Use Hootsuite to post simultaneously to 
Twitter, Facebook, LinkedIn accounts 

Monitor own brand, product names using 
Google Alerts 

Articles written for blogs, Facebook etc can 
be re-used in email and print newsletters 

On your main site, put a Facebook ‘Like’ 
button a ‘Tweet This’ button and a Google+ 
button on important pages. This will 
encourage site visitors to share content 
through their social networks, which will 
increase your link authority 
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 Over 60% of US Internet users read email daily (Pew Internet & 
American Life Project, 2011) 

  50% of consumers are more likely to buy products 
from companies who send them email, whether their 
purchases are online or at a place of business. (Epsilon Branding 
Survey, 2009) 

 67% of subscribers purchased products offline as a 
direct result of receiving an email from a retail 
company 

 40% experienced positive impact on their likelihood to 
make a future purchase a company upon receiving an 
email. 

 Over 80% of respondents said that they like receiving 
email from companies with whom they register, though 
they don’t always make use of the info right away. 

http://www.epsilon.com/021209-Email-Branding-Study/p118-l3�
http://www.epsilon.com/021209-Email-Branding-Study/p118-l3�


iain.macdonald@ubc.ca 

• Competition for attention from social networks 
• Inbox overload 
• Spam filters 
• Image blocking 
• Inconsistent rendering of HTML 
• Declining open and click-through rates 
• The under-25 age bracket prefers SMS (text 

messaging) to email 
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 Avoid “batch and blast” marketing (Tamaragielen.com) 

 
 Get permission, build lists with patience 
 Deliver value 
 Brevity is the key 
 Use in conjunction with other social network 

and web marketing as part of an integrated 
strategy 
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 To begin with, almost any topic covered in this 
slide deck can be researched easily through a 
web search! 

 You can do a lot yourself without the help of 
SEO professionals, but if you want to enlist help, 
start by reading what Google has to say about 
SEO firms: 

 http://www.google.com/support/webmasters/
bin/answer.py?answer=35291 

 Some further reading on SEO, etc: 
http://www.iimaonline.org/resources/ 

 

http://www.google.com/support/webmasters/bin/answer.py?answer=35291�
http://www.google.com/support/webmasters/bin/answer.py?answer=35291�
http://www.google.com/support/webmasters/bin/answer.py?answer=35291�
http://www.iimaonline.org/resources/�
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 E-Commerce & Social Media workshops and 
Meetup group –neilgodin.com  

 UBC Continuing Studies – Internet marketing 
evening courses - 
http://www.tech.ubc.ca/integrate/ 

 
 

 

http://www.neilgodin.com/index.php�
http://www.tech.ubc.ca/integrate/�
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 iain.macdonald@ubc.ca 
 

www.cawp.ubc.ca 
 

Twitter: cawpubc 
 

LinkedIn: Iain Macdonald 
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