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MANAGED INBOX EDITION

Successful email marketing is about more than clicks and opens. An email address
is the most valuable piece of information we can collect from our customers. This
guide to success factors, toxins and traps will help you build relationships built on

trust and reach the managed inbox.
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OPTIMIZATION
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EMAIL ADDRESS
The most valuable piece
of info we can get from
our customers.

DELIVERABILITY

Your design should
adjust to all devices,

Your confirmation
emails should get the

Divide up your list
based on specific

The delivery time is a
strategic element. Don't

When a user verifies
consent to receive

The program or client
that makes sending and

Simple mail transfer
protocol servers enable

AUDIENCE
C I ) 0 : D : . .
CLIENT OPEN p DOMAIN NAME SYSTEM WHITELISTS
Strategy can change Get your audience to The DNS is the Become a
depending on the open your emails ‘phonebook of the user-approved sender.
subscriber's email client. internet’
AUDIENCE AUDIENCE INFRASTRUCTURE TRUST
H . +0p +Dy C I +0p I +Dy +Dy R +Dy B +Dy
PERSONALITY LISTS CLicK OPT-IN MAIL TRANSFER AGENT REPUTATION MANAGEMENT AUTHENTICATION
Write engaging copy Grow your list, but Clicks lead to You must get user This is the relay These tools are necessary A verified sender
that reflects your avoid purchasing email conversions. Get them consent to receive software you need to o manage sender and IP identity prevents
brand's voice. addresses email send email reputations phishing, spoofing
CONTENT AUDIENCE AUDIENCE PERMISSION INFRASTRUCTURE INFRASTRUCTURE TRUST
R d ) T ) S } St ) I 2 § U : S : D I ( . P h .
RESPONSIVE TRANSACTIONAL SEGMENTATION SEND TIME DOUBLE OPT-IN MAIL USER AGENT SMTP SERVER DOMAIN KEY IDENTIFIED MAIL PHYSICAL ADDRESS

Your DKIM signature
should be in email

Put the sender’s street
address in the body of

desktop, tablet or mobile. same level of scrutiny. audience attributes. overlook it email, even better. receiving possible. outbound mail headers email

CONTENT CONTENT AUDIENCE AUDIENCE PERMISSION INFRASTRUCTURE INFRASTRUCTURE TRUST TRUST

S t ; R d ) M ) Sf : 0 § I i P 3 : S . 0 d .

STRUCTURE READABILITY PERSONALIZATION SEND FREQUENCY 0PT-0UT 1P ADDRESS POP3 SERVER SENDER POLICY FRAMEWORK SENDER DOMAIN

HTML or plain text Scannable and Create content that There is such thing as Give users the ability to Choose wisely between Inbound server This specifies the IP You must own the

design. easy-to-read copy appears tailor-made for too many emails. Be stop receiving email. Shared, Dedicated and protocol servers enable addresses sending domain you are
improves engagement each individual smart Pooled inbound email mail sending from.

CONTENT CONTENT AUDIENCE AUDIENCE PERMISSION INFRASTRUCTURE INFRASTRUCTURE TRUST TRUST

. ) C I : P ) : C § F I § Sd : D . S i

SUBJECT LINE CALENDAR PREFERENCE CENTER ENGAGEMENT COMPLIANCE FEEDBACK LOOPS SUBDOMAINS DMARC SENDER REPUTATION

Describes intent of Smart marketers have Give subscribers a Opens, clicks, forwards, Adhere to laws and These ensure complaints Using a branded domain Authentication and This is how the inbox

email a strategic schedule for portal to update their replies, shares and regulations, especially 9o to the sender so you under a top-level domain conformance protects measures trust an
campaigns. preferences. more. new ones. can act on them. can thwart phishing. domains. determines placements.

CONTENT CONTENT AUDIENCE AUDIENCE PERMISSION INFRASTRUCTURE INFRASTRUCTURE TRUST TRUST

TOXINS

TOXINS

URL SHORTENERS
Shorteners are used in
phishing, so inboxes
send them to spam.

W

STUFFED
Too many common
keywords can send
your email to spam.

Nr

NO-REPLY
Use a reply-to address
oryoull end up in the

junk box.

EXPERIMENTAL

|
Ir

IRRELEVANCE

Audiences won't care
about unrelated
content. Use your data.

T

IMAGE HEAVY
Excess images will slow
Ioading, and customers

may not wait

HARD BOUNCE

This permanent
delivery failure means
the email is bad.

SOFT BOUNCE
Full mailboxes and

vacation responders
cause these failures

Cm

COMPLAINTS
When your recipient
marks the email as
spam, it's bad.

TRAPS

Bl

BLACKLISTED
If you land on these
lists of unreputable
senders, it's over.

