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The Secret Power of Long-Tail Search Engine Marketing 
 
Search Marketing is a Numbers Game – So Know the Numbers that Count 
 
The two numbers that really count in search marketing with Google are 97%, 

and the number 1. 
Let’s start with number 1.  Always a good place to start.  Whether you’re a 

politician convincing voters, or a sales professional or a marketer, you have to win 
people over one at a time. 

One at a time.  When you’re talking about the size of markets and demographics 
and Big Data, it’s easy to forget that you have to convince your target customers one 
at a time.  100 sales leads each 40% convinced = no sales.   40 customers 100% 
convinced is a 40% conversion rate. 

The great thing is that all the tools and data involved in search marketing and 
social media marketing allow you to focus in the individual more than ever.  You can 
get closer than ever to an individual conversation to each of your prospects. 

Keep in mind the power of one, or the Force of One or whatever you want to 
call it.  You are trying to get as near as you can to a tailored one-on-one interaction 
with each member of the audience.  Digital Marketing is not a broadcast medium. 
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The second number is 97%.  The really frequent searches online, and the ones 

we would all like to harvest the traffic from, make up only 3% of all searches on Google.  
The remaining 97% of searches are a multiplicity of specific, detailed search terms. 

This means that if you aim only at the most common search terms “because 
that’s where the big numbers are”, you are making a mistake.  The big numbers are in 
the tons of search terms, usually three, four or five words long, which make up the 
vast bulk of search engine traffic. 

The graph shows how the frequent searches are in the tiny minority. You can’t 
easily see it here, because the real numbers would be so huge you couldn’t see them 
on a graph of this size. But even though the frequency of the top searches is huge in 
comparison to that long flat tail of phrases with relatively very few searches 
performed, there are still 97% of all searches performed in this long flat 
“uninteresting” tail, because that tail is very, very long. 

 
Aiming at this 97% has three advantages. 
 

 You are aiming at the big number, 97, and not the number 3. 

 You are addressing the specific search wants and needs of those 
individuals, rather than generalised searches.  You are closer to a 1 to 1 
conversation. 

 It is much, much easier to rank your search results on the first page for 
these searches, and it is much, much cheaper to get Adwords clicks on 
these search terms. 

 
These number, 97 and 1, are the the key to High Probability digital marketing. 
 
  
The High Probability Web Site 
 
You may have heard about a very effective method of salesmanship called 

“High Probability Selling”. The essence of this is to make sure as a salesperson that you 
are contacting people who are ready and able to place an order. Instead of spending 
a long time trying to turn uninterested lists of prospects into paying customers, the 
idea is that sales person spends her effort finding the people who have both a 
requirement and the money to place an order. In this way, life for the salesperson is 
easier and less stressful, and the customer is happier. 

http://www.theattentionbusiness.com/
http://www.tomlinsondigital.com/


 

www.TheAttentionBusiness.com 

 

www.TomlinsonDigital.com 

 

 

Long-tail Search Engine Marketing is high probability online marketing.  
When you get it right you are responding with exactly the information they 

were looking for, and you can deliver what they want as soon as they want it. By 
contrast, the placing of online banner ads is akin to relentlessly phoning hundreds and 
hundreds of busy people. Then you interrupt them, butting in during their evening 
meal, and then try to talk them into buying something they don’t want and don’t need. 

 
Long-tail Search Engine Marketing is all about contacting people who want to 

buy from you. In very large numbers. 
 
Getting your message seen at the right time, by the people who wanted to find 

you, is the essence of this thinking. It seems obvious and completely natural. Why 
would you want to interrupt people with flashing adverts? Why would you pay for 
irritating banners that come up on every damn page of a news web site, and slow 
down customer experience of that site? There is surely a better way - to put your 
message right in front of a person who at that very moment is looking for a web site 
like yours, and is looking to spend money on exactly what you have to offer. 

 
The 80-20 Rule, not the 97-3 Rule 
 
You’ve heard of the 80-20 rule.  It says that frequently 80% of the profit is there 

to be made from 20% of the prospects or customers.   
How does this work in search marketing?  It’s true that when we research 

keyword search numbers, certain keywords have huge numbers compared to the rest.  
Wouldn’t it be best to focus on the keywords? 

