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It seems almost surreal to be writing this last prelude; a grateful nod to the agencies and businesses who have supported us 
through advertisement and to the 100+ contributors who have shared their expertise with us. This tribute is also to you, our 
reader. It is not an exaggeration to say we couldn’t have had such a successful run without your readership and overwhelming 
support. Your inquiry into SEO best practices dared us to break the mold and ask, “What if—? 

What if we chose a different route within this tech-heavy generation and put PAGES into the actual hands of over 2,000 sub-
scribers worldwide? Our curiosity got the best of us and what followed was the advancement of knowledge, the sharing of re-
search, and a refreshingly nostalgic platform for expert voices that helped carry us through unprecedented growth and change 
within the industry and world around us. 

The overwhelming success and adoration of PAGES magazine showed us that the need for unity within the marketing industry is 
great, as is the desire for a vehicle to educate the industry as a whole. The extraordinary teamwork that came with that effort and 
the sublime graphics found within the pages continue to give us pause as we consider that we are all just people, looking to make 
this world better, one relationship at a time. 

With enthusiasm, you came alongside us to engage in deeper questions. With every issue, barriers were broken and amazing new 
relationships formed — ones that are sure to continue even beyond this last issue. Though we’ve chosen one article from each 
of our past issues to showcase, we invite you to revisit all of your favorites as they forever live in the digital world on the PAGES 
SEO Magazine website.  

Therefore, this is not a full stop but a hello to the perpetuation of all we, together, have improved on and, with that, a pledge to 
continue amassing knowledge, staying unified in the process, and giving back to our communities. 

One last humble thank you,  from the entire PAGES crew. 

PRELUDE Q4 2021

- The Pages Crew
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THE LOST
ART OF 
BRANDED 
QUERIES
Britt Hankins
Discoverability Supervisor, VMLY&R

Searches without a brand name, otherwise known as unbranded or 
nonbrand searches, have been on the rise since 2016, according 
to MomentFeed. Brand searches can be the brand name itself; 
executives at the company, parent companies or affiliates; initiatives; 
names of services or products; trademarks; and more.
 
As the consumer landscape has changed to mobile, local, and highly-
personalized searching, the demand for optimizing for unbranded 
content, as marketers and SEOs, has increased. Naturally, this 
makes sense. We shift to optimize for how people are searching, 
and this helps us reach consumers who may not have known about 
our brand, or who hadn’t thought of it as a solution to their needs.
 
But even with this consumer shift, we can’t forget about the benefit 
of owning branded queries.

Thinking about branded terms became a relic in my previous agencies, 
until I started working on larger brands which focused more on 
campaigns, leaning heavily into other channels like media and social and 
brand awareness. When it came to these larger brands, I had to regain 
confidence that focusing on branded terms was the right space in which 
to play. It counteracted all the buzzing in the search industry about what 
to focus on, and data proved there were more unbranded searches than 
branded. Still, going against the grain proved valuable for my clients, 
and now I’m challenging us all to think about and optimize for branded 
search. It’s not just important for the big brands; it’s important for all 
brands.
Why Focus on Branded Queries?
Think of your branded search engine results page 
(SERP) as the ‘homepage’ someone lands on before 
interacting with your owned properties. This is their 
first impression of your brand before they actually 
meet you on your website or social media, so it’s im-
perative to make a great first impression with reli-
able, current, and on-brand information.
 
This becomes increasingly important if you’re run-
ning campaigns. When a consumer sees or hears 
your brand name via other channels like digital ads, 
radio, TV, or social media, they may turn to Google 
later on, if not right then, to discover more about the 
brand they encountered earlier.
 
When you Google your brand, what do you see? A 
knowledge card with facts and figures? Organic links 
to your website and paid search ads? What about 
People Also Ask (PAA) boxes, featured snippets, 
maps, news stories, or links to social media?
 
When you see these results, do you own them all? 
Are those links going back to the digital properties 
your brand owns, manages, or is a part of? Or, are 
there other sites, competitors, or third parties an-
swering questions and taking up space about your 
brand and business? If you aren’t there, someone 
else will be.

REVIVE BRANDED OPTIMIZATIONS

WE CAN’T
FORGET
ABOUT

OWNING
BRANDED
QUERIES.

Get more qualified traffic 
that’s closer to conversion, 
as these searchers are 
already familiar with your 
brand and show interest in 
your product or service.

Build brand awareness 
like you would with other 
channels and pair with 
other marketing initiatives.