P

EXPERIENGE
AMP,_dynamic content,
and CSS change the
email experience.

Ai

ARTIFICIAL INTELLIGENCE
Segmentation and

messaging are starting
to fall to the machines

Voi

VOICE ASSISTANTS
Think about how your
email would land i

read out loud

Marketing
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EMOJI

Emojis convey a unique
personality that
customers can relate to

Gt

GRAY SPAM TRAPS
ISPs will look for recycled
email addresses to flag

TYPO TRAPS
Apurposefully
mispelled domain is a

Pt

PRISTINE TRAPS.
Fake email address can
get you labelled a

Sf

SPAM FILTERS
These program detect
unsolicited email and

Cf

CORPORATE FILTERS
Usually a less forgiving
filter for corporate

spammers. common spam tactic. spammer. they are hard to fool servers. Get whitelisted.
TRAPS TRAPS TRAPS TRAPS TRAPS

D f )

DESKTOP FILTERS

Recipients can filter
their own incoming
email. Stay relevant

TRAPS

Aut

AUTOMATION
Will all email be
‘triggered' in the future?
They just might.

Bi

Brand Indicators for
Messaging Identification
adds a verified logo.

EXPERIMENTAL
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Got something to say about PAGES? /' Let your voice be heard.

We love hearing from you! Share your thoughts
about PAGES on social media using the hashtag

below, or send us an email at: Mps

info@pagesSEOmagazine.com
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In business, as it is in life, one of the biggest
challenges with growth is the inevitable
need for change. Oftentimes, we find
comfort in doing things the same way, even
to the detriment of our success. Will you
shrink away from this necessary change —
or will you embrace it? How you perceive
and adapt to change will determine your
ability to keep growing, as well as your
success in that growth.

At PAGES, we encourage a proactive
methodology. We track the current climate
and SEO trends in order to predict the
changes we must make in both our process
and perspective. Creating an SEO tool
chest (Dmitrii Kustov P. 96) will not only
help you be proactive, but it will make the
SEO job easier by improving workflow and
production. Image optimization should also

be added to your SEO strategy, enriching

both the customer experience and ROI.
(Joelle Irvine P. 80) Learn about a power-
ful tool for understanding how to come
alongside your client and move forward
together. (Heather Physioc P. 36) And let’s
be sure to tackle the big question regarding
SEO vs. PPC — Acre they really in cahoots
with each other, (Connor Bonam P.64) or
can they actually work — together — to
bring your business to an SEO all-time

high? (Josh DeGrasse-Bauman P. 14)

Once it is understood that growth and
change walk together hand in hand, your
business will have the leverage and the
opportunity to advance exponentially.
Allow the need for change to encourage
you and kickstart your excitement; perhaps
it will serve as a reminder of what brought
you to the always-evolving field of SEO in
the first place.

-
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<h1>

LEVERAGING MACHINE LEARNING
FOR CONTENT ANALYSIS

Thomas Swisher is resident Web Analyst, SEO Strategist,

and Data Scientist at Page One Power.

<P>

This year, | was lucky enough to be able
to go to MozCon “virtually.” It was my
first time attending a tradeshow, and it
didn’t disappoint. | was very interested
in presentations that involved coding to
automate tasks.

| like being able to code programs
myself, because it gives me the ability
to customize and automate complicated
tasks. This makes me more efficient by
saving me time. The trade show is over,
but you can still purchase the video
bundle at Moz.com.

One of my favorites was “Accessible
Machine Learning Workflows for SEOs”
by Britney Muller. The workflow she
used as her example was extracting
entities from URLs using Google’s own

Natural Language (NL) API.

This process is important because it can
be used to see how Google is labeling
your content and the content of your
competition which, in turn, helps
identify gaps in your content.

Let’s take a look at the output of this
exercise.

<H2>

USING NATURAL LANGUAGE
TO EXTRACT ENTITIES

This is a screenshot of the CSV that is
generated at the end of this exercise.
The workflow takes three URLs and
extracts entities (from Google’s API)
associated with those URLs and shows
how prominent (related) it is to that
entity. | added the first row to help
clarify what we are looking at.

antity_salience| https:ff entity_number_al_men

# Times Keyword Used Frominence of LIRL

_ E

¥ Times Eeywoed Used

entity_number_of_men

wwrs . hcalthlne.oemfa  tom{hitps:/ fwwwe hcal entity_seBernse{biigss) Seasfhitesy S dict
utrition/eetogenic-diet- thline.comfnutrition/ke. weowdictdoctor.comfl  doctor.comylow

1  Keywords Prominence of LAL

7 entity_name 101)

3 diet 0244176372
4 diets Q0E802ET05
5 IhF"Il"l dirt 0 NEFANNIE

togeric-diet- 101

o carhyimta) carbyueta)
2] D.O36116568 4
9 D258381755 54
] DIRATIATRIT TR

This example uses three posts about the
keto diet. The entity_name (keyword) is
on the left — column A, while Column
B displays Entity_salience. According
to Google, the salience score for an
entity provides information about the
importance or centrality of that entity
to the entire document text. In Column
C, you will see the
Entity_number_of_mentions, or the
number of times the word(s) are used in
the document.

