
Is Online Marketing 
Revolutionizing Marketing? 

Prepared for the Wharton 

Leads Council of 

Philadelphia

Paul Lima

Lima Consulting Group

July 9th, 2007

plima@limaconsulting.com

mailto:plima@limaconsulting.com


A Few Questions

ÅWhat is Search Engine Marketing?

ÅWhat are the trends for online marketing?

ÅHow is it Different from Traditional Marketing?

ÅHow can my company profit?

Å! ŦŜǿ Ǉƻƛƴǘǎ ƻƴ ǎŜŀǊŎƘ ŜƴƎƛƴŜǎΧ

Å²ƘŀǘΩǎ bŜȄǘ ƛƴ ǘƘŜ LƴŘǳǎǘǊȅΚ



What is Internet Marketing?

ÅInternet Marketingrefers 
to businesses leveraging 
the Internet to promote 
and sell their goods and 
services.
ÅProfessional Services 
have a unique 
opportunity to strengthen 
brand and their 
relationships with clients 
and prospects.

Various Methods include:
ÅSearch Engine 

Optimization

ÅPay Per Click 

ÅRSS Feeds

ÅE-mail Marketing

ÅBlogging & Video Blogging

ÅPodcasts

ÅBanner Ads

ÅPaid Placement

ÅAffiliate Marketing

ÅAnalytics



What is Pay-Per-Click Marketing?

Paid ñpay-per-

clickò Search

Organic / 

Natural Search



The difference: Paid vs. Organic?

Å75% of traffic through natural

ÅPay-per-clickcosts are variable and run as 
Auctions

ÅPortfolio Approach works best

ÅPay-per-click allows you to control the 
message and control where you rank (to some 
extent).

ÅClick Fraud (15%-30%)



Growth of Online Marketing



Top Countries by Searches by Day

Source: comScore, February 2007



SEO as a Philosophy
ǒSearch Engines want Users 

to be Happy

ǒEngines Care About (in 
order)

-Relevance

-Quality

-User Experience

-Optimization

ǒάBuild Sites for Humans, 
not Enginesέ

Ben Margot/Associated Press

Google's chief executive, Eric Schmidt, top, with the co-

founders of the company, Sergey Brin, left, and Larry Page.



Search Engines Reverse Engineered

ǒ30% Keyword Relevancy

ǒ25% Inbound Links

ǒ25% Domain Strength

ǒ10% User Data

ǒ10% Content Quality

Randy Moz's Best Guess



Link Worthiness: Usable 
ǒEasy to Read & Understand

ǒEasy to Follow the Formatting

ÅEasy to Find What You Want

ÅEasy to Copy & Paste the URL



Revolutionary?





Shift of Power from Advertiser to Consumer

ÅConsumers are making their voices heard
ïOver 64 million have signed up for the National Do 

Not Call Registry (a channel in decline)
ïTiVo ςƳŜŘƛŀ ǳƴŘŜǊ ŎƻƴǎǳƳŜǊΩǎ ŎƻƴǘǊƻƭ

Å~40% of Internet users have Spam blockers
Å~20% have pop-up blockers
ÅOver 24 million Internet users participate in 

some form of product reviews; such as Amazon 
or eBay
ÅConsumer Created Content: YouTube & MySpace, 

Blogs



Search, Search, Searché

On an average day, 

nearly 60 million
people use search 

engines. 

How Americans Use the Internet?



How Can My Company Benefit?



Breakthrough in Marketing Analytics

ñHalf of the money I spend on advertising is wasted, the 

problem is, I donôt know which half.ò --John Wanamaker



A Revolution LƴŘŜŜŘ Χ
Marketing Strategy Advertiser Pushes Consumer Pulls

Control Passenger Pilot

Timing En Mass ïShort 

Bursts

Increased 

Segmentation and 

Personalization

Segmentation Shotgun Rifle

Channel Mass Media Personalized 

Content Delivery

Pricing Models Metrics of 

Success:

Passive

(Reaching 1,000 

viewers,CPM)

Cost Per Action

(Click, Print, Call)

ñRight Market, Right Time, Right Messageò



Average Costs per Lead by Channel



Reconnaissance and ROI

ÅMeasurableform of 
advertising 
ÅWhat ads brought traffic?
ÅOf those, what ads generated 

a lead?
ÅOf those, what ads generated 

a sale?
ÅOf our customers, who was 

most profitable?
ÅWhich ads brought them to 

us?



Broadband changes the experience