Uncover insights about your 
brand from search data to 
fuel creative campaigns and 
inform other business or 
marketing decisions.

Don’t leave your brand 
terms up for grabs, allowing 
for third party sites or 
competitors to overtake you 
within the search results.

+

+

+

+
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It’s likely you own basics within branded SERPs without much effort. 
There’s not much of a need to add branded keywords to your content. 
Your website is there, along with perhaps a knowledge graph with a logo. 
But what about the details? There’s a multitude of ways to dive in and 
find opportunities.

Knowledge Panel
Check to see what else can be owned on the 
Knowledge Graph or if the proper links are pulling 
in and pointing searchers to the right destination. 
Claim your knowledge card, if you haven’t already, 
and be sure to get your social media profiles veri-
fied and your social media channels linking back to 
your main site. To level up, use schema-structured 
data to markup the social media profile links on 
your website. If your knowledge panel is inaccu-
rate, make a suggestion with the “Feedback” but-
ton within the SERP.

+ 	 Claim and update the knowledge panel
+	 Target PAA boxes
+	 Leverage auto suggestions
+	 Look into commonly searched questions

WAYS TO OPTIMIZE BRANDED SEARCHES

PAA Boxes
Scour the PAAs on your brand name SERPs and see 
what common questions are being searched about 
your brand and who is answering. Consider building 
out FAQ content focusing on these branded ques-
tions so that you own the narrative. Remember, you 
need to have better content and answers than those 
who are already there. Level up by adding in more 
FAQ content discovered through customer service 
teams or community management channels. Don’t 
forget to use schema-structured data here, too. This 
type of content can help you earn more PAAs and 
increase your brand’s footprint within the SERPs.

Autosuggest
Start typing in your brand name in the search bar 
and see what autosuggestions pop up. Is there any-
thing alarming? Or are there conversations in which 
you’d like your brand to be a part or the driver of? Go 
to these SERPs and see what information is present. 
Are there myths to dispel or outdated and wrong in-
formation still winning? This should be a call to ac-
tion to either create content to beat these results or 
reach out to the site to provide accurate information.
 
A great example is recalls. Creating FAQ content 
around this topic or a hub to support this ever-chang-
ing and easily-outdated topic can ensure that you 
will successfully direct news outlets and search en-
gines there in order to pull the latest information.

Question-based Queries
But what else can branded searches tell us? Aside 
from SERP digging, question-based brand terms 
are a gold mine and something we recommend to 
our clients frequently. Using different tools like 
Answer the Public, SEMrush or Moz, you can run 
your brand terms and pull commonly-searched 
questions. You can uncover themes and perceptions 
people may have about your brand, simply by ana-
lyzing commonly searched questions. This has led 
us to not only create content to answer and rank 
in search, but also to address these common ques-
tions in social media or even create brand aware-
ness campaigns using this additional information.

WHEN YOU 
GOOGLE 

YOUR BRAND, 
WHAT DO 
YOU SEE?

People also ask
Where is Stuarts Fresh Catch Seafood?

How do get to Stuarts Fresh Catch?

What is PAA in SEO?

Do people like Stuarts fresh catch?

Unlike social media, getting brand mentions in search doesn’t 
trigger a notification. There are no @tags or #hashtags to showcase 
someone using your brand name on the platform. Instead, track 
and monitor different variations of your brand name, misspellings, 
and even other ownable terms, such as products or product lines 
with a keyword ranking tool or Google Alerts.
 
Leverage tools like SEMrush or SimilarWeb to see search volume 
trends. If your spot increases in search volume during different 
months, is this tied to campaigns you’ve run via other channels? 
Or is it a result of brand seasonality? These insights can help 
prioritize when your focus should be on branded vs. unbranded 
search optimizations.

MONITORING BRANDED QUERIES

CONCLUSION

While unbranded queries are popular and 
important, do you know who is owning your 
brand narrative in search? Look to include 
organic search amongst other brand campaigns 
or initiatives and seek to ensure that you are 
telling your brand’s story, not someone else or, 
just as problematic, no one at all.

IT’S NOT JUST
IMPORTANT FOR
THE BIG BRANDS,
BUT ALL BRANDS

For more on trends
to aid in client content
discoverability online,
give Britt a follow on
LinkedIn.

https://www.linkedin.com/in/brittehankins
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DANA DiTOMASO

SEO Reporting:
Prove Your Value

A common lamentation in the SEO world is that our stakeholders 
just “don’t get it.” They don’t understand what you do and why it’s 
valuable. They think that SEO is a bunch of snake oil and you just 
sit around all day spamming websites asking for links. Of course, 
it would be great if your stakeholders just inherently knew that the 
reason their phone keeps ringing, or that the sales continue to roll 
in, is because of your brilliant SEO work. But if you do a good job 
of communicating results from the very beginning of your project, 
you won’t need to convince them (as much) — they’ll know.