This workflow is based on an article by
Sasha  Dagayev,  “Systematically
Analyze Your Content vs. Competitor
Content And Make Actionable
Improvements.” The focus of this
article is getting your own version of
this up and running. Everything is
already built, so all we have to do is
create our Google API Credentials and
apply them.

<H2>

COLAB NOTEBOOKS

The first thing we are going to need to
get started is the Colab Notebook that
contains the python script we will be
running. Colab is a cloud-based Jupyter
notebook environment that allows you
to utilize machine learning and deep
learning models, for free, using
Google’s own resources.

2 What is Colaboratory?

Colabanriiny, of "Colab® for ahirt, alows yin b wile dnd esculie Pyihdn in your Brcvweds, sith
= Forg coni{gpraton requarned
= Fre pioess o OPUS
= [Eady shaing

Wilseifues i & abedent, o dala seienlin o o5 Al ressarched, Colab cin mshe yind wifk

e

The notebook we want to use has
already been created and can be
accessed using this link:

https://colab.research.google.com/driv
e/IWE7aMVsWDw-GogXOdiT18-Cgj

wePJaH_#scrollTo=qgkSW-0qyYlcP

You will need to create your own version
to make edits, so at the top navigation
bar, go to file>save a copy in the drive.
This will create an editable version of
your own in your Google Drive.

<H2>

GOOGLE’S NATURAL
LANGUAGE API

Next, we are going to need to create a
project to enable the Cloud Natural
Language API. Follow this link:

https://cloud.google.com/natural-lang

uage/docs/quickstart, create a project,

and name it.

Before you can finish enabling the API,
you will need to set up billing by
clicking on the API Console link.



Caonfigure a billing account

voull need 1o provide a bilk
service. Wisil the A
continue when !DLIIFE' done.

cacount fof this project belone i can sclivale Lhe
] cmﬁwe & billing account and retumn hese 1o

CAMCEL  CONTINUE

This will give you a free trial that lasts for one year or until you use up the
$300 credit. They will not auto charge you after the free trial; they just ask
for a credit card to make sure you aren’t a bot.

Now you can go back to the project and press continue. This will give you a
JSON key that we will need to use to authenticate our service account.

Download the key.

Now click console in the upper right-hand corner of the page where you set

up the project.
Console ‘

Contact Sales

Docs Support English ~

The console changes a lot but usually what you are looking for is on the left —
APIs & Services>Credentials. If you don’t see that, look for a box that says
Getting Started.

Dashaated past 7 days
'i‘ Support » Libwary
€ 1AM & Admin . [i— Seckeeriace
Duth consend screen
T Getting started Deman vinfication Ted
N security > Pegeussguagreernents

2» SEO MLP Classification + Q, Searchpr

Credentials 4+ CREATE CREDENTIALS § DELETE

Create credentials to access your enabled APEs, Learn mare

Then click Manage service accounts below.

OAuth 2.0 Client IDs

0O rem Crewion daw Tree Chent D)
o Aty clients o dhaplay \
Service Acoounis Manags sencoe BCOUTES

Follow the directions below to create a new one if you don’t have one listed

already.

Click create service account at the top.

=1

Search products and resources

+* SEO NLP Classification «

4+ CREATE SERVICE ACCOUNT S DELETE

‘ Bervice accounts

Give it a name and description and click create.

X
Service account details

Service soomand e

SED NLP Clagsification 2=

Dimplay raeme o this service ssoount

Bervice acroe

seo-nip-classification Beeonip classli-1 896656362271 lamps X 0

[ Sarviie SOnown! desoriphon

NLP Classification ]

Deantihe whal Tha servee adommi will da

CREATE CANCEL

Now let’s go back to our copy of the Colab Notebook and upload the

authentication file.

cO & Copy of Google SEO NLP Claj

“ File Edit View Insert Runtime Tool
Files X
Ce

Upload to session storage

<

+4

» [ sample_data

%@



<P>

Next, replace line two to match the file
name of your json file. Now we are all
set up and ready to start. Hit return on
each section, waiting as they execute

Once you get to the last one, it will
generate a CSV file. That will appear on
the right side of your files. Right-click

on it and choose Download.

their functions. Keep going until you
have executed them all.

