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Search Engine Optimization

PPC

Local Search

Web design, maintenance and Optimization

E-Commerce 

◦
 

Help companies sell online

◦
 

Speed up A/R by having clients pay online



It’s really quite simple…

Either they increase revenue

Or they decrease their expenses

Or they do both



Measure everything

◦
 

Every dollar received

◦
 

Every dollar spent

Better numbers allow for better decisions

Generating revenue and how to market the 

business is a decision for all businesses



Recruit new customers
Retain existing customers
So the real marketing question is:
Which marketing methods produce the best 
Return on Investment (ROI)?
◦

 
(Can you even calculate your ROI?)

Let’s review some key marketing terms



Reach – the number of people that see your ad

Impressions – total number of times your ad is 
seen

Frequency – the number of times your ad is seen by 
a single individual

Cost Per Acquisition (Cost Per Conversion) –
how much did it cost to get a new customer

Conversion Rate – what percent of people who see 
your ad become a customer

CPM – Cost per 1,000 Impressions



Yellow Pages

TV

Radio

Print (Newspaper, Magazine, Billboard)

Direct Mail

Sponsorships



Brand recognition

Building trust

Potential Reach and Impressions

Utilize different types of media 

Customer loyalty

Competitive advantage



Can be expensive

Difficult to change your ad on the fly

Difficult to reallocate your ad spend 

Paying for people who aren’t potential customers

Limited control of when your ads display

Making decisions based on guesswork

Hard to obtain accurate predictions beforehand

Difficulty in tracking the actual ROI







Your ad only appears to people that are interested 
in your services

You only have to pay for those that saw your ad 
and visited your site

You can select a daily or monthly budget, and you 
can change it anytime you want

You get to choose how much you pay for each 
visitor!

And…



Geotargeting - The ability to display ads in specific 
regions, states, or countries

Know which keywords and ads are effective

Know which combination of keywords, ads, and 
landing pages produce the best ROI

Full control over when and how your ads get shown

Search vs. the Content Network (Google AdSense)



Minimum: A website
Basic: A good website
◦

 
Professional appearance

◦

 
Appear trustworthy and credible

◦

 
Well thought out site structure

◦

 
Clear messaging

Better…



Clear calls to action
Website analytics & conversion tracking
The ability to A/B test
Specialized landing pages – more is better!
Monitoring the Sales Funnel



Higher relevancy score
Lower cost per click (CPC)
Higher conversion rates
The side benefit of Search Engine 
Optimization (SEO)







IF you target a specific keyword AND
You write an specific ad for that keyword AND
You create a specialized landing page for that 
keyword
THEN, you can maximize PPC profits



1) Find out what keywords are being searched
http://freekeywords.wordtracker.com
62 utah personal injury attorney
53 utah accident attorney
53 utah product liability attorney
52 utah wrongful death attorney
47 utah attorney
46 utah defective product attorney
2 accident attorney provo
2 auto accident attorney provo
2 brain injury attorney provo
2 car accident attorney provo
2 construction accident attorney provo
2 head injury attorney provo
2 injury attorney provo
2 slip and fall attorney provo

http://freekeywords.wordtracker.com/


2) Determine which keywords are most relevant 
for your business

62 utah personal injury attorney
53 utah accident attorney
53 utah product liability attorney
52 utah wrongful death attorney
47 utah attorney
46 utah defective product attorney
2 accident attorney provo
2 auto accident attorney provo
2 brain injury attorney provo
2 car accident attorney provo
2 construction accident attorney provo
2 head injury attorney provo
2 injury attorney provo
2 slip and fall attorney provo



3) Sign up for a new AdWords
 

Account
4) Create Campaigns
◦

 
This is organizing the keywords by type

Accident, Immigration, Malpractice, etc
5) Create Ad Groups
◦

 
This is organizing the keywords further

Car Accident, Workplace Accident, etc
6) Import Keywords
◦

 
Choose which keywords to target

Salt lake city auto accident attorney, Salt lake auto 
accident attorney, Salt lake car accident attorney



7) Write the Ads for each Ad Group
◦

 
Salt Lake Accident Attorney
Talk to an Accident Attorney in SLC 
Free Consultation and Evaluation
www.ExampleLawFirm.com

8) Select location (where will the ads show?)
9) Select Budgets and Estimated Costs Per Click
◦

 
The CPC varies with a number of factors

10) Turn live

And most importantly…



Over 50% of PPC accounts fail to be 
profitable. Why?
Getting started is easy. 
Making it profitable is hard. 
PPC requires regular, ongoing optimization.



Once live, the account needs to be 
monitored daily or weekly to optimize 
performance
◦

 
A/B Testing

◦
 

Click Through Rates (CTR)

◦
 

Average Costs Per Click (CPC)

◦
 

Costs per Conversion

◦
 

Measure ROI. See the next slide…



These are only assumptions. Each specific 
campaign needs to be tracked separately.



$150 to $2,000+ per month
That Ad Spend produces an unknown 
number of visitors
Therefore, it’s hard to determine the actual 
ROI unless each client tells you how they 
found you
This applies to TV, Radio, Billboards, etc.



$250  produces 500 visitors  
500 visitors produces 10 leads (1% CR)
10 leads produce 2 profitable cases
The average profit of each closed case is 
$1,000
Therefore: $250 produces $2,000



Search Engine Optimization
Local Search
Online directories, like YellowPages.com



The Situation
The Solution
The Results



The big marketing debate over SEO [and PPC] has never been 
whether or not to do it. It’s self-evident that you’d want your 
site to appear near the top of the rankings for keywords 
important to your brand. 

Instead, the debate has always been whether to outsource or 
handle SEO in house.

Marketers who outsourced saw a 110% lift within 6 months. 
Marketers who handled it in house saw a 73% lift.

In short, if you hire an expert, you tend to get significantly 
better results.

Source: MarketingSherpa’s Benchmark Guide for 2007



Contact information:
Bruce Rowe or Paul Severts
(801) 227-7326 (SEBO)
267 W Center St in Orem
bruce.rowe@sebomarketing.com
paul.severts@sebomarketing.com

mailto:bruce.rowe@sebomarketing.com
mailto:Paul.severts@sebomarketing.com
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