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q SEO in light of other 2014 online marketing priorities 
q Keyword selection best practices 
q  Identifying an ROI for SEO 
q Link building that’s worth your time 
q Key ways to integrate SEO with content marketing 
q Finding the right balance with SEO and paid search 
q And more… 

What We’ll Cover 



q Know what delivers the best ROI 
q Your brand comes first 
q Don’t let SEO hurt conversions 
q SEO should coincide with other marketing initiatives 

like e-mail marketing, paid search, and social media 

Keep SEO in Perspective 



U.S. searches in July 2014: 18 BILLION 
 
5 years ago, July searches totaled 13.6 billion 
  
Google always leads – 67.4% (July 2014 data) 
 
 
 
 
 
 

Search Engine Activity 



Diagnostic & Tracking Tools 

  sheerseo.com 

webceo.com 

brightedge.com 

moz.com 

 searchmetrics.com 

 semrush.com 



Tools: SEMrush 



Tools: SEMrush 

Some keywords could rank higher. 



Tools: SEMrush 

Different domain. 

Some keywords could rank higher. 



Tools: Google 
Google Keyword Planner (AdWords) 



Take an Honest Look 



q Web Site Age 
q  Inbound Links 
q Number of Pages 
q Amount of Content Per Page 
q Can Search Engines Crawl the Website? 
q Trends in Your Web Analytics (keywords) 
q Major Search Engine Rankings 
q Are You in the Habit of Creative Good Meta Descriptions 

with Effective Calls to Action? 
q SEO Title Tag Like: 

<title>New York City CPA Firms</title> 

Take an Honest Look 



Keywords – Tough to Pick  



q  In Domain Name 
q Relevance and Length of Content 
q Rankings for Similar Search Terms 
q Number of Estimated Searches for Keyword Phrase 
q Do Marketers Buy the Word or Phrase? 
q Are Competitors Ranking #1, #5, #10? 
q Can You Easily Make Content? 
q Can the Keyword Phrase Meet Branding, Conversion 

Goals? 
q What are the Calls to Action? How are You Tracking 

Them? 

Keywords – Tough to Pick 



Sometimes content will underscore a company’s expertise 
without performing well with SEO. 
 
It’s OK. 
 
How to do measure the value and effectiveness of content 
apart from SEO? 

Keywords – Not Always A Fit 



Keywords – Resource 

http://www.onlinemarketingcoach.com/keyword-seo-selection-guide.pdf 

Ultimate SEO Keyword Selection Guide 



Local 

Google:  
4  in  5  consumers  use  search  engines  to  find  local  information  
  
Learn  More:  
h>p://think.storage.googleapis.com/docs/how-­‐‑advertisers-­‐‑can-­‐‑
extend-­‐‑their-­‐‑relevance-­‐‑with-­‐‑search_research-­‐‑studies.pdf	




q Create and maximize profiles 
q Make sure phone is text (code for mobile) 
q  Include text address 
q Mention other communities served 
q Mention cities with testimonials 
 
Learn More: 
moz.com/local-search-ranking-factors 
 
 

Local 



Algorithm Trends 



Penguin: All about spammy techniques 
Panda: Rewards strong, original content 
Hummingbird: Recognizes long tail keyword phrases 
HTTP to HTTPS: Could be a ranking boost (use caution) 

Algorithms 



ROI 



What’s Working? 
 
What Must SEO Beat? 
 
Does SEO Need to Outperform Other Marketing to 
Succeed? 
 
$1 generates $5? 
$1 generates $10? 
 
One owner wanted $30 for every $1. He had it all wrong. 

ROI: Baselines 



ROI: Track Downloads 

•  Set Up Forms, Goals in Website Analytics (track on 
thank you page): 
https://support.google.com/analytics/answer/1032415?
hl=en 

•  Track Page Views 
•  Track PDF Downloads 
•  Track Calls (“How did you hear about us?”) 
•  Call Tracking (dynamic number) 

Mongoose Metrics: www.mongoosemetrics.com 
•  Use a Separate Number – Tie It Back to a Sale 

 



ROI: Value of a Lead? 

q Average value of a lead? 
q How many leads to get a sale? 
q New products 
q Old products 
q Products with high margins 
q Examples of products 
 



ROI: E-Commerce 



How do you calculate repeat customers and their 
referrals? 
 