<H2> °- + o8
SUMMARY impo

import urllib3

Execute
l -

environ| 'GOOGLE_APPLICATION CREDENTIALS'] = "/content/seonlp-04b68%3bickb. json”

So now that you have a working version
of the Colab Notebook, you can start to
customize it. For example, if you know
Python, you can change the URLs or

add more if necessary.

Replace

There are many different ways you

can use this, but two really stand out:
First, when you are getting ready to
create a new page and second, when you
are trying to improve an

existing pages rank.

Sasha says, “a content producer
should be able to look at this data and
understand the following with data
informing their decision instead

of only gut feel.”

.

E— Files X
<> EE

(+ B9

» @ sample_data
B SEO NLP Classificatio
i samplel.csv

=
98529a4...

Download

Delete file

This is where the URLs are defined. You can switch this out to be the three URLs you would like for it to be.

[ 1 http = urllibl.PoolHanager|)

respongel = http.request( GET', httpa://www.healthline.ecm/nutrition/kecogenic-diet-101%)

rasponge? = http.request| CET', 'https://www.dietdoctor.com/lov-carb/keta')

responsed = hitp.request| GET', 'https://www.health.harvard.edu/staying-healthy/should=-you=-try=-the-keto-diet’)

1. Are there any missed topics?

2. “What is the centrality of the topics that the others discussed?”

Removing the guesswork out of content
optimization is the most important part
of all this. We can study the content on
the first page. We can look at the link
profiles and duplicate the on-page SEO,
but we still can’t be sure how Google is
going to see our content. With tools like
this, we can begin to get a picture of
how Google is interpreting relationships

in our content.
10
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search Engine Land
Your #1 source for need-to-know
search marketing education.

search marketing education.

Every day, you' Il receive a comprehensive roundup of exclusive
resources, analysis and insights.

searchengineland.com/newsletters



The greatest benefit of our daily newsletter is that it gives you the essential search marketing intelligence
directly from the voice of our editors. It carries the insight, reverence and humor of the authorities behind
Search Engine Land, which makes it more like you are being briefed by a trusted adviser and not some
automated email builder.

HBHI‘V Powderly - Vice President, Content

In a matter of a few minutes each morning, you can be up on the latest digital marketing news, trends and
analysis. We cut through the clutter and distill what you need to know to help you work smarter, spark
ideas and grow every day.

Ginny Marvin - Editor-In-Chief

| love the Search Shorts we provide, it provides little tidbits from official Googlers and the SEM community
that we like to highlight during the day.

Barry Schwartz - So Editor

Every morning, the newsletter introduction tells you what you need to know to stay up-to-date with
the industry, with way more elegance and detail than a tweet or headline preview, and in a way that's
more accessible and easier than reading each and every article — although we'll always present

you with that option.

George Nguyen - Editor

The market is very noisy and crowded with announcements and self-promotional spin. The newsletter
zeroes in on the information and analysis that really matter to digital marketers.

Greg Sterling - Contributing Editor

| love how the introductory sentence will always whet my appetite for consuming the entire newsletter.

Detlef Johnson - SEO for Developers Editor

SCAN TO SIGN UP

Search Engine Land

© 2020 THIRD DOOR MEDIA, INC.

Can be reproduced with permission and
proper attribution, provided it is reproduced in its
original and complete form.
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Imagine you’re getting ready in a hurry and acci-
dentally put on two shoes from different pairs and
don’t notice until you're at the office. As long as
both shoes are in good condition, you could proba-
bly make it through the day without needing to

change, but it’s going to be an uncomfortable day.

Unfortunately, many agencies and marketing depart-
ments treat their SEO and PPC efforts as if they're
two shoes from different pairs rather than one com-
plete pair. And the result? They can probably get by,

but it’s not nearly as optimal as it could be.

Don’t get me wrong: Each service offers its own
specialties — just like a right shoe and a left shoe
— but when you combine them and start putting
one foot in front of the other, that’s when you’ll

really get somewhere.

With that in mind, let’s look at a few ways you
can use SEO and PPC together to maximize
your digital marketing.

15@
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Improved Keyword Coverage

One of the most interesting things about SEO and PPC is that
they’re both competing for the same thing — a searcher’s click —
in significantly different ways. When teams use that to their
advantage, they can dominate a search results page by securing
listings in multiple high profile areas. After all, two listings are
better than one, right?

The benefits don’t stop at getting two results on one page,
though. SEO and PPC teams can also work together by surfac-

ing opportunities for each other.

For example, if the PPC team identifies a new keyword in a
search query report, the SEO team might be interested in
crafting copy to help improve rankings for it.

