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Praise for Marketing in the Age of Google

“Vanessa Fox is not only blessed with a brilliant mind, but fantastic perspective into the search marketplace. Her experiences at Google and within the industry, combined with her ability to share those insights in easy-to-understand morsels, makes this book a must-read for anyone with even the slightest interest in what’s happening in the online world.”

—Richard Zwicky, Founder, Enquisite

“Vanessa Fox grabs your hand, shows you the way into the big black box of search marketing, and flips the lights on. Trying to justify a search-related project? From hard data to helpful checklists, it’s all in here. Taking on the challenge of search optimization by yourself? You’ll walk away from this book not only getting it when it comes to using search to build your business, but knowing how to do it.”

—Tamara Adlin, cofounder of Fell Swoop and author of The Essential Persona Lifecycle: Your Guide to Building and Using Personas

“Finally! A C-level book about smarter search engine marketing. Marketing in the Age of Google by Vanessa Fox is undoubtedly the search marketing bible for senior executives looking to maximize business growth through search engine marketing. This is a must-read, and if you don’t, your competition certainly will.”

—Lee Odden, CEO, TopRank Online Marketing

“Former Googler Vanessa Fox has a unique understanding of search marketing from both sides of the table and has been educating people about the wonderful world of Google and search marketing through speaking and writing for years. Now she compiles all her great knowledge in book form and thoughtfully guides newcomers and the experienced alike past jargon and distractions to focus on the best ways to achieve success in today’s searching culture.”

—Danny Sullivan, Editor in Chief, Search Engine Land

“This tome may be the first book that manages to identify and deconstruct the new search-engine-centric world in which we live. With insights and tips for anyone doing business in the connected world, it’s perhaps the first must-read-to-survive business book of the twenty-first century. Highly recommended.”

—John C. Dvorak, columnist MarketWatch, PC Magazine

“Vanessa is the rare person with big-picture expertise who has spent time deep in the trenches with sleeves rolled up making the magic happen. This book reflects that on every page. Get ready to finally stop marketing on the Web as if it were television!”

—Avinash Kaushik, Google Analytics Evangelist Author of Web Analytics 2.0: The Art of Online Accountability and Science of Customer Centricity

“If you are an entrepreneur, Webmaster, designer, or an executive for a Fortune 500 company, Marketing in the Age of Google will help you streamline your business strategy based on understanding your customer. I would recommend it as reading material to every project manager within eBay.”

—Dennis Goedegebuure, previously Senior SEO Manager, eBay

“The connected marketing world should acquire this text by whatever means necessary. Digital marketing isn’t just ‘digital’ anymore. Search isn’t just search anymore. If every marketer put these disciplines to use, it would mean billions in revenue almost overnight.”

—Kevin M. Ryan, Motivity Marketing

“I’ve been relying on Google to help me drive traffic to my websites for over a decade, and I learned three new (and invaluable) tricks within the first twenty pages. If you have a business on the Web, you’ll want Vanessa’s book on your shelf.”

—Chris Pirillo, Founder, Lockergnome

“Charming? Disarmingly so. A smile that melts hearts? Totally. Wicked smart? Abundantly! Vanessa Fox knows all the ins and outs of online marketing and on top of it all, this woman can write. Marketing in the Age of Google is amazingly readable. Informative? Without question. Practical? As comfortable shoes. Accessible? A pure pleasure to read and—look—I learned something that will undeniably improve my business. That’s rare value.”

—Jim Sterne, Founder, eMetrics Marketing Optimization Summit and Chairman, Web Analytics Association

“Vanessa is one of the true search experts. This book is full of valuable information that will teach you to develop and execute an effective search plan. No matter if you are a beginner or an expert, set aside some time as you will want to read this book at least twice.”

—Brad Geddes, Author of Advanced AdWords

“Marketing your business through search engines is a complex, challenging problem. Thankfully, those new to the field now have this tremendous resource from Vanessa Fox to help guide them through the trials and tribulations of search marketing in a clear and delightfully readable format.”

—Rand Fishkin, CEO, SEOmoz and Author of The Art of SEO

“Vanessa is a technical expert in the world of search marketing. Her book will help fill that much needed industry gap of misinformation.”

—Marshall Simmonds, Chief Search Strategist, New York Times Company, CEO and Cofounder, Define Search Strategies

“Search engines are a crucial component of almost every business. Vanessa Fox is a world-renowned expert in how to optimize your site for search engines. Having worked with her directly on search engine strategies, I know her insights and approaches to this area are unparalleled and can have a major impact on your online business. This book provides you with the tools and insights to optimize your website and ensure you leave your competitors in the dust.”

—Elad Gil, Founder and former CEO, Mixer Labs (acquired by Twitter)

“With Marketing in the Age of Google, Vanessa has succeeded in crafting a comprehensive and engaging introduction to what it means to be ‘search aware.’ She provides marketers with the starting points to understand not only how to prioritize content (and product) development based on consumer demand, but also how to work with developers to ensure that content will be accessible to search engines. This is artfully accomplished while also providing a solid business case for search efforts. Her book will help agencies and advertisers learn how to bring search engine optimization (SEO) out of the black box and into the creative, collaborative process that has driven smart advertising for decades. This is a necessary addition to all of our reading.”

—Jorie Waterman, Senior Vice President and Director of Search, MRM Worldwide

“Eighty-five percent of the clicks on Google’s search engine happen in nonpaid results. This book analyzes and explains the rapidly changing landscape of those results and shows you how to leverage them for business. It’s an informed and essential contribution to the field.”

—Adam Audette, President, AudetteMedia Inc., and Lead SEO for Zappos.com

“Why is a Bing guy giving a quote to a book with Google in the title? Because Vanessa does two things: nails the core truth behind how consumers are using engines today (it’s not what you think!) and gives you actionable things you can do today with free tools to help convert searchers into customers. Finally, a book that combines theory and practice without making me feel like I’m the dumbest guy in the room. Also, Vanessa’s impressive citing of quotes from other people and the use of my data (check out Chapters 2 and 3—they are epic) make this book not only believable and an indispensible tool to impress your boss, but a great conversation starter at search conference parties. Believe me, you need it.”

—Stefan Weitz, Director, Bing Search

“Fox elegantly explains how search is an essential component of any business’s marketing strategy. Her comprehensive statistics should convince even the most skeptical of the need to invest in search.”

—Jonathan Hochman, Hochman Consultants

“I have long considered Vanessa Fox the go-to expert on search . . . for everyone from individual publishers to big brands. With her new book Marketing in the Age of Google, she’s finally doing us all a great service and putting all of that knowledge and strategic insight into one easily digestible place.”

—Elisa Camahort Page, Cofounder and COO, BlogHer

“These days, there’s a wealth of information available that teaches the techniques necessary to achieve top rankings in search engine results or paid search listings. But few books go beyond tactics to show you how to truly engage with your customers through search and building meaningful relationships that lead not just to results, but to relationships that can last a lifetime. Marketing in the Age of Google does just that, making it a unique and invaluable guide to the full spectrum of activities and touch points that are the hallmarks of truly successful search marketing campaigns.”

—Chris Sherman, Executive Editor, SearchEngineLand.com, and President, Searchwise

“I devoured this well-written and very organized book and quickly determined that this information is a game-changer for most companies. Senior management and corporate America no longer have excuses for not understanding search and SEO. Vanessa explains complex search concepts using easy-to-read, real-world examples. Only she could have written this definitive SEO reference manual. This is the type of book that even the most experienced search professional will return to again and again. Whether you are an executive, newbie, or experienced corporate SEO, this book is required reading. I found myself thinking about these search tactics long after I put down the book. Every reader of this book is receiving the highest-level SEO consulting with every turn of the page.”

—Rudy De La Garza, Jr., SEO for Bankrate.com, and Owner, SEOMarketing.com

“Vanessa Fox brings a delightful and insightful approach together to help business owners understand the key tenants of marketing in today’s online world of metrics and search—and more important, gives clear guidance on what they need to do to be successful. This book is a must have for every CEO and marketer.”

—Natala Menezes, Director, Product Marketing, Gigwalk

“One of the most in-depth, clear reviews of the essence of search marketing and its influence on modern business. Well balanced in its approach and examples, this book is chock full of insights from the brightest minds in search marketing today. From explanations of how we got to where we are, to clarifying future directions business owners should watch, Marketing in the Age of Google should be included as part of any business’s plan for success on the Internet.”

—Duane Forrester, Sr. Program Manager (SEO), Microsoft

“This is a great book. I want to recommend it to every client who’s ever asked me for search strategy advice! Marketing in the Age of Google provides invaluable information about techniques and tools you can use to improve your organic and paid search results—but more important, it explains why your customers’ needs, desires, and behaviors should be the central focus of your search marketing strategy. Also, ‘Would You Like to Exchange Links with My Site Buy-Cheap-Viagra-While-You-Play-Poker-Online-and-File-a-Mesothelioma-Class-Action-lawsuit.info?’ is the best heading ever.”

—Debby Levinson, Founder, Nimble Partners

“Search, aim, market. If you want to increase your sales without doubling your sales force, read on. Vanessa Fox opens up the hood of leading search engines and gives us a very insightful tour. Every business manager should know how search works to stay competitive. At the end of the day, running a business without an online strategy is like sending all your online customers to your competitor—you missed the sale because you did not show up.”