Would you spend $2,000 a month on SEO to generate 
initial sales of $1,900? 
 
It makes perfect sense if you know the numbers and your 
customer trends. 
 
And what if they point you to new customers? 
 
 
 

ROI: Lifetime 



Resources 
 
Marin Software White Paper: 
“How to Introduce Customer Lifetime Value into Online 
Advertising Optimization” 
 
KISSmetrics 
“How To Calculate Lifetime Value – The Infographic” 
 
 
 

ROI: Lifetime 



SEO Skills Dilemma 



q Programmer 
q Designer 
q Writer 
q Project Manager 
q Marketer 
q SEO Specialist 
q Social Media Strategist 
q E-Mail Marketer 
q Paid Search Professional 

Skills Dilemma 



Link Building 



•  Why should anyone link to your web site? 
•  Push great content (allow links to develop naturally) 
•  Ask for links 
•  Forge relationships – trade links 
•  Research opportunities: 

SoloSEO (soloseo.com/tools/linkSearch.html) 
•  Easy Pickins: Snoop on competitors, industry websites: 

DMOZ (www.dmoz.org) 
    MOZ Open Site Explorer (moz.com/researchtools/ose) 
 

Link Building 



SEO Meets … 



Companies use content marketing 
to educate consumers: 

 
B2B: 93% 
B2C: 90% 

 
Source: Content Marketing Institute 

SEO Meets Content Marketing 



 
 
 

SEO Can Play A Significant Role 

SEO Meets Content Marketing 



Use SEO on any page to promote content. 
 
Infographics: Repeat facts from an infographic and include in 
text on the same page or a new page. 
Videos: Support with transcripts on the web pages or new pages. 
Blogs: Great opportunity to grab share of search traffic (pursue 
long tails when keyword phrases are too competitive). 
White Papers and Guides: Optimize landing page and create 
multiple pages with excerpts. 
Lists: May lack keyword focus but support internal cross-linking. 
News Releases: Post to site first; get indexed before distributing 
through a service. 

SEO Meets Content Marketing 



Tip #1: 
Not ranking? Write an article or blog post about that 
keyword phrase – be deliberate while providing value. 
 
Tip #2: 
Don’t provide guide or white paper PDF on thank you page 
– too easy to access with a fake e-mail. 
 
Tip #3: 
Make sure search engines can’t get to PDF (exclude with 
robots.txt file if needed). 

SEO Meets Content Marketing 



SEO & PPC: Say No to Silos 



q Lack of communication 
q Talk regularly 
q Share performance data 
q Compare notes, thoughts on keywords and content 
q Talk about ad copy, calls to action, meta descriptions 
q Accountability: 

 If the paid search specialist handles SEO as a secondary 
 task, how much pressure will he or she be under for 
 SEO to do well? 

SEO & PPC: Say No to Silos 



Landing Page Reality 
 
Just because a page performs well with paid search 
doesn’t mean it will rank well. 
 
You can buy the #1 paid position and rank #99 among 
natural results. 
 
 

SEO & PPC: Say No to Silos 



Do You Spend Less When Organic Results Rise? 
 
Don’t stop spending money on paid search just because a 
keyword phrase succeeds with SEO. 
 
Search engine results pages are crowded. 
 
Consume as much of the real estate as you can based on 
your goals and ROI. 
 
If paid search makes sense, why cut back? 
 

SEO & PPC: Say No to Silos 



SEO and Social Media 



q Social media mentions could affect rankings, but who 
knows how much? 

q Good SEO generates traffic that helps drive social media 
to great content. 

q Social media content appears among search engine 
results. 

SEO and Social Media 



SEO and Social Media 



   Thank You 
J 

mike@onlinemarketingcoach.com 
onlinemarketingcoach.com 

 
 

 


