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Agenda 

1. Why Google? 

2. SEM vs. SEO 

3. Role of Search Engines 

4. Why SEM? 
a) Where to start 

b) Introducing Adwords 

5. Why SEO? 
a) Google Algorithm 

b) SEO Recommendations 

6. Google Business 
a) Google Maps listing  

7. Summary 
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A little about me… 

since 2014 
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Why Google? 

• There are more 
searches on Google 
than all the other search 
engines combined 
 

• Over 2/3 of all searches 
are on Google 
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• A better understanding  
     of SEO 

 
• A better understanding  
     of SEM 

 
• Steps to Improve SEO 

 
• A better understanding  
     of Google Business 

 
• Steps to get your website listed on Google Business 
 

What you’ll take away from today  
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What is SEM and SEO? 
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Poll Question 

An Introduction to Google Search 

Prior to this session, have you ever 
heard of SEM or SEO? 



Paid vs. Organic Search Results 

Paid Search 
Results 

Organic Search 
Results 
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More Paid Results at the bottom 



At the very start of the purchase journey, search engines make the biggest impact. Once 
Australians are aware of a brand and are looking for further information, they are most 
likely to turn to search engines (a behaviour which increases in line with age). 

Role of Search Engines 

Global Web Index, 2015 
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Poll Question 

An Introduction to Google Search 

Does your business have an Adwords 
account? 



With paid search, you have the 
opportunity to drive brand 
exposure and awareness for key terms, 
and increase qualified 
traffic to your website. 
 
Search engine marketing will get your 
website in front of 
potential customers who are doing 
research online, searching 
for solutions to problems you can help 
them with. 
 
With SEM you don’t find more customers 
– they find you! 

Why SEM? 
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Google is by far the largest search engine and by advertising with AdWords you have the 
chance to target the largest pool of potential leads. 

 
As with social advertising, Google Adwords allows you to target your adverts to a specific 

audience using keywords and demographics to get your content seen in a better position in the 
search results page. 

An introduction to Google AdWords 
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www.google.com.au/adwords  

Adwords - Where to start 

Set a limit you are comfortable with. 
Your daily budget will never be 
exceeded, and you will only be charged 
if someone clicks on your link. Google 
will automatically optimize bidding. 

You can target Australia wide, by state, 
by region, or by city. Tailor to your target 
audience to optimize on spend. Do not 
pay for clicks outside your target area. 

Gives you the option of advertising on 
the display networks as well. De-select 
if you only want to appear on search. 
(More on this later) 

Input and select keywords relevant to 
you. Optimize spend by removing 
unwanted keywords. Competitive 
bidding can be used. 

Leave on auto 
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Search Network and Display Network 
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Google Display Network 
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Competitive Bidding 

Bidding on competitor brand terms may give you a 
chance to steal leads away from them 
 
Pros: 
 
 -It’s a lot cheaper than generic terms  
 -Rides off the back of bigger brands 
 -Qualified leads 
 -Brand awareness 
 
Cons: 
 
 -You may start a war 
 -Lower CTR, if not sufficiently relevant 
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In addition to making content available to search 
engines, SEO also helps boost rankings so that 
content will be placed where users will more 
readily find it.  
 
Also, by analysing search trends, you can predict 
shifts in demand, respond to changing market 
conditions, produce the content and provide the 
service that web searchers are actively seeking.  

Why SEO? 

An Introduction to Google Search 18 



The Google Algorithm 
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Poll Question 

An Introduction to Google Search 

What factors do you think contribute to 
SEO and your website rank? 



Google Algorithm demystified 
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On Page Examples: 
 
Title Tag 
Meta description tag 
H1 tag 
Keywords in copy 
Length of content 
Duplicate content 
Conical tag 
Image optimization 
Content updates 
Outbound links 
Internal links 
Keywords in URL 
 
 

Site Examples: 
 
Sitemap 
Domain trust 
Server location 
Mobile optimization 
Search console integration 
 
 
 

Off Page Examples: 
 
Number of linking domains 
Number of linking pages 
Domain authority of linking domain 
Link relevance 
Domain authority of linking pages 
Links from homepage 
Follow vs. do not follow links 
Diversity of links 
Contextual links 
Link anchor Domain Examples: 

 
Domain registration length 
Domain history 
Country TLD extension 
 
 

200+ factors 
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Google’s My Business 

An Introduction to Google Search 
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Poll Question 

An Introduction to Google Search 

How many of you have a registered 
Google Business account? 



https://www.google.com/business/ -  
 
By registering on this site a business ensures that it’s details are loaded onto Google Business when a 
client does a search for them or a generic ‘financial adviser Sydney’ search (as an example) 

 

Google Business 

An Introduction to Google Search 

Your Business appears 
front and center 

 
Customers see what 

you’re all about 
 

People find you easily 
 

Pictures show what’s 
unique 

 
Happy customers do 

the talking for you 
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Registered accounts, make you 
stand out against other 
listings. 
 
 
Allows Google maps give real-
time directions to your location 
 
 
 
Ask your clients for ratings… 

Visibility on Google Maps 
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Google Business Tips 

An Introduction to Google Search 

Make sure your info is 
right 

 
Stay on top of reviews 

 
See what’s working 

 
Clicks and Calls 

 
Views 

 
Directions 
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Summary 

SEM – start small 

SEO provides starting point 

Google Your Business 

Can improve in as little as  
30  minutes 

To optimise Google search 
 
 Start with a small amount on SEM 

as a test 
 

 Start with the 10 SEO tips 
 

 If you don’t have time and could 
only do one thing. Get registered on 
Google business  
 

 30 minutes will make a big 
difference.  
 

 There are agencies that can help 
you optimize your site 
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Wrapping up 

Any Questions? 
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More available courses 

Social Media for 
Financial Advisers 

Advanced Social 
Media 

Amplifying Your 
Business Online 
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Thank you 

Good job making it through this course! 
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Thank you for joining  
the TAL Risk Academy. 

FOR A FULL LISTING OF COURSES VISIT 
www.acceleratedprotection.com.au/Home/Content/Risk-Academy 
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