SEO
INTERNET USE

RECOMMENDED

AND TRAFFIC LOSS

BAD LINKS

POOR CONTENT

SWOLLEN SITES

HUMANITY

Twitter: @danaditomaso
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Measure What Matters
Before we dive into the data, let’s first take a step back and con-
sider what we actually need to measure. A common mistake we 
see in marketing reporting is overlong reports. Remember the 
last time you spent six hours putting together 28 pages of siz-
zling commentary? Even after all that work, no one was really 
interested in going through it, page by page or slide by slide. Not 
even you.

Why is that? Why do we create reports that are so incredibly 
long, crammed full of charts and data and three letter acronyms? 
Perhaps it’s insecurity — the more information, the better, right? 
Unfortunately we are not paid by the number of pounds of paper 
we can use up each month. Instead, we’re paid for our marketing 
know-how. Reporting is very important, but taking screenshots 
for hours every month isn’t exactly a great use of anyone’s time. 
What to do?

Monitoring VS. Reporting
What is likely happening here is that you may be mistaking monitoring 
with reporting. Monitoring is the data, the day to day, the checking that 
the graph is indeed going up and to the right as you expected. Reporting 
is the result, the proof that you’re going in the right direction. Or, if you 
aren’t going in the right direction, the knowledge of what needs to be 
done to correct your course.

Instead of one report, you should actually have two — a diagnostics dash-
board for your own use, and a report for your stakeholders.

The diagnostics dashboard is very much focused on the here and now. 
Are there errors in Google Search Console that you need to check out? 
What about that spammy new competitor in the map pack? Rankings 
have dropped. Why? These are the kinds of in-the-moment, actionable 
concerns that your dashboard should be bringing to your attention.

Here is a perfect, real-world example of why you need this dashboard. 
We had a client whose developers were a little heavy handed on the code 
updates. Knowing this, we were watching the site using Little Warden, 
making sure that their Google Tag Manager code was still present. Then 
on the 6th of the month, right after a major site migration, we got a noti-
fication that the Google Tag Manager code was gone. We alerted the cli-
ent and the developers and the code was back on in a few hours. Imagine 
if we’d waited until the end of the month to pull a report, only to realize 
that the code had been gone for most of the month — ever since the site 
migration!

Monitoring for these types of issues is very important, and if you solve 
the issue in a timely fashion, it doesn’t even need to be added to a report. 
Plus, the presence or absence of your GTM code isn’t going to tell you if 
you’re going where you need to go. It’s like the difference between strat-
egy and tactics — posting on Instagram three times a day is a tactic, but 
without knowing the why, you won’t ever see the results you want from 
all this hard work.

Now that you have your diagnostic dashboard complete, what’s left to go 
into your report to your stakeholders? Results. Specifically, results tied 
to goals. It’s time to sit down and have an honest conversation with your 
stakeholders and find out what matters most to them.

Keep it
short.



Business Goals to
KPIs to Metrics
First, you need to agree on business goals for your organization. 
Don’t just focus on so-called “marketing” goals. Instead, lay out all 
the goals. What are the major milestones that your organization 
needs to hit this year? Here is a recent example from one of our 
clients:

	 1. Increase qualified leads to 200/month
	 2. Have a qualified lead breakdown

These are great, measurable goals. You may have goals that are 
slightly less measurable. For example, “increase awareness” or “im-
prove stakeholder engagement.” Though these can be turned into 
measurable goals, they’re going to need some work. Your job will be 
to shape these goals from formless nothings into goals that you can 
actually point to and say, “Yes, we got there!”

Now, back to your stakeholder’s goals. Let’s start with the first one: 
Increase qualified leads to 200/month. You might be tempted to 
track form fills in Google Analytics and call it a day. You can do better.

Note that our client specifically mentions qualified leads, not just any 
lead. And of course you want to be sure that leads via SEO are just as 
good as leads that come from other channels. There are several ways 
to accomplish this but a good way to start is to record the source of 
every lead and then see how leads via organic search are performing. 
See if there is a consistent percentage of unqualified to qualified leads 
each month, then see if you can improve that percentage. 

