Matt Van Wagner – Finding Me Faster “Managing PPC for Multiple clients One Client at a Time” Specializes in “strategic PPC”. 

Why he hates PPC. Algorhythmic, sem botish,. How do we continue to provide value to our customers when machines are taking over much of the bid management and copy writing.

Tools & BPA Tools.

Client Types

· Blissfully Ignorant

· Obsessively Micromanaging

· Rational, Responsibly Engaged.

Client Relationships

· Online Specialist (you know everything online soup to nuts

· Media Buying Firm

· Strategic Business Partner (where you need to move towards/ extension of marketing dept.) Contributing to their knowledge of their customers and product lines, for example. That’s what adds nice long term value prop’s to your agency.

Communications. 

Are you a Peer, Colleague (insider) or a vendor, consultant (outsider). You need to be an insider. For example, spend a day at the client’s office, do your own work and meet with them a little. You never know what you’re going to overhear that can help you with your job.  Listen to the buzz.

Stop with the geek speak to build a relationship with your clients. Communicate specific actionable things that will help them, like “if you added a new sales rep I think you’ll significantly improve your bottom line”.

Predicts that in a year or two your going to want to build your own tool. When you buy someone else’s you have to change your business process to theirs.

*****************

Yarmosh from Clickable. Log on and go. Quantitative Aspects, alerts and actions. High focus on small to medium size businesses using this tool.  When you build a tool and then offer it to the outside you’re now into a staffing and quality control model. Make sure you have the idea fully flushed out (interface, backend, infrastructure). Have discussion with your clients about how this tool will best meet their needs. Consider outsourcing either oversees or to consultants. You don’t want to eat away at your core business.

Question about tying display to search. Setting KPI’s to evaluate ROI. That’s the best tool.

Spyfoo. Compete.com, Adgooroo. Competition Dominator. Trellian (keywordspy) gives the most info and international, but is expensive. Use them as trend data, not literal truth.
SEODIGG was also recommended.

Keeping clients – Analytics is a great thing.

Pricing Models: Determine work. $3 to 7K benchmark. Then a flat fee $1000 to whatever. 30 day contracts. We’d rather shake hands and go away. 

Also pay per performance or flat fee..

% of spend. 

*************************
First speaker was talking about evaluating a tool. Basically he recommended that you get a tool which is easy to implement and train staff on. You don’t want to have to spend 6 month’s training new hires on a tool. He also recommended that you have different strategies for different keywords. For instance, you wouldn’t want to have the same strategy for brand terms that you have for core keywords (duh!).
Next speaker from Industry Brains.

He was basically selling contextual advertising targeting; IB, Quigo etc. to supplement spider driven search engines. Contextual you pick categories and publications and the consumer will get different results.

Sales Cycle

· Need recognition

· Information Search

· Evaluation of Alternatives

· Purchase

· Post Purchase Evaluation.

