Long Tail Marketing

From niches to riches
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Long Tail Marketing

- Case Study
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Implementation of

the “"Long Tail”

Long Tail Marketing — Organic Search
Long Tail Marketing — Paid Search

Long Tail Marketing — Social Media



Long Tail Marketing

— Organic Search



Importance of queries Iin

the long tail

Intent based
Better CTR

Higher ROL



Long Tail in Organic
Search
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Top 500 keywords

Top 1K keywords m

Top 10K keywords Fanid

&

Long Tail
70% of search traffic

I ![Wllllll] CHARACTERISTICS
— I | 'l B B = .

Head Keywords Long Tail Keywords




CTR with regards to
Ranking Potential

. DANKING POTENTIAL s =
& CONVERSION RATES

Pages optimized for long-tail
_ keywords move up

on average, compared to just
for head keywords




CTR Rate

Click-through rates increase
i as keywords become

"”[ CTRs for positions 1-10, Long tail queries (3,4,5 words)
g




Search Volume

Car Parts

Ford Car Parts

Ford Mustang Car Parts
Classic Ford Mustang Car Parts

1968 Ford Mustang Car Parts

; the long tail |

Detail of Keyword Phrase - Specificity




Long Tail Marketing

— Paid Search




Importance of long tail

in Paid Search

Long tail keywords are more specific than
generic keywords

Campaign Ads can be better tailored to
match the searcher’s needs

People making long-tail searches are often
further along in the buying cycle and more
willing to buy than people making generic
searches



Importance of long tail

in Paid Search (cont.

Leading to

lower cost per click (CPC)

higher click-through rate (CTR)
higher quality score

less wastage from irrelevant searches
higher conversion rate

These lower CPCs, higher CTRs and higher
conversion rates mean long-tail keywords

can be extremely profitable (lower cost
per acquisition (CPA))



at an average CPC of $4.80
for a 14% impresson share

7 Total market price = $1,256
$4.00 ? Total Market = 608 Clicks
\ Avg CPC = $2.00

Budget of $400 buys320 clicks
at an average CPC of $1.25
fora 53% impression shamre

Cost per Click

300 400 600

Cumulative Clicks




Other Side Of The

Long Tail Stor

—

While long-tail keywords comprise most of
the searches entered into Google and other
search engines.

The "long tail of queries" offers some
inherent inefficiencies when it comes to
search marketing:

Too Many Keywords

Too Much Junk



Long Tail Marketing

Approach in Social Media
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)} Broadcasting vs. Listening




Thank You



