
SEO or SEM?
That’s the Wrong Question!
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SEO is better because …
• Expend resources “once”, benefit continues.

• Users find organic results more credible.

• In the long run, the cost per visitor is less.

• SEM spends can be prohibitively expensive.
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SEO space is shrinking on SERP
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SEM is better because …
• Instant Gratification! 
• You know exactly what you are paying for
• Not subject to Google algorithm “tweaks” 
• Scalable easily when you hit winning model
• You get “control” over how your brand name and other 

attributes are treated
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SEM Continues Growth
• Google killed right 

column ads on 
February 22, 2016.

• And managed a 53% 
increase in paid clicks 
YoY.  
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They Play Together Nicely
• When the brand was mentioned only in organic 

results, the brand attracts 60% of clicks.
• When a brand name appeared in both organic and 

paid search results, the brand attracted 92% of total 
clicks. 

P.S. Searchers are more likely to click on you 
if they’ve heard of you before.
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Both are Site Speed Impacted 
• Mobile site speed and friendliness are major 

factors. 
• https://testmysite.thinkwithgoogle.com



Search doesn’t grow 
new demand. 

Search harvests existing 
market demand.
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Social is SEO & SEM
• Social signals impact your 

rank.
• Organic Social is Dead. 

Expect ever greater 
decreases in organic 
reach in 2018. 



10

Most “Social” Now SEM = Paid
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50 / 15 Content Guideline
• Content creation 

should comprise 50% 
of SEO spend. 

• Advertisers should 
spend 15% of their 
SEM campaign on 
landing page content.

50%
15%
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Don’t Spread Yourself Thin
• Single, powerhouse site 
• Make content multi-purpose 
• Optimize, optimize, optimize
• SEO is your long game
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Case Study: Use AdWords to Plan SEO 
From AdWords you can see

• How did Google judge your pages?
• Which pages have better quality score?
• Which keywords on which pages have the best quality score?
• How do people judge your pages, bounce rates, exit rates, 

time on page?
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Organic Sandbox

Headline	A Headline	B
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Optimize for Clicks
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Turned into Landing Page Message
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Conversion Rate Optimization (CRO)
• Maintain a high degree of relevance between your 

ads and corresponding landing pages.
• Create specific, optimized landing pages
• Prioritize content creation
• Maintain an organized, well-structured website
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Identify 
Content Gaps
Use Google Analytics
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Use Paid Social for SEO Effect
Use low-cost social ads (i.e. Facebook) to promote 
links to site

• Impacts Traffic Volume and Site Engagement
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Use Paid Social 
as a Demo Test
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Use Paid to Test Your Messages
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Then Update Content for SEO
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The Dreaded (not provided) 
• Organic keywords have disappeared in Analytics
• Use AdWords & Search Console as your Research 

Tools for SEO program
• Link Google Search Console (formerly Webmaster Tools)
• Acquisition > AdWords > Destination URLs
• Dashboard > Acquisition > Search Engine Optimization > 

Queries
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Great Tools for Keyword Research
• Keyword-hero.com
• SEMrush.com
• Google AdWords 
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Content Creation Summary 
A = B = C?  1+1 =5?  
• Paid Ads can quickly prove what content needs to be 

created. 
• Content that performs well Organically should be 

Boosted or replicated in Paid.  
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Be open-minded, think 
critically, and understand 

the nuances of 
comparing paid and 

organic search.
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Q&A


