
Online Marketing for 

Online Merchants



Who is Out of Bounds?
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Out of Bounds Communications

ÅJay Wilner, Managing Partner

ðSEM/analytics/acct management

ÅChris Labelle ð3 Nerds & a Server

ðLAMP platform

ÅChris Motley ðMotley Creations

ðCreative Director/Art Director

ÅMichael Randall - MMWeb

ð.NET platform



Jay Wilner

ÅM.B.A. ðUniv of Kansas

ÅM.S., B.S. ðAnalytical Chemistry ðUniv. 

of Missouri

Å2004 ðpresent ðFounder/Managing 

Partner ðOut of Bounds Comm. LLC

Å1995 ð2000 ðFounder/CEO ð

cephas.com - VC funded .com startup ð

ecommerce focus
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How we do Search Engine 

Marketing
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SEM Media Planning



SEO Methodology

Define Objectives/Goals

Assess Content/Technology

Indexing/Webmaster Accts

Keyword Research/Design SEO 

Implement Content SEO

Launch

Execute Link SEO
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Optimizing a web page

© 2006 Out of Bounds, All Rights Reserved 8

<h2>headline</h2

Breadcrumb nav

Page title

Navigation

Body text



SEO and Linking
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Your 
Site

òLink Baitó

Directory 
Listings

Online PR

Partners/
Vendors

Web 2.0

Affiliates

Content
Distribution



SEO Tools
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PPC Methodology

Define Objectives/Goals

Assess Content/Technology

Keyword Research/Design PPC  

Set up Bidding Tool/Bid Rules

Launch

Start ongoing optimization
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PPC Methodology

© 2006 Out of Bounds, All Rights Reserved 12

Assign keywords to ad groups/Cmpgs

Assign URLs to ad groups

Write text ads for ad groups

Assign campaign attributes

Set bidding/match types



Campaigns and òThemesó

Forms & 
Documents 
Campaign

Appraisal forms

Keyword A

Keyword B

Keyword C

Text Ad A

Text Ad B

Landing page A

(Landing page 
B)

Deal jackets
Oil change 
reminders

Dealer thank 
you cards

Auto repair 
forms
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PPC Tracking Tags
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http://www.website.com/browse/cat_id.1/?utm_source=yahoo&utm_med

ium=cpc&utm_term=bulk+birthday+card&utm_campaign=yahoo_bizbda

ycards&engine=yahoo!9924&keyword=bulk+birthday+card

Google analytics 

parameters

Keywordmax

parameters



PPC Tools
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PPC Budget Considerations
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ÅSeasonality considerations (bathing suit)

ÅCPC costs

ÅClient financial goals, performance goals

ÅAverage sale price & estimated conv rate

ÅProduct category prioritization

ÅContent versus search allocation (CPC)



Setting CPC Bids

ÅCPA Optimization:

ðMax Bid = (desired CPA) * (avg conv. rate)

ðMax Bid = $15.00 * 5% = $0.75 max cpc

ÅROI Optimization:

ðMax Bid = (avg sale amt ðdesired profit) * ( avg

conv rate)

ðMax Bid = ($150 - $135) * 5% = $0.75 max cpc

ÅUsually managed at ad group level
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Reporting
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Reporting Features

ÅMonthly Reports

ÅData compiled from multiple sources

ÅIncludes important SEO and PPC KPIõs

ÅSliced and diced till the cows come 

homeé

ÅMS Access DB repository

ÅDelivered as MS Word or PDF document
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Database òManiaó
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Ad Words 

PPC DB

Yahoo PPC 

DB

MSN PPC 

DB

SEO DB

Master 

Analytics 

DB

Monthly 

Report



SEO Visits by Cmpg/Landing Page
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SEO Ranking Reports

© 2006 Out of Bounds, All Rights Reserved 22


