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Search Engine Marketing (SEM)

A Blueprint for Search Engine Traffic Domination

Overview

The purpose of this document is to provide an overview of how Larkin Industries, Inc., (LarkinSoft E )
approaches search engine optimization. Founded in 1985, Larkin has been involved in the World Wide Web
experience since its inception and is uniquely qualified to overcome the complexities necessary to compete on
the Internet.

Search engine optimization (SEO)has| ong been s omet h.0Inthe past, b usineSsowreers would r t

pay thousands of dollars, in some cases, per month for mysterious activities that would r esult in fleeting results

at best. Often these were attempts t o,otcoysk aquicklyclogsetl es i n
by Google. Business owners were left with big bills, penalized by Google and poor rankings at best.

Things have changed. At LarkinSoft, we think SEO and now SEMservices can be explained in great detail and
purchased with confidence. We believe in sharing exact
accountable for the results.

Anyone can build a cheap we  bsite.
But only 1% of Web Developers Know the Secrets to Attracting
Targeted and Motivated Traffic to a Website.

Why Is Search Engine Optimization/ Marketing Important ?

As the Internet becomes more pervasive, companies are investing lessand less in printed and broadcast
marketing media in favor of highly targeted online campaigns. The reasons for this shift are directly related to
the habit trends of online users and the overall media cost-per-million impressions.
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According to ComScore 89 percent of consumers shop for information online before making an in-store visit,
phone call, or online purchase. Where do they shop? They start with Internet Search Engines. Search leads to
offline conversions. The ComScorestudy found that 82 percent of local searchers follow up offline, where 61
percent of these searchers make a purchase.

The importance of optimizing local search results is underscored by the finding that 60 percent of online
searchers, looking for local businesses, think that the top-of-page results are most relevant, and 25 percent
dondét want to scroll down pBourcd GoemScpoelge 0 See more resu

Compared to two years ago, respondents report they use:
Use More Use Less
Search engines 72% 1%
E-mail newsletters 35% 7%
Yellow pages directories 16% 23%
Local newspaper 10% 25%
Magazines 11% 31%
Direct mall 9% 27%
Radio 9% 23%

LSource: KelseyGroup

A Consumers use search engines 72 percent more than two years ago.
e Searchis the No. 1 choice  of general consumers and smallbusiness owners alike whenlooking for a
local product or service. 63 percent of consumers turn to the Internet first .

The problem is, half of small businesses spend less than 10 percent on Internet advertising, and only 9 pe rcent
are Avery sat i sf iThucdadvertisér behavior érails way behsnd doissmers!

The ComScorestudy further reveals that 50 percent of users choose search engines as their first source,
while only 24 percent choose the Yellow Pages . Online search and email newsletters are the only forms of
media that have grown over the past two years.

Finally, online advertising is cheaper than traditional methods. Internet CPMs (cost per million views) average
$3.65, the lowest of any media, while offline Yellow Pages ads average $9.29 CPM [Source: SearchEngineWatch]

Why Google Is the Search Engine of Choice

According to comScore Google ended 2008 with 63.5 percent market share  of all search queries performed
in the U.S. And that market share has inched up steadily from 58.5 percent in January, 2008.
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[SOURCE:Crossing: Good e 6 s

| Share of Natural Search Clicks

Month-over- | Year-over-
Month Point | Year Point
Search Sites Sep-2008 Aug-2009 Sep-2009 Change Change
Google 74.70% 75.89% 76.68% 0.79% 1.98%
Yahoo! 14.13% 11.83% 11.10% -0.73% -3.03%
MSN/Bing 6.46% 8.06% 8.21% 0.15% 1.75%
OTHER 2.23% 1.99% 1.84% -0.14% -0.39%
AOL 2.16% 1.86% 1.75% -0.11% -0.41%
Ask 0.32% 0.38% 0.41% 0.03% 0.10%
Aug-2009 Share of Clicks Change in Share of Clicks
Ask
AOL
| Google OTHER
B Yahoo! MSN/Bing
= MSN/Bing | Yahoo!
Google
m OTHER .
= AOL -4.00% -2.00% 0.00%  2.00%
= Ask W Year-over-Year Change
m Month-over-Month Change
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Accordingly the iCrossing data show US September natural search market share to be the following:

Google 76.7 percent
Bing (increasingly slightly from Aug to) 8.2 percent
Yahoo (decreasing to) 11.1 percent
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Since Google is clearly the numberone search engine, it is our primary SEO focus.