—Melek Pulatkonak, President and COO, hakia.com

“Vanessa takes what is certainly the most important marketing topic of the decade and makes it not only accessible but concrete. A must-read for marketers; it rises above a mere playbook of tricks and tips to showcase the principles of successful marketing with and through search.”

—Randall Lucas, Venture Capitalist, Voyager Capital

“It’s hard to succeed on the Internet without understanding the mechanics of search marketing and the technology behind it. Vanessa’s book breaks down key technological and marketing elements in a way that’s easy to understand and apply regardless of your level of marketing or IT expertise. Do you want more visitors to your website? Do you want to be known as an authority online? If yes, this book will help you understand and take advantage of the marketing opportunities behind search technology. It’s a must-read.”

—Debra Mastaler, Founder, Alliance-Link

“Vanessa Fox has delivered great search marketing insights with her new book Marketing in the Age of Google. She has successfully translated the complex search marketing concepts into easy to understand ideas that can be implemented by everyday business owners who do not have a PhD in computer science.”

—Greg Niland, GoodROI

“The building search personas chapter is awesome. I feel like trying everything.”

—Devesh Tiwari

“Vanessa Fox does an excellent job of organizing a potentially highly technical topic into an easily accessible format. This is a good book for CMOs, online marketing professionals, agency personnel, and anyone that touches marketing strategy. Her approach is really an excellent framework for marketing, rather than just online or search marketing. At the conclusion of the book, the reader will understand where search fits in the overall marketing plan, how to plan/implement organic search marketing strategies, and which metrics matter for organic search. Marketing in the Age of Google is required reading for our consultants.”

—Chris Baggott, Cofounder, Compendium

“An excellent read for anyone interested or involved in building a business case for search strategies.. . . [Fox] redirects your focus to the bridge that connects a website, SEO activities, and business strategies with customers. She then catapults you into an overlooked approach to search.. . . Fox provides enough concrete information for you to act, effectively balancing the ‘why’ of search with the ‘how’ of using search to improve business.. . . The strategies laid out in this book will give you an edge over the common practices of your competitors as you integrate search into your business and marketing activities.”

—Louellen S. Coker, Journal for the Society of Technical Communication

“The book is based on the theory of having a Web strategy in place that is aligned to the company’s business strategy. If your company has the consumer approach understanding the needs, desires, and motivation why consumers go online to evaluate products and services, then the book is a must-read.”

—Martin Meyer-Gossner, The Strategy Web

“Vanessa is different because she understands how Google (search) works from inside out and how it will evolve to better serve the needs of its users. That’s what makes her book better than most other books that give you an outside view of how to optimize your site for Google.. . . There are strategies that can help a business understand search and effectively utilize it in order to gain market share.”

—Zahid Lilani

“Marketing in the Age of Google, written by ex-Googler Vanessa Fox, is the best book that combines the art and science of SEO with the fundamentals of business.”

—Conrad Saam, Business Insider

“This is a highly informative, strategic overview of search, written for executives who need to understand the business impact of search without unnecessary detail about the mechanics.. . . Beyond making the business case for search, Fox explains—in high-level, non-nerdy terms—how to implement a search strategy, how to get your business strategy and SEO technology in sync, how to separate actionable information from the mass of search and Web traffic data generated by analytics tools, how social media marketing affects search results, and key search trends on the horizon.”

—Tom Pick, Webbiquity

“Marketing in the Age of Google is not about how to tactically implement search engine optimization, but how to think strategically about search and understand how your business fits into a search-based culture. And yet, those who know there is a financial reward for higher search rankings and a dearth of misinformation being disseminated on the open market, will be gratified to find that each chapter includes a checklist of useful, practical, and actionable steps every website can take to translate their unique value and points of difference into improved search engine visibility.”

—Larry Sivitz, Seattle24x7.com

“Fox explains how your company can create and implement an intelligent ‘search acquisition strategy.’ getAbstract recommends Fox’s book as a pivotal SEO guide for marketing managers, website content developers, and online sales professionals.”

—getAbstract
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To the search marketing community: You have been welcoming beyond description since the very beginning. This book wouldn’t exist without you.





Foreword

There’s a special place where customers gather each day, willingly seeking businesses that can help them. They want cars. They want plumbers. They want music downloads. They want vacation rentals, lawn care products, tax advice, and more. You name the product or service, this place has someone looking for it.

This venue is the ultimate destination for those after a prequalified audience. Everyone there is ready to buy or convert in some way. Everyone is explicitly asking to be contacted. Everyone is even willing to take part in market research to help guide a business forward. Here’s the best part: As a business, it costs nothing to be admitted.

What’s the catch? There isn’t one, other than being aware of the opportunity this place provides and tapping into it.

The place? The major search engines used by millions each day—Yahoo!, Microsoft’s Bing, and the largest of them all, Google. Consumers increasingly depend on these tools to locate products, services, and information. Search engines continue to usurp more “traditional” means of reaching customers, such as newspapers, phone books, or television. But unlike those traditional means, getting in front of consumers through search engines doesn’t require a huge marketing budget.

Search engines mine web pages and other digital content to automatically provide answers to those searching. Becoming one of those answers can require no work at all. Many companies just naturally turn up in the search listings—for free.

With a little savvy, companies can increase their representation. Have you thought about the exact ways people might be searching for your goods? Have you ensured that search engines can properly read your website? Have you considered how you’re listed beyond your web pages, in areas such as video results?

The hardest part of success with search engines isn’t the tactical changes or techniques involved. It’s simply becoming “search aware” in the first place—of understanding the importance of search and ensuring that you’re not ignoring easy-to-take opportunities or establishing barriers that block your potential.

That’s where this book comes in. It will help you over that hardest part: gaining search awareness. In it, Vanessa Fox illustrates the importance of search for today’s marketer. She breaks down search marketing into commonsense components that won’t make you feel lost in jargon or tactics.

I’ve written about search marketing for nearly 15 years now, and it still amazes me that more people still don’t understand the incredible value it holds. Discover the importance of search in this book and how it can help you reach your customers and discover new directions to take your business. Read on about the new age in marketing—that of Google and search engines.

—Danny Sullivan, Editor in Chief,

SearchEngineLand.com





Preface

When I worked at Google, I talked to thousands of business owners seeking my help and advice. To them, Google was somewhat of a black box. They knew that organic search (the unpaid result set) was important, but they had no idea how to use search data and customer acquisition from organic search in their business processes.

We built Google Webmaster Central (www.google.com/webmasters) as a way to give business owners and Webmasters insight into how their sites were performing in Google and to help them identify problems and make improvements. During my tenure at Google and since, the business owners I talk to often fall into one of the following camps:


	Those who know search has become an important part of the customer engagement cycle but aren’t sure where to start.

	Those who don’t think search is that important and believe that even if it is, businesses shouldn’t have to concern themselves with it. It’s Google’s job to sort things out.

	Those who get so caught up in optimizing their sites and ranking number one that they don’t step back to look at the bigger picture: to understand how searchers behave, how to engage with them, and how to turn them into lifelong customers.



After I left Google, I wanted to take what we started with Webmaster Central and go beyond helping people pinpoint issues that might be preventing them from doing well in search. I wanted to help them fix those areas, improve their sites, and take the focus off of ranking and put it on connecting with the right audience. In short, I wanted to change the conversation about search. I wanted to help businesses understand why organic search was important to their long-term success and show them how to harness it for better customer engagement and more informed business and product strategy—and introduce them to a whole new world of customers who they may have been missing. Thus, the idea for this book was born.

If you’ve picked up this book, you already realize that search is becoming the primary way in which many people get information, decide what to buy, and make those purchases. And you know that as customer behavior changes, businesses remain successful by changing with them.

These days, your search strategy is your business strategy, whether you realize it or not, because that’s how potential customers are trying to find you. Search is the new Yellow Pages, 800 number, Sunday circular, card catalog, and cash register.

But how do you build a comprehensive search strategy? And how can you take advantage of the amazing amounts of data about your potential customers that search makes available? Much as our evolution to a searching culture was a fundamental shift in behavior, fully realizing the potential of search often requires such a shift in your business. This adjustment will help you better connect with potential customers, make more informed business decisions, and remain relevant as our world continues to change. This book will get you there.





Chapter 1

How Search Has Changed Your Business

Twenty years ago, the World Wide Web as we know it today didn’t exist. Ten years ago, only early technology adopters used search engines, and Google was a struggling young upstart. Now, 92 percent of online Americans use search engines (nearly 60 percent do this every day).1 That’s a lot of potential customers who are looking for you, and those lists of search queries are a lot of market research about what those customers want.

Americans conduct more than 20 billion online searches a month,2 and worldwide, we type into a search box 131 billion times monthly. That’s 29 million searches per minute.3 (Google alone receives more than 1 billion unique visitors per month.)4

And what’s more, we trust the search results that are returned for our queries. An Edelman study found that search engines are our number one go-to source of data (beating news sources, friends, and source media).5 Neal Flieger, chair of Edelman’s research firm StrategyOne, said of the research: “People are behaving like smart consumers when it comes to news and information, turning first to search engines to see what is available on the topic they are interested in, and then seeking out traditional media to confirm or expand on what they learn.”6

It’s safe to say that we’ve become a searching culture (Figure 1.1).