Actually, no.  The most common 1000 search terms make up only 3% of search 
traffic.  So if you’re trying to squeeze all your traffic out of 3% of searches, you’ll 
struggle.  In addition, those 3% of searches will be the most difficult to compete for.  
You’ll pay a ton for those Adwords, or you’ll have a huge struggle to rank on the first 
page of Google results 

Incidentally, this is what Google’s business model is built on.  Google saw a 
major opportunity when its most successful predecessor in the late 90s, Excite.com, 
could only monetize those top 3% of searches by offering ads to large corporates.  
Google’s Adwords model opened up a revenue source from the other 97%, and the 
rest is history. 

Google wanted to nail it for all those other specific and obscure searches that 
make up the other 97% of all searches. Google saw money in that 97% - and so can 
you. 
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This is all part of the change of the Web to a 21st century “many to many” 
medium. Before you had to “be someone”, be established, be in the directories or 
have an advertizing budget if you were to have any traffic at all. Now the search 
engines will find the small sites on the very niche subjects.  

It is a business truism called the 80/20 rule that you can make 80% of your profit 
from 20% of the customers or traffic or whatever. The figures vary and in some 
businesses it may be 70/30 or 90/10 even. But 97/3 is a big ask, and that was what 
Excite were struggling to do – you must not make the same mistake!   

Not only will you have far more traffic to attract to your site, it’s easier and 
cheaper too! 

The business genius of Google was to see huge potential in that vast range of 
different searches, the endless reach of human curiosity desperate to make contact 
with the boundless range of web site content that is out there. Google decided to make 
it into an opportunity. 

Google has decided to make this an opportunity – and their opportunity is your 
opportunity. 

There is an old marketing adage is that people don’t want choice – they just 
want what they want. Now they can have that. They can do their research, and decide 
just what they want, then go on Google and find just what they want.  

 
And when they go looking, you have to make sure they are going to find you. 
 
It is the power of many, combined with getting specific and thinking 1 to 1. It 

what the Internet is all about. It’s what long-tail search marketing is all about.  
 
Search Means your Site is as Important as Everyone Else’s, and Theirs is as 

Good as Yours. 
The small business and the one-man outfit can compete with the big guys now. 

If you’re one of the little guys, it’s an opportunity – an opportunity to prove that your 
focus and specialism is a match for anyone, an opportunity to easily win a lot of new 
business. Whole new business models have become viable because the cost of 
reaching all those potential customers has just collapsed. 

Equally the big guys can sell to everyone, as if they were targeted, small firms.  
This is exactly how Amazon operates, relentlessly targeting the individual preferences 
of its customers.  Amazon is huge, and appeals to everyone – but think how Amazon 
relentlessly targets its offerings to you personally.  Amazon is huge, but the thinking is 
entirely 1 to 1. 
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If you’re a marketer in one of the larger players, you too can get right down to 
the individuals you want to sell to and tell them the whole story about why your 
product or service is better, exactly what you’ve got to offer. It’s cheap, and involves 
no compromises. It’s no longer necessary to try and squeeze the whole offer into a 
single soundbite or a couple of lines of perfect copy. You just need to tell them, 
naturally and accurately, all about what you have to offer. Cheaper, changes can be 
made at once, testing is diabolically easy and quick, and it’s all hugely scalable. 

All this creates threats as well as opportunities, of course.  
The obvious conclusion is that it is you need to know how it all works, whether 

you see it as opportunity or as a threat. This is a vital knowledge base for any marketer 
nowadays. 

 
Long-tail Search Means You Can Be What You Want to Be to Whoever you 

Want to See You 
 
Go on again – think many to many and 1 to 1. You no longer need to think which 

sectors of the market you want to get to, and then work on your offering for each one, 
how you are going to present it as part of a whole, give it space on your (by now very 
crowded) homepage. You can be who they want you to be as soon as they arrive at 
your site. 

It’s important to think beyond the home page of your site as a “portal”, an entry 
point to your site. Think about it – the real portal is Google, or Bing or Facebook. And 
the entry to your site can be the best page for the search words they have used. 

Now you might think that this presents a lot of work where you didn’t think it 
was so bad before, and in a way that’s true. You could make a lot of work out of it. But 
in fact this is a huge opportunity to test different offers and approaches, to tailor what 
you’re doing to the individual buyer , and it should not cost you very much at all other 
a little thought and work. 