For example, if 75% of unqualified leads become qualified, then 
you’re going to need 267 form fills every month across all channels. If 
60% of leads come from organic, that’s 160 leads that you’re respon-
sible for. Now you know that you need an ongoing form fill counter 
in your dashboard — essentially a burndown chart for qualified leads. 
This way, you’ll be able to see halfway through the month that you’re 
going to hit (or miss!) your goal and can adjust your time and effort 
accordingly.

This math also assumes that you don’t have leads visiting the site 
multiple times before they convert, but covering multi-touch attri-
bution is a topic for another article!

Let’s turn to that second goal: Have a qualified lead breakdown of 
50% parts and service, 25% new equipment sales, 25% used equip-
ment sales. Again, you’ll have to rely on your stakeholders to cate-
gorize those qualified leads appropriately. You might be able to get 
this information another way if your website has separate forms 
for different services or some way to differentiate the type of lead, 
otherwise you’ll have to rely on feedback from the CRM to get this 
mix. Since you already have the source saved to the lead, you can 
then map the lead mix by channel. 

Working from our previous math, we now know that SEO needs 
to be responsible for 80% parts and service leads, 40% new equip-
ment sales leads, and 40% used equipment sales leads. With this 
data, you can break down your burndown chart even further. You’ll 
not only know if you’re going to hit your total lead targets, but 
whether or not you’re going to hit your division targets.

By tracking leads by division, we can also see if one division in par-
ticular is struggling. Maybe that mix is starting to skew 60/20/20 
instead of the goal 50/25/25. Are there more parts and service 
leads because overall there are more leads for that sector, or are you 
struggling to bring in qualified traffic to your new and used equip-
ment pages? Having this information in hand will make a huge dif-
ference in how you approach your day-to-day SEO work. Instead of 
focusing on more traffic, you can laser point your efforts on where 
you need to be.
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1.
Increase qualified leads to 
200/month.

2.
Have a qualified lead break-
down of 50% parts & ser-
vice, 25% new equipment 
sales, and 25% used equip-
ment sales.

Parts &
Service

New
Equipment
Sales

Used
Equipment
Sales

LEAD GO

200/monthLeads/month



Build Your Report
Now it’s time to make that report. In this situation we’re covering, 
you only need one page to cover everything you need to report on 
— leads and lead mix by channel, based against your goal figures. 
That’s it.

It might be a shock to go from that 26-page report to a single-page 
report, and if you’re worried about that, start dialing things back 
slowly. Start with this one page, and then slowly chop away pages 
you no longer need off the end. Before you know it, you’ll  have a 
single-page report. No one will miss that one page showing how 
many visitors you received from Luxembourg for your one location 
business in Chicago.

Use Their Words
In addition to making the report as short as possible, try to use the 
same language that the people you’re reporting to use in their day-
to-day speech. When you’re having that conversation with your 
leadership team about goals, try to write down exactly how they 
phrase things. For example, do they say, “We want phone call con-
versions.” or do they say, “We want to keep the phone ringing.”? 
This will help guide the microcopy in your report and make the re-
port more approachable.

You Shouldn’t Need to be There
Additionally, assume that you won’t be there to explain the report. 
Would it make sense without you there to explain it? If not, you 
need to add in microcopy — little pieces of explanation to accom-
pany your charts and graphs. Not only should the report be un-
derstandable by everyone, it should be understandable for years to 
come.

Avoid Tables
SEOs are big Excel nerds, present company included. This means 
that we often turn to tables first when a nice graph would actually 
be a better choice. Not everyone is comfortable with tables and 
numbers, plus tables take longer to review and understand com-
pared to looking at a line or bar chart. If you must present in table 
form, try to include bar charts or heatmaps inside each table to 
highlight your most important information.

IT MIGHT BE A SHOCK
TO GO FROM THAT
26-PAGE REPORT TO A
SINGLE PAGE REPORT.



Prove Your Value

Reporting might seem like 
something you can put off — 
something that you can focus on 
when you have more time to do it 
right, and that your everything-
and-the-kitchen-sink-style reports 
are passable for now. Based on our 
experience, the best time to start 
working on a report is when you 
first start that job or that working 
relationship with a client. The 
second best time? Right now.

Why? Marketers are good at marketing. 
Everyone’s been sold a bill of goods from a 
slick-talking marketer who didn’t deliver, and 
while you may be committed to doing things 
right and getting the job done, you’re dealing 
with years of unmet expectations from oth-
ers in your industry. A clear report, without 
any bafflegab or useless metrics, can mean 
a world of difference in separating you from 
the rest of the pack.