Figure 1.1 Google Search Volume by Language

Source: Google Data Arts Team9
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Just take a look at the 2011 Super Bowl to see this in action. Look at the spiking searches on Google during the game. Every single one of the top 20 are game-related (Figure 1.2). Viewers were searching for more information on commercials, performers at the half-time show, and the game itself.7


Figure 1.2 Google Search Trends, Super Bowl 2011

Source: Google Trends
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The @YahooSearchData Twitter feed provides daily reminders of our searching culture (Figure 1.3).


Figure 1.3 Yahoo! Search Trends

Source: Yahoo!11
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When Osama bin Laden was killed in May 2011, Yahoo! reported a nearly 100,000 percent increase in search traffic for related terms.8

Business leaders know that the world is changing. More customer research and transactions take place online now than ever before, and those numbers are only going to increase. Globally, the number of searches grew 46 percent in 2009,10 and every month we continue to search more often and on more devices.

According to Jack Flanagan, comScore executive vice president, “Search is clearly becoming a more ubiquitous behavior among Internet users that drives navigation not only directly from search engines but also within sites and across networks. If you equate the advancement of search with the ability of humans to cultivate information, then the world is rapidly becoming a more knowledgeable ecosystem.” But many professionals simply aren’t sure how to evolve their businesses to best take advantage of this changing landscape. This book will show you how to think about your business in a new way, better connect with your customers through search, and weave the value that search provides into all aspects of your organization.

Through organic search, you can reach potential customers at the very moment they are considering a purchase and provide them information exactly when they are looking for it. Although many businesses are attempting to connect with their potential customers through paid search (such as with Google AdWords), the opportunity to reach these customers through organic search—the results that are algorithmically generated rather than paid for—remains largely untapped.

This remains true two years after I wrote the first edition of this book. U.S. advertisers were projected to spend $14.38 billion on paid search and $12.33 billion on display advertising in 2011,12 far outpacing search engine optimization investment.

A 2011 study found that nearly half of companies planned to spend $25,000 or less on search engine optimization in 2011 and that within that same group of companies, only 25 percent planned to spend that little on paid search.

Never before have we had access to such remarkable amounts of data about potential customers. We know what they search for (and what they don’t). We know how they shop and how they buy. We can even find out where they look on a web page. Businesses spend such significant amounts of time and money on market research, focus groups, and usability studies, yet so many fail to augment this information with the abundance of free data available from those billions of searches a month.

We don’t have to look further than our local newspapers to see how consumer behavior has changed. The newspaper industry spent years trying to get readers to return to their old behaviors of expecting the newspaper at their doors every morning and reading the stories as they were laid out in print. But those readers had moved on to searching online for news on topics of interest and getting that information in real time rather than a day later. Similarly, companies have to adapt and evolve with their customers instead of attempting to get their customers to return to their old ways.

DOESN’T GOOGLE SHOW THE MOST RELEVANT SITES TO SEARCHERS WITHOUT MY INPUT?

When writing the first edition of this book, I talked to Wired magazine senior writer Steven Levy (previously the senior technology editor for Newsweek), who had been spending a lot of time at Google researching his book In the Plex.13 Levy told me he didn’t believe that businesses should have to do anything “special” to their sites for Google since Google’s purpose is to surface the most relevant, useful results to the top. He compared the practice of site owners trying to influence this to students having coaches for the SAT exam.

I told him I didn’t see things that way at all. I see the situation as similar to a retailer who opens a store in a new city. Before leasing a building, the retailer will likely scout out the area to find the best corner. The company will do some competitive research to see where the other retailers are located, as well as some customer research to see where its target consumers shop. (Many even stand on sidewalks and count people walking by!) Retailers know that even if their stores have the most amazing merchandise at super low prices, they might not have many customers if they open their stores in an alley that’s closed to traffic and they don’t let anyone know they’re there. John Deere probably wouldn’t have many people buying riding lawn mowers from a store in Manhattan.

Companies should think of their online presence as another retail location. Organic search is the city they’re in, the street they’re on, the sign above their door. John Deere opens stores in towns where people have really big lawns, and they keep the doors unlocked so their customers can get in. If you don’t do the same with organic search, you’re missing an increasingly large percentage of your potential customers.

THE KEYS TO AN EFFECTIVE SEARCH STRATEGY

To incorporate search into your organization:


	Add search metrics to your data mix to better understand your audience, see industry trends, and build a better product strategy.

	Integrate offline and online marketing activities to capitalize on your offline advertising efforts and to keep from losing potential customers that your offline advertising efforts are driving to search engines.

	Develop a search acquisition strategy that fully harnesses the searching behavior of your potential customers.



To successfully execute your search strategy, you should build its importance into every aspect of the organization—not just marketing. A successful search strategy depends on information technology (IT) and engineering, product management, business development, marketing and advertising, public relations, customer support, user research, user interaction design, and any other department that thinks about the business, customers, product, or website. Marketing in the Age of Google will guide you toward building a successful search strategy and extending the process for execution throughout your entire organization.

This book talks about organic search—the search results that are generated algorithmically based on what the search engines think is most relevant for the query. Paid search (the ads that appear beside the organic results) is also an important piece of the search strategy puzzle, but a number of resources exist to help businesses better understand and use paid search, so in this book, we’ll be talking only about it as it influences organic search.

What is your organic search strategy? If you don’t have one, you’re missing a key piece of your business strategy—and shutting out many potential customers who are looking for your business. If you’re an executive, this book will give you a holistic view of how search fits into your overall business strategy and how to integrate it into the organization. If you’re a marketer, developer, or user interaction designer or if you otherwise work on customer engagement, product development, or company awareness, this book will show you how to incorporate search into what you’re already doing for an even better return.

Search as the Entry Point of the Web

For many of us, the search box has become our entry point to the Web. When the Web first gained popularity, it became important for a business to have a website. As online activity became more prevalent, it became important for a business to include a domain name in advertising and other materials. Now things have shifted again, and it’s vital for a business to rank well in search results both for its brand name and for queries relevant to the business.

But integrating offline and online marketing is only half the story. It’s just as important to understand the needs of your customers. For years, companies have commissioned focus groups and large-scale surveys and conducted massive market research to find out what their potential customers want and how their current customers think about them. All of those activities are still valuable, but there’s now an easier (and cheaper) way. Search can provide powerful data about exactly what your potential customers want and what they’re thinking about you.

Every Day, Millions of Potential Customers Are Telling You Exactly What They Want

Intuit sells accounting software. As of the first printing of this book, their product packaging, marketing materials, and website all referred to this software as bookkeeping applications. But if you take a look at what their potential customers are searching for, you’ll notice that they’re searching for “accounting” over “bookkeeping” software by a substantial margin. (You’ll learn how to find out how your customers are searching for you in Chapter 2.) See Figures 1.4 and 1.5.


Figure 1.4 [Accounting Software] and [Bookkeeping Software] Search Volume

Source: Google Insights for Search
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Figure 1.5 Speaking the Language of Your Customer

Source: Google Trends and Quickbooks.Intuit.com
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Not only was Intuit missing this audience from its search acquisition funnel, it wasn’t resonating with its potential customers as well as it could have been in offline channels.

Perhaps they read this book, because as of November 2011, things have changed on the QuickBooks website. The site now talks about its “accounting” software and ranks for related queries. Based on search volume in the United States, that one wording change could be the difference between being seen by 15,000 searchers versus 250,000 searchers (Figures 1.6 and 1.7).


Figure 1.6 [Accounting Software] Search Results

Source: Google Search
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Figure 1.7 “Accounting Software” vs. “Bookkeeping Software” Search Volume

Source: Google AdWords Keyword Tool
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The National Institutes of Health (NIH) has the important mission of making accurate and useful health-related information available to the American public but limited resources with which to do so. If this group wants to help the greatest number of people first, it could start with search data. You can see in Figure 1.8 that many more people are looking for information on arthritis than on heart disease.


Figure 1.8 [Arthritis] and [Heart Disease] Search Trends

Source: Google Trends
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Diving deeper, we can see that “rheumatoid” is the type of arthritis that people search for the most and that Ohio’s population has one of the keenest interests in this topic (Figures 1.9 and 1.10).


Figure 1.9 [Arthritis] Search Trends

Source: Google Insights for Search

[image: image]



Figure 1.10 [Arthritis] Regional Search Trends

Source: Google Insights for Search
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Many factors go into prioritizing projects, but your potential audience’s primary interest can be a valuable one.

Whether you run an online business, a multinational conglomerate with no online presence, or a two-person start-up out of your garage, your customers are providing you with valuable data that can help form your business strategy.

How Search Has Changed Marketing

As defined by the Chartered Institute of Marketing, marketing consists of “identifying, anticipating, and satisfying customer requirements profitably.”14 That definition doesn’t change as business moves online.

But although the core elements of marketing remain the same, it’s no secret that consumer behavior is shifting. We frequently turn to online sources for things we used to get offline—from news and local directories to television shows, music, and movies. This evolution means that the expectations of your potential customers and their methods of interacting with you may be different than they were before. For instance, they may expect support online, whereas before they may have looked for an 800 number.