Think of your site as a basic franchise business model, which you can franchise 
out for 101 or 1001 different products, niche markets or approaches. You can build 
pages for each one of your products or niche markets or whatever, and garner traffic 
from the search engines for each one. You’ll always be relevant and you can make sure 
that the tone and look is right on each one. 

A big bonus here is that it is much easier in some ways to get 100 top rankings 
on search engines for your targeted pages than it is to get one, generic top ten 
ranking for your home page. 

Remember, you’re you’re building real relationships through real interactions, 
whether those interactions are making a purchase, signing up for a newsletter, making 
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a pledge of support, for instance. Brands are difficult and expensive, bricks and mortar 
stores are risky and expensive to set up. 

But web pages are not difficult or expensive, so you can let it rip and use as 
many shapes and sizes as you want. However, if you are in the business of brands and 
maintaining them of course not all of this applies. You can still have lots of pages but 
you will want to keep strict control of the brand image tone etc across the range of 
pages. Also all those pages should look the same and work in the same way. 

 
People don’t want choice - they want they want. Now it’s possible to give 

them what they want, and there’s a whole world to go at. 
 
This is very much a business saying of the last few years. It has long been the 

case of course, it’s just that it’s only recently been possible to give them what they 
want through flexible technology, manufacturing and service systems. If you look at 
the automobile industry, you can see an example of a business where it has been 
difficult to give people what they want. So the best thing the makers can do is offer a 
range of choice and hope they get as near as possible to pleasing a lot of the people, 
a lot of the time. 

The more complete expression of this method is the Dell method where you 
specify exactly what you want on the PC, and they then manufacture it for you, to 
order. 

The key thing here is that you are jumping ahead one stage in the customers 
decision making process. 80% of customers who are buying online already know what 
they want, and more and more they’re going to search for that exact item. If you can 
present yourself to them right at that time, then you’re in business. 

Dell can attract with the ultimate in flexible processes. Honda can win hearts by 
producing a different model of motorcycle every day, so there’s bound to be 
something you feel is personal to you . These are both examples of personalisation. 

But you don’t have to be a Dell or an Amazon. If you have something, you can 
offer directly to the people who are looking for exactly what you’ve got, and do it 
exactly when they’re looking to buy. 

 
Without a listing, you’re Invisible. Even if you’re a Big Organization 
 
Here’s a negative reason for getting search engine marketing right.  Without it 

you’re invisible to the people who are looking. Not just invisible to random web 
surfers, you’re invisible to people who are looking for you. 

You have to know how to do it. This is not optional. 
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Many years ago I was looking for the Compaq web site to price a new PC I 
wanted to buy. I typed in Compaq in the search engine, and did not find Compaq 
straightaway. There was however a huge Dell banner at the top of the page – and 
guess what, I wound up buying a Dell.   

This is an extreme example and an old example. But you don’t want any version 
of this happening to you. 

People are lazy, and they are not sure what your URL is.  They will search rather 
than guessing your web address. When they search, you’d better make sure it’s you 
who they find. 

 
 
All you need is to know what you are doing. 
 
That means that a lot of good ideas which maybe have a limited market, but a 

market which is nationwide or even worldwide, have become viable. Or you could say 
that a lot of businesses have become potentially much more profitable very rapidly. 
This doesn’t just apply to new ideas, it applies to established businesses. 

The accountant I use for my business accounts tells me that for all their efforts 
with sponsorship of local events, mailing out info and fliers and even some advertising, 
the vast majority of his new clients come from the yellow pages or Yell.com online. 
The importance of a great ranking for “small business accountant yourtown” or “auto 
personal injury lawyer mytown” is going to be a major driver of new business, second 
only to personal recommendation. Always supposing the search result has the right 
messages contained within it, and the web site does a great job of introducing the firm. 

 
To place a great Adwords ad, take a look at this video and guidance from 

Google. 

https://support.google.com/adwords/answer/1704392?hl=en. 

To get the right message on your organic Google search results, follow the 
technical guidance about how to craft you meta-title, meta-description and page text 
in TheAttentionBusiness.com pdf guide, called Four Steps to Organic Search 
Marketing Success. 
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