Likewise, if the SEO team is seeing success for certain pages,
they can work with the paid search team to attract more traffic —
ideally at relatively low costs.
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Keyword-Level Data & Analysis

Anyone who's spent any time working with SEO knows the pain
of not being able to get much keyword-level insight from Google
Analytics, having to rely instead on third-party tools and educat-
ed intuition to determine which keywords are bringing traffic and
conversions to a site. While PPC efforts can’t solve this issue,
they can provide a wealth of information about how customers
are getting to the site via paid ads that can be applied to organic
targeting, too.

Paid advertising tools can be especially helpful when looking for
keywords that are getting high impressions or high conversion
rates. These are keywords that SEO might want to target as well
for blog post ideas or conversion rate optimization.
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More Compelling Ad Copy
and Metadata

One of the easiest opportunities that often gets overlooked is
combining efforts for the copy for paid and organic listings. Now,
this requires a certain degree of care, since there are different
criteria for what makes good ad copy compared to what makes
good metadata; however, the intents of the two are largely the
same: grab a searcher’s attention and get them to click.

In this sense, there’s incredible value in leveraging data from both
sides to identify areas for optimization.

Have a paid ad that’s got a particularly high number of clicks? Try
incorporating elements of the ad into the relevant page’s title tag
and meta description. Struggling for ad copy? Go the other way
and borrow from the title and meta description of the relevant

page.

In either case, you'll get plenty of data on what drives the best
click-through rate.

The PPC and SEO teams can also use this tactic to “test”
different meta descriptions — a task that would be significantly
more difficult with just organic listings.

In addition, by both sides working together, you can ensure there
is a consistent brand voice across all platforms and online media.

Content Ideation

In addition to having cohesive copy, when SEO needs ideas for
content, PPC results can be a good place to look.

By conducting a Search Query Report, we can see which search
terms were searched, clicked, and converted. With this informa-
tion, we can see if a particular search term drives traffic but not
conversions. If this term is relevant, then maybe the user didn’t
find the information they were looking for on the site and more
content can be created.

Side note:

Both teams could also
benefit greatly from
thoroughly analyzing
competitors’ ad copy.
After all, your competi-
tor is most likely invest-
ing money to run their
own A/B tests, so why
not take advantage of the
fruits of their labor?
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Landing Page Quality &
User Experience Optimization

While not universally true, website optimization often falls to the

SEO department, but that doesn’t mean the PPC team can’t get —
involved. Between the two sides, identification and prioritization

of issues will likely happen more quickly. I [ I

While those issues will always be unique to each site, here are the | |

opportunities we see most frequently impact both SEO and PPC

efforts: L\ ~ ~ ! ~

+  POOR FORM CONFIGURATION

+ PAGE SPEED

*  UNCLEAR CALLS-TO-ACTION OF A
POOR CONVERSION PROCESS

Putting multiple heads together to solve these issues will typical-
ly yield better results than if it was left to one person or depart-
ment alone.

“WHILE NOT UNIVERSALLY TRUE,
WEBSITE OPTIMIZATION OFTEN
FALLS TO THE SEO DEPARTMENT.”



Quality Score Optimization

Though Google’s algorithms are secret, paid advertisers do get
some level of insight into how Google grades a landing page
through quality score. While this is in no way linked directly to
the algorithms responsible for organic rankings, it does give some
barometer for how Google views a landing page.

The benefits of cross-team collaboration here are pretty obvious
for the paid side — higher quality scores lead to lower costs per
click — but there’s benefits for the organic side, too. When
landing pages are optimized to meet Google’s requirements,
pages will often rank better and have higher conversion rates.

Remarketing Opportunities

For many marketing teams, all efforts are focused on the bottom
of the funnel. After all, it’s a constant battle to justify budgets
and agency fees. But if your SEO and PPC efforts are in lock
step, higher funnel opportunities start to open up that can
dramatically improve all of your marketing efforts.

The chief among these is remarketing.

Now, there’s always the most basic form of remarketing —
targeting users who have been on your site before — but strong
cohesion between SEO and PPC campaigns can surface even
more valuable opportunities.

For example, let’s say your SEO team is writing a guide about
how your product solves a major customer pain point. Your paid
search team can leverage this new content in two ways: 1) strate-
gically include it in paid ads (either directly or via sitelinks) and 2)
create a remarketing audience of users who have specifically
viewed that guide to further boost targeting and bidding oppor-
tunities for customers who have shown interest in specific
aspects of your business.

v
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GUNLLUS

Take A Good Look
At Your Shoes.

Take a good look at your shoes and think'about how they work
together to get you from point A to point B as efficiently as
possible. Now think about your SEO and PPC efforts — are they
doing the same thing?

If those efforts feel like they are from two different pairs of
shoes, hopefully this article has given you a few ideas about how
to start blending the two disciplines together. Whether it’s
through sharing keyword data, identifying content and targeting
opportunities, or prioritizing technical and conversion issues, a
joint effort will yield better results than two independent teams.