This shift also means that traditional forms of advertising don’t have the reach that they used to have. If paid print newspaper circulation is down 30 percent over the past 20 years, that’s 30 percent fewer people seeing your print ads.15 If people are throwing away Yellow Pages books, then none of those people are seeing your Yellow Pages directory listing.16

Savvy marketers are transferring spending to online advertising—particularly paid search—but some haven’t yet started to take full advantage of the vast majority of clicks that organic search produces.

Buyers Are Shifting to Searching

Our buying patterns are changing along with our online behavior.17 Nearly 12 percent of U.S.-based searches are retail-focused.18 In September 2010, Google found that nearly 90 percent of consumers research online while doing holiday shopping.19

Forrester Research’s U.S. Online Retail Forecast, 2009 to 2014, found that U.S. online retail grew 11 percent in 2009 to reach $155 billion and forecast that online retail sales in 2014 would reach nearly $250 billion.20 Although overall retail sales were up only 3 percent in Q4 2010, online sales were up 13.5 percent over the same period.

What better way to observe consumer shopping trends than to look at our favorite shopping day of the year: the day after Thanksgiving, known as Black Friday. According to Google, related searches were up significantly in 2011 versus 201021:


	[Black Friday] and [Black Friday coupons] up 70 percent

	[Black Friday store map] up more than 450 percent

	[Black Friday store hours] up more than 200 percent

	[Thanksgiving store hours] up 400 percent

	[Thanksgiving deals] up 100 percent

	[Cyber Monday] and related searches (sales, coupons, free shipping) up 100 percent



Google also projected that 15 percent of related holiday 2011 searches would be from mobile devices.

Can Google forecast the hot new toy of the season? Maybe. Rising toy-related terms in November 2011 included:


	Lego man

	Bratz Masquerade

	Tablets for kids

	Hot Wheels Video racer

	My Keepon

	Figit Friends

	Moshi Monsters

	Nerf Vortex



The online intelligence-gathering group, Hitwise, found that in the four weeks leading to Black Friday, Uggs-related queries were three of the top 10 searches leading to shopping sites.22

From Bing, we can see what consumer electronics were of greatest interest throughout 2011. The top 10 were:


1. Xbox

2. Kindle

3. PlayStation

4. iPhone 5

5. iPad

6. Wii

7. iPad2

8. Nook

9. Windows Phone 7

10. Macbook Pro



So we’re searching more than ever for our holiday shopping. Does that translate into purchases? That seems to be the case. U.S. online spending was up 26 percent on Black Friday in 2011 versus 2010 (for a total of $816 million spent).23 Research company comScore also found that online research boosted in-store sales: “as the online channel increasingly influences offline shopping behavior, consumers turned to Black Friday sites on the Web to conduct research in advance of the day’s events.” See Figure 1.11.


Figure 1.11 Cyber Monday Online Spending, 2005–2010

Source: comScore28
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The National Retail Federation predicted that although total retail sales would be up 2.8 percent in November–December 2011 versus the same period in 2010, online spending would be up more than 15 percent.24 And comScore found that “Cyber Monday reached $1.25 billion in online spending, up 22 percent versus year ago, representing the heaviest online spending day in history and the second day on record to surpass the billion-dollar threshold.”25

Clearly, we’re now buying online. How do we get to those e-commerce sites? On Cyber Monday 2011 alone, 28 percent of online traffic to retail sites came from search.26

In 2007, Microsoft internal research found that 86 percent of searchers start at a major search engine when shopping and 70 percent of those product-related queries are for categories, such as [digital camera].27

In part because search has become such a core way in which we navigate the Web, the home page of a site may not be the entry point for a visitor. Any page can be the entry page, which makes it increasingly difficult for marketers to craft messages that welcome visitors and compel them through the conversion funnel. We have to rethink our approach to site design and user interaction based on this new world. (We’ll talk more about how to ensure every page of your site is a compelling entry in Chapter 4.)

Even those retailers who don’t sell products online or who have substantial offline sales are still impacted by search. Online advertising triggers $6 to be spent offline for every dollar spent online29 and the in-store sales boost from search is three times greater than online display advertising. Considering that those numbers were calculated for paid search, how much of a greater impact can organic search have with 85 percent of the clicks?

Sixty-three percent of search-related purchases occur offline,30 and for some categories, this number is even higher.31 What about local businesses? In a WebVisible/Nielsen study, 82 percent of respondents said that they’ve used the Internet to find local businesses; 80 percent say they’ve researched a product or service online before buying it locally. Yet, only 44 percent of small businesses even have a website.32 If you have a business, you need to be visible in search engines whether you sell online or not.

Paid Search Isn’t Enough

As already noted, companies can connect with searchers in two primary ways: paid search and organic search.

Paid search consists of ads that advertisers can buy to display to searchers who type in particular queries. These ads are labeled “sponsored” on the search results page. These ads can be very targeted (for instance, an advertiser can show an ad that says “buy wool socks here” to a searcher who types in “where can I buy wool socks?”) and the order in which the ads appear is based on a number of factors, including the amount the advertiser is willing to pay for each click, the relevance of the ad to the query, and the quality of the page linked to in the ad.

Organic search, on the other hand, is composed of results that are algorithmically generated. Search engines mine the Web, extract the content, assign value and relevance to each page, and then return and rank those pages for each query. See Figure 1.12. (You can learn more about this process in Chapter 5.)


Figure 1.12 Organic Search versus Paid Search

Source: Google Search
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Businesses are becoming increasingly savvy about paid search. It’s a measurable advertising mechanism by which you can track exactly how much you’re spending and what the return is. However, many businesses have not yet invested in organic search because they aren’t sure how it works or how to measure it. But whatever the return you are getting from paid search, your organic search return will be greater. And if your site is visible in both paid and organic results, both strategies will provide an even greater investment.

Let’s take a closer look at the numbers.

Organic Search Performance

Not only do searchers click on organic results the majority of the time, an organic listing is between two and six times more visible than a paid one. One hundred percent of searchers look at the first organic result, whereas only 50 percent look at the first paid result. As the rankings go down, the gap widens: 50 percent of searchers see the seventh organic listing, but only 10 percent of searchers see the seventh paid listing.33 Even if you’re looking for increased brand awareness rather than clicks, organic search will provide a greater return.

In May 2009, Hitwise reported that paid search engine traffic to websites was down 26 percent from the previous year, yet organic search traffic was up.34 Research company comScore found that although 2009 U.S. search queries were up 68 percent over the previous year, paid clicks had grown only 18 percent during that same period.35 In some cases, this was due to a reduction in paid search spending, but this was also the result of changing searcher behavior. Searchers are typing longer queries that trigger fewer paid search matches, and they are increasingly recognizing the difference between organic and paid results and have growing ad blindness. Studies have also shown that searchers trust organic listings more than paid ones and that organic results are perceived as most relevant.36 In addition, the increasing number of videos and images in search results draws the searcher’s attention away from the paid search column.

One considerable advantage of investing in organic search is that it continues to provide value over time, whereas paid search traffic disappears as soon as you stop your spend. Fifty-six percent of Google queries show no paid ads at all, so if you’re counting on paid search to provide all of your visibility to searchers, you could be missing half your audience.37

The Additional Lift of Ranking in Both Paid and Organic Results

Numerous studies have found that when a site is visible in both paid and organic search results, both results receive more clicks than if either appeared alone. This could be because seeing a brand in both places reinforces the perception that the brand is reputable. It could be because even if we don’t consciously process that we’ve already seen the brand, it seems familiar and, thus relevant when we see it a second time. Whatever the reason, studies have found that click-through rates, conversion rates, and revenue are all higher when both organic and paid listings appear for a search.38

An iCrossing study found that when a brand appears in both the organic and paid results, the searcher clicked on that brand 92 percent of the time, compared with 60 percent of clicks when the brand appeared in only one location.39 This study found the results shown in Figure 1.13 when an organic search component was added to an existing paid search campaign.


Figure 1.13 iCrossing Study Adding Organic Search Components to a Paid Search Campaign

Source: icrossing.com.
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Google research from August 2011 found that paid search triggers 89 percent incremental clicks versus organic clicks alone.40

A Google-sponsored Enquiro brand study, which focused on consumers in the early stages of purchasing a fuel-efficient car who hadn’t yet decided on a brand, found that:


	Searchers who saw Honda in the top paid and organic result were 16 percent more likely to think of Honda as a fuel-efficient car than when the brand didn’t appear in either place.

	Searchers were 42 percent more likely to recall Honda when the brand appeared in both kinds of results versus just the top organic listing.

	Searchers who saw Honda in both organic and paid results were 8 percent more likely to have purchase intent toward Honda and were 26 percent less likely to consider a Honda purchase if the brand appeared in neither spot.41



You Can Get Ahead of Your Competition by Focusing on Organic Search

The numbers make one thing clear: organic search is a worthwhile investment. But whereas online ad spending continues to grow—at $9.1 billion in 2007, $30 billion in 2011, and a projected $50 billion in 201542—the percentage spent on paid search continues to outpace organic. Chances are, your competition isn’t yet taking full advantage of what organic search can offer, meaning you can take the lead here while they’re playing catch up.

