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June 15, 2009

Search Engine Marketing:  Search Engine Marketing:  
The Little Things that Will Kick Up PerformanceThe Little Things that Will Kick Up Performance

2009 Confidential and Proprietary to Envisa

Session Outline

• Introductions to Session
– Ray Chang, Director of Business Development at Envisa eCommerce Consulting
– 5 Minutes

• SEM Presentation:  “PPC - Tune Up Your ROI”
– Andy Schepper, eCommerce Director and VP Operations at Summit Skis
– 15 Minutes

• SEM Presentation:  SEM:  White Belt to Ninja in 15 Minutes
– Corey Tisdale, COO Shoppers Choice
– 15 minutes

• Question & Answer Session 
– 25 Minutes
– Best Question gets a free Starbucks Gift Card
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2009 Confidential and Proprietary to Envisa

Before we begin…

• What was a product that you considered would be easy to find through the 
search engines, yet turned out to be your most frustrating product to find 
through?

2009 Confidential and Proprietary to Envisa

Oh and we want Audience Participation!!!

• Best Question gets a Free Weber Grill sent to their home before Father’s 
Day from Shoppers Choice!

• 2nd Best Question receives a $5 Starbucks Give Card from Envisa!
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PPC – Tune Up Your ROI

Things you can start doing today to 
improve your PPC campaign ROI
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PPC Campaign Architecture

Campaign architecture is the foundation 
that determines how effectively you will 
be able to manage you PPC campaigns.
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PPC Campaign Architecture

Campaign architecture is the foundation 
that determines how effectively you will 
be able to manage you PPC campaigns.

Ad Campaigns should be broad based and 
created around top level categories, brands, 
or services you are promoting.
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PPC Campaign Architecture

Campaign architecture is the foundation 
that determines how effectively you will 
be able to manage you PPC campaigns.

Ad Campaigns should be broad and created 
around top level categories, brands, or 
services you are promoting.
Ad Groups should be specific and focused 
around sub-categories and brand/category 
combinations.
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Building a Keyword List

If campaigns are the foundation, ad 
groups are the building blocks. Then 
keywords are the front door.  Keywords 
are the connection between the searcher 
and your ads.  Use tools to research and 
help you build your keyword list.

www.keyworddiscovery.com
www.wordtracker.com

Andy Schepper,  Summit Sports 2009 10

Building a Keyword List

These are a few other things you need to 
address when researching your keyword 
list:
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Building a Keyword List

Industry Jargon vs. Colloquialisms
Typically searchers do not use the same 
keywords that you would use in a work 
environment.

base layer vs. long underwear
nordic skis vs. cross county skis
pfd vs. life jackets

Andy Schepper,  Summit Sports 2009 12

Building a Keyword List

Dialects
You will find that searchers have different 
dialects and therefore use different search 
terms throughout the United States.
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Building a Keyword List
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Building a Keyword List

Metonymies
This is where a brand name has become 
the generic description for a general class of 
product or service.

Coke (in the south)
Rollerblades
Kleenex
Xerox
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Writing Ad Copy

Ads are the connection between the 
searchers’ result page and your website. 
Your ads need to grab their attention. 
Remember that your ad is 1 of many on 
the search result page.
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Writing Ad Copy

Keywords show in bold.  It is very 
important to insert keywords into your  
ad to attract the searchers’ attention.
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Writing Ad Copy

You may only have their attention for a 
split second.  The ad copy must invoke 
emotion, create a sense of urgency or 
offer a solution to the searcher.
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Landing Pages

You only get one chance to make a good 
first impression.  The landing pages you 
choose should be as relevant to the 
searchers’ keyword as possible.



10

Andy Schepper,  Summit Sports 2009 19

Tune Up Your ROI

Measurable ROI is the key to a profitable 
PPC campaign.  You must be able to 
capture the value of the conversion in 
order to calculate the true ROI of the 
campaign.
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Tune Up Your ROI

Testing
Continually test different ‘call to action’ text 
in headlines and ad copy.

Sale Today
50-70% Off Limited Quantities
Free Shipping This Weekend
In Stock Ready to Ship–Order Today
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Tune Up Your ROI

Ad positioning can make a big difference 
in ROI.

1st position can be very costly
Most people don’t buy on the first click.
2nd-3rd position has been very successful 
for us.
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Tune Up Your ROI

Day parting maybe an useful option 
depending on the categories, brands, or 
services you are promoting.

Run your ads when your target 
demographic is most likely to buy.
‘Tire kickers’ can ruin your ROI.
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Tune Up Your ROI

Narrow down the match types of 
keywords that are unable to meet ROI 
goals.

Start broad when you build out new 
campaigns and ad groups but watch them 
closely.
Change keywords to ‘phrase match’ or 
‘exact match’ as you determine the broad 
match is not reaching your ROI goals.
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Expanding Your Reach

Duplicate your top performing keywords 
in 2nd tier engines and social networks.

MySpace
Facebook

MSN/Live
Ask
Adbrite
Miva
Searchfeed
Kanoodle
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PPC – Tune Up Your ROI

Thank You

26

by corey tisdale
coo, shopperschoice.com

s e m
to

in 15 minutes
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who
why

is this guy and

shouldn't I take an
after-lunch nap?
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this is me
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this is where I work
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this is where I work



16

31

this is what i do
2003
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this is what i do
2004
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this is what i do
2005
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this is what i do
2006
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this is what i do
2008

36

these are my secrets 
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1. build your keywords
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1. build your keywords
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broad match 

40

say what???
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41

broad match will show 
you what people type.

42

broad match will show 
you what people type.

run a search query performance report
on your broad match ads
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broad match will show 
you what people type.

run a search query performance report
on your broad match ads
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broad match will show 
you what people type.

snag the high impression terms
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bid on the popular terms

place exact match bids on these terms to 
raise quality score and CTR

46

semrush
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47

marketing dept. football team?

48

marketing dept. football team?
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an awesome...

website
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an awesome...

website

firefox plugin
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an awesome...

website

firefox plugin

resource!
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plug in your keyword or 
competitor's site...
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get awesome 
(approximate) info
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2. optimize landing pages
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landing page = brand image

56

landing page = brand image
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landing page = brand image

58

landing page = brand image

=
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59

landing page = brand image

customer: does sears sell or
even care what I need?

=
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landing page = brand image
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landing page = brand image

62

landing page = brand image

=
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landing page = brand image

=

customer: bbqguys.com knows me and
makes it easy for me to find what i want!
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3. use calls to action
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stuff we listen to

66

stuff we listen to
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stuff we listen to

68

stuff we don't listen to
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stuff we don't listen to

70

imperative statements work
use them in your ads
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71

example

72

example
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73

example

74

example
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example
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4. localize campaigns



39

77

Just like fire is hot

78

Just like fire is hot
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local campaigns 
magically have better 

CTR, CR, CPC
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local campaigns 
magically have better 

CTR, CR, CPC

(but increase maintenance workload)
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just accept it and learn to 
like it

82

just accept it and learn to 
like it
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Localize your best 
performing campaigns to 

your top 7 geographic 
areas
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Localize your best 
performing campaigns to 

your top 7 geographic 
areas

localizing....
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Localize your best 
performing campaigns to 

your top 7 geographic 
areas
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5. test, rinse, repeat
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5. test, rinse, repeat
the wax-on, wax-off of sem

88