Now, it’s time to lace up.

More sneakerhead knowledge and

, info on solving paid search problems
with SEO, give Josh a follow on
Twitter: (Qjdeghau

Let Meagan know how
you're stepping your
SEO and search advertising

game to the next level in
LinkedIn: https://www.linkedin.com/in/meaganguse/
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CATCH UP
ON YOUR READING!

If you're new to the PAGES family, be sure to check out our
digital backlog of past PAGES issues.

Take. Share. Learn. Explore.

pagesseomagazine.com/pages-downloads




“Real links come from real people,
and effective communication
with people is how you secure
quality links. No matter the type
of links you’re looking to build,
your outreach will play a major
part in your success or failure
to convert.”
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4 PILLARS OF SEO

If you have watched any of my videos or webi-
nars, you will have heard me speak about the
four pillars of SEO that should be part of any
website’s SEO strategy: Bot Accessibility,
Relevance, Authority, and Quality. For this
article, | would like to hone in on the second
pillar, relevance. Is the content on your page
considered relevant for the search query for

both the search engine AND the searcher?

Al searches performed by users begin with a query, or search “string,” -
the words you type into the search bar. Once you enter those words into
the search bar, Google will then evaluate all of the pages it has in its
index to determine if it is relevant for the query the searcher entered.
Google will then present the resulting pages to you on the SERP
(Search Engine Result Page).

But how exactly do
Google and other
search engines
determine what is and
is not relevant?

It all begins with the
content — mostly

the copy - on

your web page.
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SINCE 2012

Google representatives have been telling webmasters to focus on
“Things, not Strings.” What does this mean? Google is looking to
better understand the context of the page, not just the content of the
page. The search engine is attempting to understand our pages in the
context of the entities that are already in its database. What Google is
telling us is not to focus on the string (i.e. keyword) for which you are
optimizing, for example: “DUI Attorney in New York City.” Instead,
focus on understanding why a user is searching for that phrase and
what they are really looking for, and then work towards providing
them the answer or information they need.
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R E L E VEEATENERCE
+ A N SEDNSSET RS

If you approach the process from that angle, you will begin to under-
stand better the pronouncement Googlers often make of, “just make
great content.” It is NOT about trying to write for search engines. It is
about writing for users but with search engines in mind. It is all about
giving your content a greater level of topical depth and breadth - no
matter who reads it.

Relevance - What does “plant” mean?

| will illustrate this with an example. If | say the word “plant,” what do |
mean? This word has many different meanings. Am | speaking about
horticulture? A houseplant, tree, bush, or weed in my garden - or maybe
it is a verb, and | am referring to the act of planting one of those things?
Maybe | am referring to a factory. Perhaps, | am discussing a spy within
an organization. You simply do not know without the proper context.

Now taking this same example, and | say the word “plant” followed by
the words “Detroit Michigan” and “Ford Motor Company.” Immediately
you understand that | am referring to a factory. Specifically you know |
am referring to an auto manufacturing plant. Why? Simple. | used other
relevant words. These words gave greater context to the first word, or in
our case, the search string.

In the “old days of SEQ,” you simply had to place the target keyword on
the page as many times as possible. Whoever was able to stuff the
keyword onto the page the most, without triggering an automatic or
manual penalty, would win - i.e. rank at the top of page #1 on Google.

Example: attorney, attorney, attorney, attorney

Over the years, things got a little more sophisticated. You could not
simply use the same keyword repeatedly — Google got wise to this trick.
You had to include variations of the keyword: singular, plural, and
phrases containing the keyword. If you really wanted to be clever, you
might include a synonym or two.

Example: attorney, attorneys, attorney in NYC, lawyer
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IT ALL BEGINS
WITH CONTENT

What | am suggesting is that we need to go a lot deeper by building a
deeper level of semantic meaning to your copy. That’s just a fancy way
of saying give your page more context. Understand the search intent
of the searcher, and you can build your page around that intent. We
need to build the page copy’s topical depth and breath. Yes, Google is
still looking for the search phrase within the page copy, but it wants to
understand the context of this page as well. They are trying to match
the page with the searcher’s intent.
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MORE CONTENT
OFTEN EQUALS BETTER
ORGANIC RANKINGS

Many of us have seen ranking correlation charts. These studies
show how more or less of a specific factor correlates with greater
rankings. SEMRush has a great correlation study that they have
been producing almost every year. In addition, in the yearly
study, it is always shown that more content correlates strongly

with higher rankings.

What this has led to is folks building “mega-pages” thinking that if they
simply place more content on the page, it will magically rank better.
Companies have spent untold dollars to simply, “put more content on
the page.” | am suggesting that Google has gotten much more sophisti-
cated than simply counting words on a page. If we dug into these
content heavy pages, | suspect the reason why these pages rank is that
they typically contain (either knowingly or unknowingly) the important
context on the page — greater topical depth and breadth.

