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- Butthe momhiy Web-traffic logs
pageson pages of wol ds and numbers-~
iooked like “gobbiedygoe}{ »-says M,
Pittman, director of marketing con-
munications for the Chicago-based
data-managément software company.

He couldn't fully decipher thereports
but could tell that the traffic wasn't get-
ting a bump. He “had a gut feeling” the
strategy wasi’t working, he says,

A little more than two 'years later,
Mz, Pittman, 45 years old, has come a
long way. Tike many small -business
marketers, he has learned that search-
engine optimization, or SEQ, theart of
making a site attractive to Titernet
search engines, is as much about know-
mg your own industry’s buzzwords as
;t is about the latest technoiogy

Te1 ms of Endear ment

Now, instead of relying onanoutside
expert who might be unfamiliar with
the data-management ] industry, My, Pitt-
marn can manage his company’s needs.
His breakthrough in decoding the SEO
puzzle came when a colleague unknow-
ingly clued him in to a pivotal keyword.

Foy companies without a big budget
for online marketing, knowing what cus-
tomers are searching for is paramount,
says Rebecea Lieb, editor in chief of in-
teractive-marketing portal ClickZ Net-

work, a New York unit of U.K.-based Inci-
sive Media PLC, “It’s about-getting very
descriptive and looking for the terms
your customers use,” she says.

In the case of Initiate, a company
with $45 million in revenue last year,
Mr, Pittman had to figure out how to
make the Web site stand out to potential
customers like banks, hospitals and in-
surance companies that want 1o man-
age their databases better. But after sev-
eral months, the site’s fraffic showed iit-
tle improvement. During a staff meet-
ing, it dawned on Mr. Pittman that the
keywords were garnering so few hits be-
cause he still didi’t know exactly what
Initiate’s customers were searching for.

i the Inrernet, its Wel design
ageney ] d ereate alistof 10() key- -
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At that meeting, a company manager
repeatedly used the acronym “RHIO,”

short for regional health infoxmation oy~ |
. ganization, pronounced ‘ree- oh/:
~“Most of us in the room welelxke, '
‘Rnenwho'?’ ” My, Pittman recalls.”

“Aftérihe meeting, he asked salespeo-

: -ple at- the 200~ -employes wmpany if
- They were hedring that term in the field
-andattr ade Shows, '1‘heysalc[theywe1e j

: He then sent a note to key custom-
ers asking what the most important in-

- dustry ter ms were, “RHIO” came, out

close to the top.

Mr. Pittman’s malketmg team al-
tered the company Web site within
weeks, using the phrase "leglonal

heaith information organization” sev-.
eral thnes, including at the very topof -

a new Web page and in press 1eleases

After a month mesed 167 visitors -
had come to Injtiate's Weh site after
. plugging “RHIO” into. a search en-

gine— upfmmflvetheptemousmonth :

" M, Pittman scrambled over the niext -

few months to expand the use of RHIO -

: thloughout the site, in press releases .
. and in research reports the company
_'posts on its site for prospective clients.

“We fed the monster,” he says. © -
- After nine months, the number of
monthly RHIO-related visits ;ose to
more than a thousand.

M, Pittman began toread trade pub-
lications and attend conferences about
Web searching. Initiate’s Web-design
agency revamped the site to allow, Nh
Pittman to make updates h1mself

Captm ing Buzz

"Now he frequently presses S‘llESpEO"
ple for the latest industry buzzwords.
RHIO, for its part, has taken a backseat
in the industry and leads to fewer than
50 site visits a month.

Choosing keywords based only on
software reports “dGoesn’t repiace taik-
ing to people and getting the words di-
rectly out of their mouths,” Mr, Pitt-
man says. §till, each month he also re-
evaluates keywords nsing Web-traftic
reports the company produces itself.

Optimizing a site “doesn’t require a
huge budget. It doesn’t require whiz-

bang technology,” he says, “We're

much mme wﬂlmg to.try new things.”
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