Michelle Goldberg, a partner at venture capital firm Ignition Partners, stresses the importance of organic search to the companies she funds:

Understanding the differences between paid and organic search and implementing each correctly is critical to the success of an early stage company. Paid search may provide immediate volume, but only provides customers as long as the company pays for clicks. If not done right, a company can spend $1.00 to make $0.95. Organic search is a long-term and generally much better margin solution. The largest expense associated with organic search tends to be content creation, which can have long-term benefits for both search acquisition and overall customer engagement. Not only is focusing on content creation good for search, but it’s also good for users and the business overall because you’re creating content that consumers find valuable and that helps you build a more sustainable business over time. I make sure every startup I work with has an organic search strategy.43

How Search Performance Can Impact Offline Ad Campaigns

Advertising (such as TV commercials, radio advertising, print ads, and direct mail) will cause a certain number of potential customers to go into your store, call you, or type your domain name into a browser, but more often than not these days, those potential customers will search for more information. Television commercials in particular can drive search traffic, as more than half of us watch TV and surf the Internet at the same time.44 Two-thirds of us are motivated to search due to an offline channel such as a TV ad.45 Offline advertising can drive searches for both the ad taglines and the products themselves. For instance, Apple started airing “I’m a Mac” ads in 2006, and the search volume for the phrase has steadily gone up ever since (Figures 1.14 and 1.15).


Figure 1.14 Apple’s [I’m a Mac] Commercial Reel

Source: Apple.com
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Figure 1.15 [I’m a Mac] Search Volume

Source: Google Insights for Search
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If Apple had simply aired the commercials expecting consumers to go directly to their stores, they would have missed the entire potential customer base of searchers. But these would-be consumers have a positive experience when they search, as Apple.com is listed as the first two results for [I’m a Mac] (Figure 1.16).


Figure 1.16 Google Search Results: [I’m a Mac]

Source: Google Search
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However, not all companies enjoy such a successful integration of TV commercials and organic search. During the 2009 Super Bowl, Hyundai spent approximately $13.5 million on advertising by sponsoring the pregame show and running ads throughout the game. Two of its commercials centered on its new coupe (at $6 million for airing costs, plus commercial production costs). It first appeared that Hyundai understood how to integrate offline and online activities and recognized their customers’ desire to interact with the company online. The ad showed the car speeding around a racetrack with exciting imagery and video and ended with a website: edityourown.com. See Figure 1.17.


Figure 1.17 Hyundai “Edit Your Own” Commercial

Source: Personal screen capture
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The site combined interactive elements and social media components and enabled visitors to create their own videos that starred the Hyundai Genesis Coupe and share them with their friends. Clearly, the ad was intended to drive visitors to the “Edit Your Own” site, and it’s likely that the marketing team responsible for the campaign measured the commercial’s success, in part, based on site traffic.

How well did the ad do? It probably did cause some viewers to type edityourown.com into their browser’s address bar, but it also did something else. It caused viewers to search. Not long after the commercial aired, Google’s Hot Trends showed that interest spiked for both [Hyundai genesis coupe] and [edit your own]. See Figure 1.18.


Figure 1.18 Google Search Trends, Super Bowl 2009

Source: Google Trends
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Did searchers find what they were looking for when they typed [edit your own] into Google? Not exactly.

Someone looking for edityourown.com would have likely been disappointed, since that domain doesn’t appear anywhere in Google search results (see Figure 1.19). To Hyundai’s credit, it did buy a search ad for the query, so even though it doesn’t appear in the organic results, it does appear on the page. Unfortunately, since the ad shows the hyundaigenesis.com domain rather than edityourown.com, many searchers might have overlooked it and assumed it wasn’t what they were looking for. And since we’re an instant-gratification culture as well as a searching culture, many people likely gave up and simply went back to watching the game after their failed attempt to find the site.


Figure 1.19 Google Search Results: [Edit Your Own]

Source: Google Search
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It’s clear from the Google Trends data that the commercial spiked interest in the campaign, but if the marketing department measured success based only on site visits, it may have considered the commercial a failure. But the failure occurred at the point of search—not due to the commercial itself. Although Hyundai appeared to understand the relationship between offline and online media, it was missing a crucial piece—that of organic search. Harnessing the power of that relationship is a primary strategy you’ll learn in this book.

Hyundai wasn’t the only Super Bowl advertiser that could have benefited from a better search acquisition strategy. I watched search trends during the 2010, 2011, and 2012 games as well and found that all the top searches on game day were related to the game or commercials, and this trend continued to the day after (see Figure 1.20 for a snapshot from the morning after the Super Bowl 2011), and when I did those searches myself to build Super Bowl commercial scorecards, I found that many had results that may as well have been a locked door and a closed sign (although encouragingly, results have improved each year). See MarketingintheAgeofGoogle.com for the Super Bowl scorecards I’ve compiled.


Figure 1.20 Super Bowl 2011 Day after Commercial Search Spikes

Source: Google Trends
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Reverse Advertising: Avoiding the Advertising Death Spiral

Marketers have been bemoaning the rising problems with traditional advertising for years. Marty Neumeier, author of Zag: The Number One Strategy of High-Performance Brands and The Brand Gap, describes the “advertising death spiral”46 during which consumers filter out advertising because it’s not relevant to their current task. In turn, advertisers get louder, causing consumers to filter more and advertisers to yell even louder. (This filter occurs online47 as well as offline.)

Marketer Seth Godin, in his book Permission Marketing, refers to these traditional advertising methods of blasting a scattershot message to a large group of people (through such channels as radio and TV ads) who may or may not be interested in your product as interruption advertising.48 But what’s the alternative?

The answer: let your potential customers tell you what they are looking for. This way, you won’t interrupt your potential audience from the task they’re focusing on in order to get their attention. Instead, what you have to offer is crucial to their current task. Search provides results that are relevant to the activity in progress, and searchers are filtering out everything else to concentrate on that. You won’t have to fight for viewers’ attention and convince them they need a product (and all the while risk the advertising death spiral). Instead, you can focus on convincing this purchase-ready group that they should buy your product.

Danny Sullivan, one of the first search engine industry experts, calls the process of acquisition from search reverse advertising.49 You simply find out what the members of your target audience are looking for and then meet their needs and wait for them to come to you. Someone typing [fuel efficient cars] into a Google search box is much more likely to be considering purchasing a car than someone who’s sitting on the couch watching The Oprah Winfrey Show.

Reverse Advertising in Action

To see reverse advertising in action, consider an auto manufacturer. We’ll use Volvo as our example and assume that Volvo is targeting its V70 wagon to moms who don’t want to drive a minivan and who are looking for safety, as well as room for two children. Volvo might opt to buy expensive TV ads that showcase these features during time slots that its target demographic is watching (such as during Oprah). However, only a percentage of that audience meets the target demographic (men and single women watch the show as well). And within the target demographic, only a small percentage is interested in buying a car.

Buying television ads might be a worthwhile investment, both to drive sales and raise brand awareness, but consider the additional acquisition opportunities available through the reverse advertising of organic search.

Using search data, Volvo compiles a list of what its target audience is interested in during the quest for a new car and what the audience searches for. The company adds this content to its website and uses the information in this book to ensure that that content appears for those searches. In this way, it connects with exactly the customers who are looking for the company at the exact moment those customers are focused on its product. And it ensures brand awareness by having visibility in that critical moment in the buying cycle when its competitor could have dominated.

Rather than just talking at a large group of people, hoping some of them will listen, this approach enables Volvo to be the listener and provide information to the right people at the right time.

How Search Has Changed Business

Historically, consumer data and industry trends haven’t been that easy to come by. Before launching a new product or feature, companies had to rely on expensive and time-consuming surveys and focus groups, and it often took awhile to gather enough feedback from these sources. Competitive and industry research was slow and expensive. But the abundance of search data has allowed all of that to change dramatically. We can see exactly what our customers want at a much larger scale than focus groups could ever provide, and competitive and industry data are just a click or two away. We can get immediate feedback about whether changes are working and see trends of consumer interest rising or falling before we invest in research and development (R&D). (We’ll dive into the details of how search data can provide insight about our customers, our industry, and our competitors in Chapter 2.)

Search Data as Market Research

Continuing our earlier Volvo example, search data indicates that our Volvo-buying audience is searching for “reliable” and “safe” cars. See Figure 1.21.


Figure 1.21 [Reliable] and [Safe] Search Volume

Source: Google AdWords Keyword Tool
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This audience also tends to search for [family car]. See Figure 1.22.


Figure 1.22 [Family Car] Search Volume

Source: Google AdWords Keyword Tool
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Based on these data, our hypothetical Volvo marketing department creates two pages of content in the V70 section of its website. One is about the V70’s safety and reliability and includes crash test ratings, safety scores, and comparisons to other cars that this demographic may be considering. The other is all about how great the V70 is for kids. It provides back seat dimensions and shows photos of different passenger configurations involving car seats and adult passengers. Then, rather than (or in addition to) broadcasting this content out to everyone, Volvo waits for its key demographic to find it.

Someone typing [most reliable family car] into a search box is much more likely to intend to buy a car in the near future—and a kid-friendly one at that—than someone watching a television show with the “right demographics.” Volvo connects with a potential consumer who is broadcasting his or her purchasing intent and actively looking for a car just like the Volvo V70. Not only does Volvo connect with the right audience, it can actively compete in an acquisition channel that may have otherwise included only its competition.

Focusing on search doesn’t mean that you should abandon your other acquisition efforts. In fact, organic search can work hand-in-hand with other marketing efforts. That commercial during Oprah may increase brand awareness, which in turn makes the searcher more likely to click on that Volvo result later, rather than the Toyota listing.