5 Things the Yellow Pages Do Not Want You to Know

There is
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t he

fact s.
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investment in this media. A declining media is no way to grow your firm. Consider the following:
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http://searchengineland.com/icrossing-googles-share-of-search-almost-77-percent-28554

1. More people use the Internet to search for inform ation than print directories. The practice of
using online search tools to find local businesses, products or services grew 58% in 2008.
[Source: MarketWire]

2. Print directories do nothing for your referral busi
tocompare businesses, because print ads dondt provi
to compare and validate their pre-purchase decisions.

3. You can retain your discount and cut back on your ads. The Yellow Pages always sell on the

fearoflosingamul t i pl e product di scoiwmtl.l Donedtr pobllauyf ft. h eDiorn

fornon-pr oductive advertisements, but demand your disc
4. Fewer people search for professional services and highend merchandise in the Yellow Pages.

People still use it to find plumbers and pizza, but

to research, validate and compare businesses.

5. Impressions mean nothing. Click-throughs and Conversion are what count. Yellow Pages
publishers claim thousands of impressions through their online directories. But, impressions
mean nothing if they do not convert to clicks to your site and calls to your business.

What is the Process for Attracting Online Customers ?

In its simplest form, successful online marketing consists of 1) having an excellent product or service, 2) having
a compelling (highly-converting) message on a web page, and 3) driving traffic to that web page. Most
businesses concentrate on their product or service and have no idea how to accomplish the other two items.

Search engines play a critical role in the procemts bec
only if those websites conform to certain rules, standards, structures, content, and popularity. However, the

search enginesdond t karilais process easy, since each uses a different algorithm to determine the ranking of

pages in their respective search results.

LarkinSoft generally provides an eight-step optimization solution, among other services. First wedll su
the steps then follow with a more detailed description. Specifics about our tools and exact methods will be
made available upon receipt of a signed non-disclosure agreement.

1. Picking the right keywords/phrases for optimization purposes. Most steps that follow
rely on the results from this critical research.

2. Structuring the primary website to be fully compliant with all browsers and search
engines, helping them quickly navigate and rank the site. There are over 50 distinct
parameters that make up a properly -structured, SEGoptimized website.

3. Performing link building campaigns to generate one-way, two-way and three-way back-
links using the keywords/phrases as the anchor text when appropriate.

4. Optimizing for Geo-Targeted Local Search, increasing your exposure to local customers
who are most likely to do business. Google currently requires over 40 specific elements
be optimizedi n detail for highest fALocal 0o resul

5. Optionally, implementing and creating highly-targeted, split-tested, and daily-adjusted
Pay-Per-Click (PPC) campaignstogui ckl 'y drive qualified tr
at the primary website.

6.0ptionally, building dedicated nfeeder ¢
the chosen keywords/ phrases and t harimary i nk
website.

7. Optionally, creating a presence on various Social Media (Web 2.0) networks to

suppl ement the content syndication proces
offer(s) at the primary website.

8. Optionally, creating an email auto-responder or newsletter campaign to capture
potent i al infomatibnoameemail @ddresses, confirming the intent of these leads
by their active opt-in to the service.
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1. Picking the Right K eywords and Phrases

Keywordsandkeyp hr ases are the fAglued that connects customer s
advertising, and simplify the search experience for users. Keywords form the foundation for our search engine
optimization and online marketing activities. Keyword research allows us to expose your competition, reveal

their weaknesses, and strategize multiple pathways to the page-one, number-one spot osearcioogl ed
results.

