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Building stronger digital teams

Get set for search
Seven simple steps for getting started in search
The Search Academy
If you’re new to search engine marketing, then its breadth and scale might feel daunting. Get 
search right and it can transform your business, that’s why it accounts for more than 40% of all 
online advertising in many countries. Devised by Danny Meadows-Klue to help companies 
new to search get it right, these simple steps get you heading in the right direction. Search 
engine advertising and search engine marketing will become major tools for your brand; it’s 
time to get started.
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Getting the needle 
found in the 

haystack
The Digital Search Marketing Academy
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A training and development workshop 
for marketers new to online

Getting set for searchGetting set for search……

Seven simple stepsSeven simple steps
……for getting started in searchfor getting started in search
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This academy coversThis academy covers
• The basics for search marketing

• How to approach it

• Why search is critical

• Simple search marketing tips

---------------

• It's the way most people navigate the whole web 

• It's key to unlocking value from investment in the rest of your web 

• It's a foundation building block of web marketing
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Online advertising:Online advertising:
The big switchoverThe big switchover
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Search is over half all online Search is over half all online 
advertising in some countries (UK)advertising in some countries (UK)

Source: PricewaterhouseCoopers / Internet Advertising Bureau UK / WARC
IAB estimates for actual ad spend by  format are based on samples of categorised revenue from key IAB members provided by PwC.  
Data excludes unclassified figures.  
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The two sides to The two sides to 
search engine search engine 
marketingmarketing



The Search Academy
© 2007 Digital Strategy Consulting & Partners. All rights reserved.

Natural/Organic 
Search

Pay Per Click 
Advertising

We search using a key 
word or phrase

The two sides to SearchThe two sides to Search
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Seven steps to 
starting search 

The Digital Search Marketing Academy
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ScaleScale
Get your focus in the right placeGet your focus in the right place
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ScaleScale
Get your focus in the right placeGet your focus in the right place

• Consider your real marketing mix today
• Websites are the starting point in most customer 

journeys
• Search engines are the start of most web 

sessions
• Pay-per-click is over half all online adspend
• Search engine optimisation is vast
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Question

Does your Does your 
marketing marketing 
mix reflect mix reflect 
the scale of the scale of 

search?search?
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SalesSales
Get your business ready for salesGet your business ready for sales
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SalesSales
Get your business ready for salesGet your business ready for sales

• Think through how the website can build sales
• Set marcoms objectives for the site
• Funnel customers into action
• Focus on sales, lead qualification, lead 

generation

The Search Academy
© 2007 Digital Strategy Consulting & Partners. All rights reserved.



The Search Academy
© 2007 Digital Strategy Consulting & Partners. All rights reserved.

SalesSales
Get your site right; convert the leadsGet your site right; convert the leads

• Learn about your conversions
• Understand what happens when customers visit
• Look for the simplest route to purchase or leads
• Link deep into the site
• Monitor those leads; follow them through the 

business
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Question

Do you Do you 
analyse the analyse the 
conversion conversion 
process?process?
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SupportSupport
Find the right partners for youFind the right partners for you
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SupportSupport
Find your partnersFind your partners

• Get help
• Friends?
• Ad agencies?
• Web agencies?
• Search engines?
• Search specialists?

• Look for trust, expertise, independence, history, 
and a freshness in knowledge
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SeduceSeduce
Select the right Select the right keyphraseskeyphrases that that 
will bring customers to youwill bring customers to you
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SeduceSeduce
Select the right Select the right keyphraseskeyphrases that will bring customers to youthat will bring customers to you

• Start understanding the language of search
• Question: how do your customers describe you?
• Shift your mindset; become your customer
• Explore the language
• Explore groups of terms
• Start harnessing them on your site and in your 

advertising
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StartStart
Get your feet wet, start the testGet your feet wet, start the test
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StartStart
Get your feet wet, start the testGet your feet wet, start the test

• Start small
• Run a simple test with a credit card to see the 

effect
• Analyze and track
• Consider the implications for your team
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See See 
SeeSee the results; investigatethe results; investigate
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See See 
SeeSee the results; investigatethe results; investigate

• Watch what happens
• Measure the results within the process as well 

as final outputs
• Look into the data
• Learn about your customers’ buying behaviour
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SeeSee
Measure performance with splitMeasure performance with split--run testsrun tests

• Set up more advanced metrics
• Set up the test
• Pre and post?
• Exposed and control?
• Market A vs market B?
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SeriousSerious
Then get serious about weaving Then get serious about weaving 
search into your businesssearch into your business
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SeriousSerious
Then get serious about weaving search into your businessThen get serious about weaving search into your business

• This is boardroom stuff
• Give ownership to the right people
• Give it the right scale of attention
• Give it the right support
• Give it the right analysis
• Give it the chance to change the rest of your 

marketing mix, leading other above and below 
the line marcoms activity

The Search Academy
© 2007 Digital Strategy Consulting & Partners. All rights reserved.



The Search Academy
© 2007 Digital Strategy Consulting & Partners. All rights reserved.

TakeoutsTakeouts
Danny MeadowsDanny Meadows--KlueKlue’’ss
Seven Simple Steps Seven Simple Steps 
forfor Starting Starting SearchSearch
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This academy coveredThis academy covered
• The basics for search marketing

• How to approach it

• Why search is critical

• Simple search marketing tips

---------------

• It's the way most people navigate the whole web 

• It's key to unlocking value from investment in the rest of your web 

• It's a foundation building block of web marketing
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Get set for searchGet set for search
Seven simple steps for getting started in searchSeven simple steps for getting started in search

1. Scale
Get your focus in the right place

2. Sales
Get your business ready for sales
Get your site right convert the leads

3. Support
Find the right partners for you

4. Seduce
Select the right keyphrases that will 
bring customers to you

5. Start
Get your feet wet, start the test

6. See
See the results; investigate

7. Serious
Then get serious about weaving search 
into your business

Get in touch!

Danny’s Seven simple steps for 
getting started in search 

Mail me more of your questions 

Danny Meadows-Klue
CEO, Digital Strategy Consulting
& Digital Training Academy

Trainer | Commentator | Strategist | Coach

Danny@DigitalStrategyConsulting.com
+44 (0) 20 7244 9661
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• More information? Contact: Team@DigitalStrategyConsulting.com +44 (0) 20 7244 9661
• © 2000-2008 Digital Strategy Consulting Ltd & Partners
• Remember that the use of these materials is subject to our terms and conditions,

they are client confidential and are not to be distributed to other parties
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Getting the needle 
found in the 

haystack
The Digital Training Academy