If You’re Not among Consumers’ Choices, They Can’t Choose You

Consider the case of UK airline BMI, whose primary customers live in the United Kingdom and Ireland. A substantial number (including me) live in other countries and are planning trips to the United Kingdom. I was in Seattle, planning a trip to Ireland and looking for a flight from London to Dublin. Since I had flown this BMI route before, it was the most prominent brand in my mind as I started my search. I searched for [Heathrow to Dublin] and didn’t see the BMI site. However, Aer Lingus appeared third in the results of my search (Figure 1.23).


Figure 1.23 Google Search Results for [Heathrow to Dublin Flight]

Source: Google Search
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Even though BMI was the brand that I recalled most vividly when I began my search, it wasn’t available for consideration when I made my choice, and Aer Lingus was an easy alternative.

But what if I pressed on, determined to include BMI in my consideration set? A search for its brand name, [BMI], didn’t return its site in the results either (although a fairly negative news article about them did appear). If potential customers can’t even find you in a brand search, you are missing one of the most qualified channels of customer acquisition.

We’ve seen how search data can provide a wealth of market research and enable you to connect with customers early in their research cycle—at the very time that they’re looking to buy your product. In the following chapters, we’ll learn how to put that information in action.

The Level Playing Field of Search

If you’re under the impression that only big brands can compete in the game of search, you’ll be pleasantly surprised to learn that smaller companies can often have the advantage. This is particularly true when potential customers are conducting nonbranded searches—that is, searches for [safe cars] rather than [Volvo]—because they evaluate choices based on the results they see. Large companies aren’t always nimble enough to take full advantage of what search has to offer, and a smaller company can often beat a larger one in the rankings. Unlike TV advertising and other large-scale marketing campaigns, companies don’t require a huge budget to compete in organic search. They simply need the knowledge to build an effective search strategy. In fact, a comScore study found that market segments with smaller consumer bases (for which a scattershot approach such as TV advertising wouldn’t be cost-effective) can use search for significant lift to a very targeted population.50

For smaller organizations, organic search can provide a low-cost way to build a highly targeted audience. Avvo, a Seattle start-up that provides an online legal directory for consumers, found that even though they were a small company, they were able to quickly build a large audience through organic search by adding search engine optimization (SEO) best practices throughout their organization. Conrad Saam, in charge of marketing at Avvo at the time, noted that not only was integrating an organic search strategy into their business effective, but it complemented and enhanced their focus on quality content and an engaging user experience:

We launched Avvo in 2007 to fill a content gap on the Web—helping consumers make informed, intelligent decisions about their legal situation. In doing that, we adhered to the most fundamental SEO principle—build a great product and fill it with content that people care about. Our primary focus was on providing consumers with something they really needed. SEO was baked into everything we did to ensure that all great content got to the people who were looking for it. We think about the search impact of everything we do—from marketing to product development, to public relations, and even customer service. In two years, we became the most popular legal directory on the Web—more popular than our huge corporate competitors with massive advertising budgets. In the end, it was much more effective to develop a robust, useful, and searchable site than to buy TV spots on CNN.51

Large brands can also use this knowledge to their advantage, if they can evolve their businesses to integrate search and changing customer behaviors into their product and customer acquisition strategies.

But whether you run a multinational corporation or a Napa Valley bed and breakfast, where do you start? You might be anxious about making the right move if you don’t have a background in online marketing or data analysis. Well, you can relax. This book will give you everything you need to get started creating a business strategy that takes full advantage of everything that search has to offer and builds this knowledge into your organization.
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OccupyWallStreet

The revolution continues worldwide!

Forum Post: Occupy Demands - Pass it along -
Post on Facebook

Posied 1 week ago on Nor. 18, 2011, 1121 2. EST by netson2
s confent 1 user ubmiied and not an offcal siatement

Oceupy Demands 1: Campaign Finance Reform: Campaigns vl be 100% funded by the $3
Presidential Campaign Pund. This will no onger be optional on returns and 3 will be taken from
everyone i eu of having the choice to pay that $3 in taxes. No more dinner events where people:
pay thousands of dollrs per plate of food o donate. This will take the candidates out of the pockets
of those more fortunate and put it back n the hands of the American people. 24 3 Term Limit for
Congress: This needs to be done to keep fresh ideas flowing, as wella to prevent a pack mentality
and lf-long political enemies that evolve and begin to erode the poitca process. This s most.
evident over the past few years where almost no billsof any importance can pass through congress.
without the opposing sid attaching the names of the most dislked members of congress with the
billas a way to prevent it from passing. Term one for all current members would start n the 2012
election cycl. 2B: Terms served determines percentage of benefits for Congress. This s slf-
explanatory, but as with any job, the longer you work the more benefits you generally received. We
propose members of Congress who serve three fullterms receive full benefis. 75% for two term
members and 50% for a single term. 3A: No more bonuses for Management in pseudo government
business such as Fanny Mae and Preddie Mac. Any ageney that would cause the American tax.
paver to be heid lisbl for its faiure should not be permitted to pay bonuses to executives for
taking risks to boost their numbers. 38: Break-up any company that i deemed to be *too large to
fa" Any private business entity has the risk offaiingin  capitalsi system, but when they
become 5o large that they would take down the entire economy i they fai, they have to be split. If
there is norisk of going under and failing due to the belief they will be bailed out,then they can do
unsafe things to reap rewards inthe good tmes without having to worry about the consequences in
bad. 4: No more trading of commodity futures by investors. This has been written off as non-
consequentia, but the fact remains, when people can change markets without the intention of
Mypmmmnmmmimmmprmdwkmmﬂmrmh

e Commoity investing should not be allowed unless the person making the purchase s
deemed t e bl to ke th deivey tey prchase

These are our demands  We will be heard
Anonvmous
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About 2830,000 el (029 secands)

Sanctuar of the Madonna d San Luca, Bologna - Vikipedia, ... Sanctuary of the Madonna di San Luca - Drsctons

Haly, st atop Col or Mons dola Guarda, i a foresod hil some 300..
ssarna s
Images for san luca bologina - Report images i

Bologna - San Luca
i sianialyneten/BolognaSanLuca.Hm (7]
Apr 5. 2003 - Those who dontfel ke gaing up the Asineli Towers bt would sl ik to

eniy a view of Bologna from above, GRn choose 8 more raid .

3

201 Gl st o ol 0201 T A

San Luca church, Bologna - Off the Beaten Path - VirtualTourist
e uaoutst com > Bologna » OF The Beaten Path (]
‘San Luca chrch rviews and photos fiom eal arelers and locals in Bologna, aly

Bus: Basiica DiSanLuca.

More reviews
Madonna di San Luca - il suo Santuario in Bologna "
Vo saniucabo rg - Tnslate s psge ———
o cale el Sartuario & Son Luca - Boogna. ... Madorna 6 San Luca. 540

icil del Satuano n Bclogna. emad - lca per scarcar Fiash Fayer concisge com (1)
Sk 9 Googl revews - Wit 3 o thagot @)

© VadiSan Luca, 36 40135 Bologna, Haly p—
ity
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Get your free
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Bologna San Luca church Reviews

Popular Off the Beaten Path () | Other Off the n Path Tips (19)

'San Luca church tips and photos posted
by real travelers and Bologna locals.
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- 4 Reviews
‘See all Boiogn Off the Beaten Path
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Google blue and white plates Search

Web {4 Show optons... Resy

‘Shopping results for blue and white plates

I $12.60 new - Amazon com
$14.06 new - Amazon com
$4.99 used - SCRATER ...

Blue Plate White - Compare Prices, Reviews and Buy at NexTag ...
Blue Plate White - 730 resuts ike the Indgo Rose Blue & White Flora: Indigo Rose Blue &

‘White Flral 8" Cake / Dessert Plate 8ct., Pottery 8am
‘wwextag comblue-plate-white/stores-himi - Caches - Siriar -

Blue and white porcelain - Wikipedia, the free encyclopedia
23012009,

Collectors Plates, Collectible Plates and Spode Plates from ...
‘CP105-MARVELOUS COLLECTORS PLATE, TITLED "ROMANTIC ENGLAND" IN BLUE
AND WHITE. MEASURES 10 172 INCHES ACROSS....THE DECORATORS PLATE IS IN
EXCELLENT ...

bt conpltes - Cat- Sk

results for blue and white plates- Report images.

(@ + [©®)

Amazon.com: Spode Garden Blue and White 9-Inch Buffet Plates, Set ..
‘The Blue and White Buffet Plates set are a beautful colection offour assorted 9 inch ..

‘Spode Blue Room Garden § inch Plate, Rosa - Blus/White
‘www.amazon com/Spode-Garden-9.. Plates!../B000TMQF74 - Cached - Similar -
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open directory

Search: occupy boston

Restriting Search to Category: Society: Activism: We Are The 99 Percent
Open Directory Categories (1-1 of 1)
1. Society: Activism: We Are The 99 Percent (180)
Open Directory Sites (1-20 of 180)
1. BU Occupy Boston - Facebook page to talk about the actons on Boston Universiy. [USA - Boston,
Ma]
— 5w fcebook comigroups BUcenpesbosion  Secle: dctvim: e dre The 99 Percent 0
2. Occupy Boston - Offical LiveStream Channel for foccupyboston and #bostonGA. With ive
streaming Internet TV and archive of previous videos. [USA - Boston, MA]
il Ivestream comioccupybosion - Soie: Acrvim: We dre The 99 Percet )

3. Occuy Boston - Information about the events planned. And a fnk to their LiveStream Channel
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Margarita Cocktail Recipe - How to Make a Margarita
cocktails.about com/od!.../marg_cktlhtm [ -1
2 reviews -3 mins
Cocktail recipe for a Margarita, a popular refreshing tequila and lime drink for
summer.

v

How to Make a Margar ikiHow

wwwikihow com/Make-a-Margarita -7

5 days ago - How to Make a Margarita. There's no "perfect” margarita-we cant even
pin down the origin of this popular drink! However, many a cocktai ...