The good news | am here to tell you is that you most often DO NOT
need to write pages laden with over a thousand words. Most of your
existing pages could rank very well if they simply had the depth and
breadth that Google expects for the topic.

“UNDERSTAND
L = I
CONTEXT...?”

29
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DEVELOPING YOUR
PAGES CONTEXT

Do you remember the example from earlier? What does
the word “plant” mean? Once | started using other
words, in this case, “Detroit Michigan” and “Ford Motor
- Company,” you understood | was referring to an auto
. manufacturing plant and not a houseplant or spy. You
understood my context because | used relevant words in
conjunction with my target keyword. Google’s algorithm
is likely doing the same thing. It is still looking for key-
words, but it is not just simply looking for the target key-
word. It is looking for other phrases that it knows should
exist along with your main subject, in this case “Automo-
tive Plant.”




ir

HELPING G
NDERSTAND

[CHARLES TAYLOR]

DOGLE

YOUR CONTEXT

When optimizi}\g content, |
group the supporting words |
need into one of three buckets:

Match Words - As the group name implies, these words are all
synonyms or abbreviations of your target word. They essentially mean
the same (i.e. match) as the main keyword and can be used interchange-
ably. To find what Google considers a match is simple. When you
perform a search for your target keyword, you will see that Google
places these words in bold on the Search Engine Result Page (SERP). In
our example, we will see that Google highlights “Auto Factory,” “Auto-
motive Manufacturing,” and “Car Plant,” as well as others.

Related Words — Whereas the first bucket contains interchangeable
words, this group starts to give greater meaning to intent. These phrases
sometimes contain synonyms, but not always. They can be found within
Google’s Related Searches, AutoComplete, and the People Also Ask
sections. This group tells you what to write. What searchers are trying to
learn or discover. In our example, you would find “Assembly Line,”
“Automotive plants near me,” and even “Automotive plant closures.”

Co-Occurring Words - Lastly, these are words, if used by themselves,
that would be no more helpful than a single keyword, but these terms
are what Google believes should naturally appear in a conversation about
this subject. These can be found using tools like LSI Calculators, and
personally, | like using Google’s own NLP (Natural Language Process-
ing) tool. In our example, you would get terms like “Ford Motor Compa-
ny” and“Detroit, Michigan.” Just these two phrases alone tell you
exactly what | am referring to, and | didn’t even have to use any
synonyms or related terms — that’s how powerful these words can be for

Google.

| have found that this is the key to building highly-relevant content. It is
not just stuffing the keyword on your page. You need to include
synonyms, related phrases, and now even co-occurring words as well.
However, always remember: it is NOT about trying to write for search
engines. It is about writing for users but with search engines in mind. It
is all about giving your content a greater level of topical depth and
breadth — no matter who reads it.
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TAKING

ACTION

Here we are, at the end of the article. You may have learned
something, but more importantly, will you put to use what you
have learned? You now understand what Google likely means
when they say “Strings, Not Things” and “Write Great Content.”
Take this knowledge and put it to action today. There are many
places you can use this new content optimization strategy: blog
posts, product pages, service landing page, category pages, and
even press releases. | suggest using the following outline to
organize the process:

1. Break up your content into groups by priority.

2. Create an inventory list of pages for each group.

3.  Identify the target keyword(s) for each page.

4. Research the “other words” for each, as we discussed.
5. Adjust your page copy and optimize as needed.

6.  Repeat until you are complete.

Of course, this is not a quick and easy project, but few things
worth doing are quick and easy. The goal is not to have a perfect-
ly-optimized site. Quite honestly, as Google’s algorithm changes
regularly, | am not sure it is possible to have a perfectly-optimized
site. The goal is to be able to quantify what “great content” looks
like to a search engine. This is how you satisfy the “relevance”

pillar of your SEO site strategy.

As always, if you need help setting up or executing on this process,
feel free to reach out to me for help: CharlesHarryTaylor@g-

mail.com

For more insight and SEO gold,
give Charles a follow
on Twitter: @CharlesHTaylor
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| “People often overlook phone
conversations as a source of useful |
information. You might be |
articulating an idea or explaining a
concept really well, so record it

if you can.

Later, you can transcribe the call
and use it for a blog post that covers
the subject, or you might just want
to insert the audio clips themselves
into a podcast to save time and |
make the most out of
your phone call.”