Successful keyword research requires specialized tools and detailed analysis to select the targetsthat yield the

highest return on investment. We consider the overall search volume foreachkeyword i i f peopl e ar ent¢
searching for it, we don 0 tevelokcentpetition forieacke keyword i thédesa nal y z e
competing pages we find, the easier it is to achieve higher rankings. We expose how well optimized the
competition is for each keyword or phrase. We ailadeo det

keyword statisticsi i t does no good to rank for a term that doesn

Finally, we narrow down the field of potential keywords and phrases to those with the most bang -for-the-buck,
using the following data sources:

A Pay-per-click (PPC)results i This data can be very meaningful. It can quickly provide search
volumes, level of competition, and (if conversion tracking is done properly) identify and allow
us to adjust the key performance indicators (KPIs) that determine how successful a PPC
campaign is.

A Log/statistics analysisi This data shows how current customers are findingyour s i t e . |t
also useful in finding good candidates for keyword targets. However, other sources need to
be used to analyze search volume, competition, and consumer intent.

A Competitor researchi Anal yzi ng your sandRPE eampaigmuarsgénersite t e
many potential keyword targets. As with log data, other tools must be used to analyze each
targetds potential

(@)}
(%]

2. Structuring and Optimizing the Website

Your Website Is the First or Second Impression a Customer
Receives About Your Product or Business

Al'l the Aoptimizationd in t-he
designed website, or one with sparse or non-converting content.
Whether you need a new website, or improvements to an

existing one, we can quickly identify the areas of optimization,
aesthetics and navigation that
and profitable.

Alsearch engines differ in the
web page (and each interpretation is constantly evolving).
Google, along with other search engines, have been known to
artificially lower the rank and penalize web pages that fail to
comply with some elements. Focusing exclusively on Google we
minimize chances of that happening.

The following is a high-level list of structural requirements that separate winning websites from losing ones:

A Design/Layout
0 Good Visual Design
o Primary Navigation fAAbove the Fol do
0 Repeat Navigation in the Footer (where applicable)
o0 Meaningful CdrhteerFtol Above
A Usability/Accessibility
0  Thoughtful User Interface
o Compliance with Readers (used by the unsighted)
0 Compatibility with Older Operating Systems and Monitors
0 Search within the Website
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A Content
o Dynamic Content where appropriate (Blog, Wiki, Forum)

0 Isolation of Topics to Separate Pages

o Content wi t hPréoA Referencesietcy 0

o A Solid fAiAboutodo page

o A APrivacy Policyo page

o A AFinanci al Di scl ai merd page (when appropriate)

o A ASitemapod page

o A fiContacto page and/or Contact Info on Every Page

A Website Optimization/Standards

Compliance with W3C Standards

Valid HTML/XHTML, CSS, JavaScript Code

Separation of Design from Content

Crossbrowser Compatibility

Web-optimized Images

A Search Engine Optimization/Marketing
o Separate fiLandi ngfereygoedsCombinaion Each Of
0  Opt-In, Subscription, or Sign-Up Capturing of Leads
o Proper Use of Keywords in Optimal Locations within Each Page
0 Statistics, Tracking and Analytics

O o0 oo

o

3. Link Building

Properly formatted links to your website from other sites have the
highest impact on search engine rankings. Search enginesperceive
that, if a large number of blogs, social media pages, forums and other
sites consider your web page as an important resource, then it must
merit a higher ranking. This is especially true if many of the sites
linking to you are also highly-ranked, or are government (.gov) or
educational (.edu) domains. We can use this perception to heavily
influence the search engines by executing massive link-building
campaigns, focusing on specific keywords/phrases that we identified in
Step 1.