How to Make a Margarita Cocktail - YouTube
‘Wunyoutube comwatchn=a4SZIUiU 7
Aug 12, 2008 - 4 min - Uploaded by epicuriousdotcom
Mixologist Eben Freeman, of Taior restaurant in New York City,
demonstrates how to prepare a ..

How to make a margarita cocktail - Margarita recipe - YouTube
‘Wi youtube.com/watchnr=uDOtCVEXURC 7
Jan 31, 2008 - 3 min - Uploaded by HowdiniGuru

http/fwww howdini comvhowdini-ideo-6706937 html How to
make a margarita cocktail - Margarita recipe ...

More videos for how to make a margarita »

Cooks.com - Recipes - How To Make Margaritas
ww.Cooks.Com » Recipes
Results 1 - 10 of 101 for how to make margaritas. Result Page: 12345678910
11 Next. 1. ... To salt the Margarita glasses, pour a single .. in the salt. ..
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occupy boston

About 129,000,000 results (0.20 seconds)

Boston.com - 22 hours ago.
By Jaime Lutz, Globe Correspondent A Boston Municipal Court judge
WHDRTV  has barred a young Framingham woman from all Occupy Boston
activties in the city afer ...
27 related atticles

What's behind those Occupy hand signals
‘The Boston Giobe - 2 related aticles.

Boston.com - 1500 related artcles

Occupy Boston

. occupyboston org/ (7]

5 hours ago — Information about the events planned. And alink to thei LiveStream
Channel with live streaming Intemet TV and archive of previous videos.
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occupy wall street

‘About 105,000,000 results (0.23 seconds)

‘occupywallstorg/ -7

1 day ago — News and resources for protesters attending the mass demonstration on
Wall Street against financial greed and corruption.

Nine Arrested & Released Without ... - Why? | OccupyWallSt.org - About - Forum

IStorg -
occupywallst org/about/ | 7

‘OccupyWallStorg i the unoficial d facto oniine resource fo the growing occupation
‘movement happening on Wall Street and around the world. We're an
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what is the occupy movement protesting

what is the occupy movement trying to accomplish
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best cocktail bar

About 31,800,000 results (0.21 seconds)

‘They are the great American invertion. And there has never been a better time to drink.
them than now. We traveled 34462 miles and sipped 400 gin fizzes, ..

Places for best cocktail bar near SeaTac, WA

The Caté @ 1501 Westom Avenue #
Zigzagssattls.com 22
Sekokkk 1 Google reviews Seatte
(206) 6251146
Tini ® 100 Demny Way
o tiniigs.com Seattle
SHkok 16 Google revews (206) 2840831
Yo Bistro 205 Southwest 1521d
W yosbistro.com Street

3 Google reviews Burien
(206) 2444084

© 451 Catfoia Ave SW
wanwfeedbacklounge net Seattle
kK& 11 Google reviews (206) 4533259
Mistal Kichen 2020 Westiake Avenue
mistrabitchen.com Seattle
Fkkk & 25 Google reviews (206) 6231922
‘Sambar Bar & Lounge @ 425 NW Markat .
‘www.sambarseattle.com Seattle
Sk 11 Google revews (206) 7814883
Taven Law @ 1406 12th Avenue
www_taverniaw.com Seattle
Hkkokok 43 Google reviews (206) 3229734

More results near SeaTac. WA »
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‘occupy demands

About 24,600,000 results (0.24 seconds)

Occupy Wall Street - Wikipedia, the free encyclopedia

en.vikipedia. org/wiki/Occupy_Wall_Street (7]

Occupy Wall Street (OWS) is an ongoing series of demonstrations initiated by the ...
Adbusters' website said that from their “one simple demand, a presidential ...

m P - Pass it along - P
‘occupywallst org/.../occupy-demands-pass-it-along-post-on-facebook... +1]
Nov 18, 2011 — Occupy Demands 1: Campaign Finance Reform: Campaigns will be
100% funded by the S3 Presidential Campaign Fund. This will no longer ...
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About 113,000,000 resuts (021 seconds)

e wipeda orgiwiiOccupy_movement
The Occupy movement s 1 termational protest movement which s prinarly
‘drecied aganst economic and socl mequaly.Th frst Occupy proests o e ..

Enwhped orgwhiOGupy_ Wl Sieet -
Forthe wier movement see Occupy movement .. Th report was released st a5
concers ofhe Occupy Wal Steet movement were begnng f ener he .

Together

‘e occupytogetner org/

3 ars s Lbery Plaza ZucetiPr), home of Occpy Wa e for et
and bitlace of e S5% movement at has spread scross

News for what i the occupy movement

Forbes 1 hour 830
Much toth dismay of those of us who value il berties and the rht

1o peaceul s, the nascent Occupy ial Stieet movement has
e matwen .

21 reted rices

by, vy Occupy?
Berkely Daly Panet - 6 relted ricies

Wal StreetJoural- 1510 relted srices

Occupy Wall Street | NYC Protest for World Revolui
‘occupywalstory/ -

87830~ o Oy movementis b ne s b bt sty s
“common needs f ot forth predaton and sreed f the very .

#onWhat s the #Occupy movement?
oSSl sk wordress Com. NMMaL5-the-occupy-movement -1.p.
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‘. techradar comreviews/pc-mac/. ipad-2..Irevew 7
A8, 2010

‘Apple iPad 2 Expert Review: Apple's new tablt is the best o s
and, but i t realy good enough? - Buying ...

More videos foripad2 »

‘. pemag comlarticle2/0 2817, 2393737,00.asp -1
Sep 28, 2011 — How does Amazoris new tablet,the Kinde Fie, stack up next o an
‘excellon “reader’s tablt” and the best tablet on the market?

‘news.cnel conVB301-13679_3-20038561.37 himl |
Mar 3.2011 — The new iPad is rocking a simmer design with new goodies ike cameras.
'and a beefier racessor, but i also missing some things many had ...

ko comodelab 201103 onrioadapps e
by Brian X_Chen - In 4,395 Google+ circles

! Mar 18, 2011 - An estimated 500000 peopl ined up last woekend at Apple
" stores around the counlry to buy an iPad 2. The best par, aftr geting past
that

iPad 2 review -- Engadget

‘. engadget com2011/03/0/ipad-2-evew! (-7

Mar 9, 2011 - To say Appie's iPad 2is an easy tablt to review is somewhat of an
‘undersiatement. The device, a follow up o lat year's wildy.

‘v macword.com » Tabets -

The iPad 2 has amved, and Macwords got a full hands-on review ofthe product from
Jason Sell.

News for ipad2

Mobietor.com - 12 hours ago
“nmnmhtuudﬁlhm:mdnmulhwtuuu the
iPad 2 a5 well and has been engineered for those who like to
entertained whie ...

3related aricles

The iPad Guide - 277 related aticles

oir - 47 reated articles.

Video
Results

News
Results
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‘wonw.apple.comipad/ (+7]
‘Thin, light design. Fast AS chip. FaceTime video calling. 10-hou battery. Its nt a tablet,
its iPad 2. Stars at $499.

Buy Pad 2 Now - Pad with WiFi + 3G - Features - Reubished iPad - Appe...

» Fi &l -Fi+
store.apple.comus/browse/ome/shop_ipad/amily/ipad (<1

Get fast, free shipping when you buy a new iPad. The thinner, lighter, and faster iPad 2
with new features such as FaceTime and HD video recording.

Shopping results for ipad2

‘Apple iPad 2 Wi 16 GB - Apple i0S 4 1 Gz - Black 7]
Hekk ko 691 reviews - $380 - 63 stores - @ Nearby stores - In stock
91 people +14d this

i 1 41 Shopping
Fhkck ¥ 691 revews - S353 69 stores - QNeatby stors - In stock Results
20 paogs 1 tn

- 41
O e St twen yuﬁmsxm In stock
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Save Time. Stay Organized.

New to QuickBooks?
Try QuickBooks Oniine for free!

Less Paperwork
Facing

‘Work Anywhere, Anytime
‘Access your books securely
Tom snywhers.

Free Support & Upgrades.
In il onne versions.

Instant invoices and expense
‘et organiza

Looking to Upgrade?

2012 features et you customize your
‘QuickBooks to work the way you do, get more
‘organized, and stay on top of your busiess.

New! Calendar View

QuickBooks accounting software pays for tselfin the frst 60 days - guarantaed on all QuickBooks Products or your money back.
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quickbooksintut.com/
Business accounting software to help you save time and make money. Get the details
on how you can get the #1 rated small business accounting software for
QuickBooks Online - QuickBooks Products - QuickBooks Support - QuickBooks Pro

Quicken - Personal Finance Software, Money Management, Budget ...
quicken inuit comy (7]

America's #1 Personal Finance Software ... View your accounts in one place ... credit
card, loan, investments, and retirement accounts in one place: no more ..