People don’t switch agencies or hire new in-
house marketers because they want more of 
the same. People make changes when they 
don’t understand how what you’re doing is 
meant to help them get to where they need 
to go. Clearly stated goals and clear, short, 
and easy to understand reports will get you 
where you want to go.
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HOW DO YOU FEEL ABOUT THE 
FUTURE OF SEO? WHERE IS THE 
INDUSTRY HEADED?

I feel very optimistic about the SEO 
industry in general. People will always 
have questions and will always turn to 
search engines for answers. For that 
reason, the professionals who know 
how to rank #1 will always be in high 
demand.

As for where the industry is headed, I’m 
quite bad at making predictions, but one 
of the main problems I see with Google 
these days is striking a balance between 
what searchers want to see and what will 
actually benefit them.

I mean two of the majot SEO trends 
of 2019 were “searcher intent” and 
“behavioral factors.” In other words, 
satisfy searchers and you will rank #1. 
The problem is that those searching 
for “to lose weght” will probably be 
more satisfied with a cheap weight loss 
supplement over a tailored diet plan and 
regular workout routine.

I’m not sure how Google is going to 
solve this going forward, but far too 
often the search result tha people want 
is not what they actually need.

Tim Soulo
CMO - Ahrefs

FOR SOMEONE BEGINNING 
THEIR CAREER IN SEO, WHERE 
SHOULD THEY START, AND 
WHAT ARE THE BEST WAYS TO 
CONTINUOUSLY LEARN?

Newcomers should create a website 
and make it rank for something. There’s 
no better way to learn and continue 
to learn. No matter what level you’re 
as in your carerr, you will learn more 
by starting a blog or building an 
eCommerce site and attempting to 
monetize it than you will from reading 
any blog or book. If that’s nor an option, 
look for the key people bloggin about 
the parts of SEO that interests you 
most and look for opportunities to try 
those things out rather than just taking 
everything at face value.

Mike King
Founder - iPullRank

IF YOU COULD CHANGE ONE 
THING ABOUT SEO, WHAT 
WOULD IT BE?

The one thing I would change is 
happening now. With the algorithms 
doing more (and getting better), search 
marketers are able to look up from their 
spreadsheets and manual controls to 
actually focus on the marketing, the 
strategy, and the branding. As part of 
a talk I gave in June on the future of 
search marketing, I said, “Branding 
is performance and performance is 
branding.” For years, performance and 
branding have been treated as almost 
diametrically-opposed strategies, but 
the reality is they are intertwined. 
There’s a new appreciation for the 
impact of brand on visibility, cligh-
throughs, CPCs, and ultimately, on 
conversions, and CLTV that’ really 
exciting to see.

Ginny Marvin
Editor-In-Chief
Third Door Media

WHAT IS ONE THING THAT MOST 
BUSINESSES CAN CHANGE WITH 
REGARDS TO THEIR APPROACH 
TO SEO THAT COULD MAKE 
THE BIGGEST IMPACT ON THEIR 
SUCCESS IN THE SEARCH 
CHANNEL?

Talk to current customers and listen to 
current website data. What are your 
customers seeking? What do they desire 
to know before making a purchase, 
signing up for your newsletter, or 
contacting you?

Consider how you can provide that 
information, common questions, and 
related topics 10x better than anyone 
else.

In addition, make sure your contact 
info, fotter date, product offerings, 
hours, location, and “about” page 
information are up-to-date and 
accurate. These details can have a huge 
impact on search results with minimum 
time-cost.

Britney Muller
Senior SEO - Moz

HOW CAN SEOs CONTINUE TO 
BUILD TRUST AND LEGITIMACY 
WITHIN THE TRADITIONAL 
MARKETING INDUSTRY?

Many SEOs get a gut feeling about 
what they think SEO ranking factors 
are, and then present that as “truth.” 
I wish that would stop. Gievn that 
Google’s algorithms are not published, 
it’s very smart to try and figure out how 
they work, to conduct tests, and even 
speculate. However, we all need to know 
the difference between what’s a fact, 
and what’s an educated guess.

As an extension to that answer, there 
are many SEO snake oil salespeople out 
there that hurt us, too. They best thing 
the rest of us can do is help our clients 
succeed with sound approaches to SEO. 
We can help our clients understand 
what’s likely to happen.

Eric Enge
GM - Perficient Digital
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