Multiple campaigns can be run in parallel with a goal of generating at least 250 new back -links (one-way links to
specific landing pages on your site) every month  from many different sources, including:

A Forum postings done by hand i Forum posts are made by humans on related web forums
where links can be placed in the body of the message or the signature. Monthly goal : 10 links

A Blog comments done by handi Bl og comments posted wherelnksher peopl e
can be placed in the comments directly, or in the signature. Monthly goal: 10 links

A Directory submissions done by handi We have our own s drkeadiettoribsi st of 10
that tend to influence search engine rankings. We can also submit entries into paid directories,
such as the Yahoo Directory, at cost. Monthly goal: 10 links

A Yahoo Answersi Questions and answers are posted here, by hand. These allowlinks to the
site through a resource section. For each answer we post, wealsoo bt ai n a fAvoteo for |
the best answer. Monthly goal: 2 links

Social Bookmarkingi Social bookmarking using sites like StumbleUpon, Digg and Delicious.
We get other people to bookmark your site resulting in links. Monthly Goal: 15 links

Article Marketing I' Articles written and submitted using our proprietary tool and process
resulting in 1 0 0 6 Backdnks with no duplicate content penalty. Monthly Goal: 100 - 500 links
High PR link - Direct text link from a page that is PageRank 4 or higher. Monthly Goal 1 Link
Competitive Link Analysisi We will perform a detailed analysis of the top 10 competitors for
each keyword target, exposing where the competition gets their back -links so that we can
pursue the same sources. Monthly Goal 1-2 Links

A Optional Massive Syndicationi’ For a nominal fee, we can broker syndication deals with online

services that employ hundreds of peopl elink o per form
postings within a 48-hour period each month. Monthly Goal 2507 1,000 Links

To I T T
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4. Optimizing for Geo -Targeted Local Se arch

Local Search is essentially Geetargeting turned on its head. Instead of a marketer
wanting to show ads only to someone in a specific area, an individual wants to see
ads that are relevant only to a specific area. Geo-targeting is what marketers do t o
=t exclude searchers deemed irrelevant from seeing their ads. Local Search is what
/"" / consumers do to exclude marketers deemed irrelevant by geography. Both are
~— methods of achieving relevancy based on geographic exclusion.

The only difference between the two i s which party is doing the excluding -
marketer or consumer. For this reason, SEO plays a really big part in a solid local search strategy. Not
surprisingly, when local sellers were surveyed by MarketSherpaon where the best ROl came from, SEO came
out ahead of the pack with Email and Pay-Per-Click close behind. Whether these local sellers know it or not, by
stocking their site with location -sensitive keywords, they are engaged in local search marketing.

Going the extra mile to optimize for local will ensure that when a nearby consumer wants what you have to
offer, your web page will be the first, most relevant link in the search results.

For exampl éqgcal RisimegsCeatérallows you to add photos, store hours, prices, and contact

information to the Google Mapsfeature, increasing the chancesyou appear among other local searcheswhile
providing competitive information and di r e cseaiclhcarseveno y o
be sent to their email, mobile phone and GPS.

5. Pay-Per-Click (PPC) Campaigns

While SEO and other actions can get links to your site ranked atnumber-one i n t he fAOrganico (
results, Pay-Per-Click isaway to placealinkfory our web page in the ASponsored L
Googl ebs sear ch r e-soluhnaera (pea scrmenshot betowd). Thinkgfhtias The New York

Times Classifiedon steroids.

PPC has the ability to bring in highly targeted, immediat e traffic at a relatively low price , if done right. More
importantly for us, PPCallows us to see precisely which keywords drive traffic and sales, so we can build
additional Website content for keywords we know are winners.

Even with the best tools, research and
personal skills, SEO alone can take
weeks or months to produce top page
ranks in the search engines. Pay-Per-
Click, on the other hand, can put you at
the top of Google for almost any
keyword within minutes.

Once the appropriate keyword research
has been completed (Step 1), and the
appropriate destination/landing pages
created, a targeted PPC campaign can
be launched immediately fetching
highly-targeted and motivated
customers almost immediately.

PPC can be used toidentify and prove

the correct pathways t ¢
section of the search results using SEO
techniques. In other words, how do we

know which keywords to optimize for, or

which keywords are money-makers? PPC

can shortcut the research process, savingboth time and money.

PPC can also increase the accuracy and effectiveness of your keyword research by exposing the best timeof-
day to advertise, the most profitable geographic areas to target, the most profitable keywords (and their most
common variations), the highest-converting content, and the best sites where ad -placement campaigns are
most likely to work. This immediate feedback alone can make or break an online marketing campaign.
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