Sage Peachiree Accounting Software Program Solutions
www.peachtree.com/ [ 1

Sage Peachiree is a network.ready accounting software system for small businesses
under 50 employees. Save time and money with Sage Peachtree.
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Top 10 Overall Search Terms

The following report shows search terms for the industry "All
Categories’, ranked by Search Clicks for the 4 weeks ending
1112612011

1. facebook 3.72% .
2. youtube 1.19% m——)
3. craigslist 050% 1
4. facebool 0.48% ——1
5. facenooklogin 043% ——
6. ebay 0.40%
7. yahoo 039% ——1
8. wwwfacebook com 029% 1
9. walmart 024%

3

‘amazon 0.18%
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The following report shows search terms for the custom category
Top 500 Retail sites’, ranked by largest increase for the week
ending 11/26/2011, compared with the week ending 11/1912011.
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\ Search for more [a]
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G88  Bedandareaktastcom

Listings for thousands of bed and breakfasts, inns and homestays worldwide.

Statistics Summary for bedandbreakfast.com

Bedandbreakfas.com's three-mont global Alexa raffic rank is 12,104. Visitors to it spend about 29 seconds on each
pageview and a total of eight minutes on the site during each visit While... Show More

Alexa Traffic Rank Reputation
© 12,104 =5,144 6.454 R e 24 4
Giobal Rank @ Rankin us @ Stes Linking n @ 1 Review @

Search Analytics ~ Audience ~ Contactinfo Reviews Related Links ~ Clickstream

Daily Reach (percent) Estimated percentage of global
bedandbreakfast com intemet users who visit
T T T bedandbrealdast com:
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Farewell notes from our Guest Register (Augus2000)

“We had a lovely stay at the . It s cozy & ntimat. Diving at the East Ed was great. Ou hosts wera very sweet and helpfil." J.B.&G.B., Chatham, New
Jersey, USA (August 31, 2000)

“Dear Marline & Alain: Thanic you forcreating such a wonderfulplace. We sper 8 days here for our 16th Aiversary and everything was perfoct. The Caribbean
Niga divorer on Tuesdy was fartastic. Marlene, you are an excellent hfl Ve hope to et someday with owr hildvn 10 share your place with them. We vill
ighty recommend the TVIto everyone we kow! Thanks!" E.B.&AB. Souderton, Pennsylsania, USA (August 29, 2000)

“Tharis o o of the most elaxing vacations eve. The hopitalty & tranquilty are wiwposced.” B.R KR, Damascus, Maryland, USA (August 25, 2000)

“Wow! Ifonly we hac known how wonderfu is place would be, we would have made longer reservations. As honeymoonars, we were looking for peace &
oranguilty and we fownd i e at the I ” Bron, New York, USA (August 27, 2000)

S speing, Torle Nest T s bl oo o w o et f Argeoios, A, Belgan, Bt
e Canad,Coymn etands,CosaFce, Engand, France, Gonany, L, Tmais, codend,Sngapre, St A,
Spain Wales and b UnitedSses

“Dear M ard A: This i our i siay a the TNT and it s abeays delighaful. Thavics fora great dmr on Friday ight and another hospitable and relaxing say.
With best wishes!" B.L.&L.L., Baltimore, Maryland, USA (August 27, 2000)
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‘Top 10 Retail Fast Mover Terms

The following report shows search terms for the custom category
Top 500 Retail sites', ranked by largest increase for the week
ending 1112612011, compared witn the week ending 11119/2011.

(Filters applied)

T
1. Icdtelevisions 003% EENNNEE  New &
2. jenny mecartny 002% NN ] New &
3. cyber monday sales 001% NN New &
4. 2011lowes blackfiiday..  0.01% N1  New £
5 online blackfriday deals  0.01% BN New £
6. 2011jcpenney blackfriday 0.01% NEN 1  New £
7. magyblackfiday2011ad  0.01% EE—1  New £

calphalon convectionoven ~ 0.01% B New £
9. blackfmiday2011bestbu_.  001% B New &
0. radio shack black riday 001% B——1  New &
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Top 5 Paid and Organic Search Terms among All U.S.

Websites
Organic
Rank | Paid Terms | Clicks | Terms Clicks
1| ebay 0.12% | myspace 0.78%
2| ebay.com 0.02% | craigslist 0.42%
3| home depot | 0.02% | myspace.com | 0.29%
4| map quest 0.01% | youtube 0.26%
5| people search | 0.01% [ ebay 0.23%

Note - ata is based on the percentage of paid and organic
clicks generated by all search terms within all industry
Categories for a four-week period ending Aug. 30, 2008
based off of the Hitwise sample of U.S. Internet users.

Source: Hitwise
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GOOgle fust do it Search

Web (8 Show options...

Nike. Inc._- Wikipedia, the free encyclopedia

Nike spansars many high profile athletes and sparts teams around the world, with the highly
recognized trademarks of “Just do it" and the Swoosh logo. ..

Origins and history - Products - Headquarters - Manufacturing

en wikipedia, orgfwikiNike.

rror) Nike's "Just Do It” Advertising Campaign

File Format. PDF/Adobe Acrobat - Quick View

“Just Do I” slogan and deified sports figures. Nike managed ... Through its “Just Do It
campaign, Nike was able to tap into the finess craze of ..

‘www,cfar. com/Documents/nikecrp.pof - Silar

P : le h for 101 raight - Rels

Jun 10, 2008 ... After 14 years together, Dauglas and Annie Brown were a typical, busy
marted couple. But where was the time for sex?

www.msnbe. msn, com/id25073531/ - Cached - Similar
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United States, 2004 - present.
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Google
Web nfov
News results for 2012

day ago
Louisvile and Columbus will host games in the first
two rounds of the 2012 NCAA Division | Men's
Basketball .

Bizjournals.com - 387 articles »

Palenty may be positoning himself for 2012 - 1

-1

day ago
The Associated Press - 647 artcles »
-9 hours ago

AFP - 40 arlicles »

12 - Official Movie Sit
With the Mayan calendar ending in 2012, a large
group of people must deal with natural disasters
such as volcanic

W whowillsurvive2012.com - Options v

< m @

Spoted a billooard offthe 405 South in Gardena hyping the movie with this he:
above. S0 of course | had to see wha the fuss was all about
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Yanoo Deletes /oUUU Associated Content ... - Search Engine Land
searchengineland com/yahoo-deletes-75000-associated-cont...
by Matt McGee - In 11,833 Google+ circles
1 day ago - Yahoo is cleaning up Associated Content by deleting some of the
articles, moving the keepers to Yahoo's domain and giving the site a new ...

Search Engine Land: Must Read News About Search Marketing ...
searchengineland. com/

2 days ago - Search Engine Land is a must read hub for news and information about
.. Yahoo is cleaning up Associated Content by deleting some of the ...

Google: Bing Is Cheating, Copying ... - What Is SEO? - News - What is SEM?

2,962 people +14d this
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rauent tducation - Rheumatoid Arthritis

wwwitheumatology.org> .. > DISEASES AND CONDITIONS

While rheumatoid arthritis (RA) has long been feared as one of the most disabling
types of arthris, the outlook has dramatically improved for many newly ...

Rheumatoid Arthritis
labtestsonline.orglunderstanding/conditions/heumatoid/

Oct 13, 2011 — Oveniiew of theumatoid arthritis, a chronic autoimmune disorder that
usually affects the joints, and related laboratory tests.

Rheumatoid Arthritis - Your Orthopaedic Connection - AAOS
orthoinfo.a20s. org/topic. cimopic=A00211

Aching joints are common in arthiti. In theumatoid arthritis, the joint lining swells,
invades surrounding tissues, and produces chemical substances that attack ...

CDC - Arthritis - Basics - Definition - Rheumatoid Arthritis
s cc. goviarthritis/basics/rheumatoid him

Sep 1, 2011 ~ Rheumatoid arthritis (RA) causes premature mortaity, disabilty and
compromised quality of lfe in the industrialized and developing world (1)
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Road Runner Sports - Running Shoes & Apparel, &

‘noadunnerspots com
amerpats co s ed ko 756 eiews
90Day Perect Fit™

Running Shoes | zappos com
‘nZappos comRunning - X4 4 % % 176 sele wiews.

Huge Selactionof Running Shoes. Free Shpping and Free Retuns!
(Gis Running Shoss - Nike Running Shoss - Asics Running Shoss

Running Shoes - Free Shipping Through 12/21 | nike.com
ke com

Find Oficial ke Running Shoes.
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Sping 2011 Running Sho Guide - Asis - ike - Brooks

Best Top Brand Women's & Men's Running Shoes & Gear with Fres ...
oadrunnerspots coml

Road Rumer Spots i the Words Largest Running Sore Shop onine o running
shoes, clothes and accessories o Adidas, Nike, New Balance, ASc, ..
Men's Shoes - Womeris Shoss - toe Locator - Trsl Ruing

Running Shoes | Zappos com
235905 comrunning shoes

o 25, 2011  Free shipping BOTH ways, 365-day retum pocy, 247 customer senics.
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