DMITRII KUSTOY,
INTERNET MARKETING DIRECTOR & FOUNDER, REGEX SEO
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[
A MATURITY

FOR THE SEARCH INDUSTRY




It is a mistake to assume a company is knowl-
edgeable, bought in, and motivated to exe-
cute search work simply because they have an
SEO department or have signed a contract to
pay for search services. Yet search profession-
als try to race full speed ahead, dumping laun-
dry lists of recommendations in their clients’
laps, and we’re surprised when the work
doesn’t get implemented.

Brands start at all different points of maturity
and knowledge in relation to search. Even
clients with advanced knowledge may have
organizational challenges that create barriers
to implementing the work. Identifying where
your client falls on a maturity curve can help
you tailor communication and recommenda-
tions to meet them where they are and
increase the likelihood that search will be
implemented successfully.
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INTRODUCINC
A MATURITY MODEL
FOR THE SEARCH INDUSTRY

Maturity models were originally developed for the U.S.
Department of Defense and later popularized by Six
Sigma methodologies. Maturity models are designed to
measure the ability of an organization to continuously
improve in a practice. They help you diagnose the current
maturity of the business in a certain area and help identify
where to focus efforts in order to evolve to the next stage
on the maturity curve. It’s a powerful tool for meeting the
client where they are and understanding how to come
alongside them and move forward together.

There are a number of different maturity models that use
different language, but most maturity models follow a
pattern something like this:

STACE 1

AD HOC & DEVELOPING

STACE 2

REACTIVE & REPEATABLE

STACE 3

STRATEGIC & DEFINED

STACE Y

MANAGED & MEASURED

STACE S

EFFICIENT & OPTIMZING

For search, we can think about a maturity model two ways.
One is the actual technical implementation of search best
practices — How is the brand implementing SEO? Excep-
tional, advanced, just the basics, nothing at all, or even
counterproductively? This can help you figure out what
kinds of projects to activate.

The second way is the organizational maturity around
search engine optimization as a marketing program. Is the
brand aligned to the importance of organic search, allocat-
ing budget and personnel appropriately, and systematical-
ly integrating search into marketing efforts? This can help
identify the most important institutional challenges
needing to be solved that might otherwise block the
implementation of your work.

IN PROGRESS TESTING




MATURITY
IN
TECHNICAL
SEARCH
CAPABILITIES

First, let’s dive into a maturity model for search knowledge
and capabilities. We measure an organization on several
important criteria that contribute to the success of SEO:

COLLABORATION:

How well relevant stakeholders integrate and
collaborate to do the best work possible —
including within the organization and between
the organization and service providers.

MOBILITY:

How mobile friendly and optimized the brand is.

TECHNICAL:

How consistently foundational technical best
practices are implemented and maintained.

CONTENT:

How integrated is the organic search in
relation to the digital content marketing
practice and process.

ON-PAGE:

How limited or extensive on-page optimiza-
tion is for the brand’s content.

OFF-PAGE:
The breadth and depth of the brand’s off-site

optimization, including link building, local
listings, social profiles, and other non-site assets.

NEW TECHNOLOGY:

The appetite for and adoption of new technol-
ogy that impacts search, such as voice search,
AMP, even structured data.

STACES
OF
SEARCH
CAPABILITIES
MATURITY

We assign each of the aforementioned
criteria to one of these stages:

Stage 0 (Counterproductive) -
The brand is engaging in harmful or damaging SEO practices.

Stage 1 (Nonexistent) -
There is no discernible SEO strategy or tactical
implementation, and search is an all-new program for the

brand.

Stage 2 (Tactical) -

The brand may be doing some basic SEO best practices,
but it tends to be ad hoc with little structure or planning.
The skills and the work meet minimum industry standards,
but work is fairly basic and not cohesive.

Stage 3 (Strategic) -

The brand is aligned to the value of SEO and makes an
effort to dedicate resources to implementing best practices
and staying current as well as and bake it into key initiatives.
Search implementation is more cohesive and strategic.

Stage 4 (Practice) -

Inclusion of SEQ is an expectation for most of the brand’s
marketing initiatives, if not mandatory. Not only are they
implementing basic best practices but also actively testing
and iterating new techniques to improve their search
presence. They use performance of past initiatives to drive
next steps.

Stage 5 (Culture) -

At this stage, brands are operating as if SEO is part of
their marketing DNA. They have resources and processes
in place and are knowledgeable and committed to learning
more, their processes are continually reviewed and
optimized, and their SEO program is evolving as the
industry evolves. They are seeking cutting-edge, new SEO
opportunities to test.

STACE

STACE

ANALYTICS:

How data-centric the organization is, ranging
from not measured and managed at all, to
rearview mirror performance reporting, to
entirely data driven in search decision making.

STACE

STACE

STACE

a| || P =IO

STACE
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~ MATURITY MODEL

While this maturity model has been peer reviewed by a number of respected
SEOs in the industry, it is a fluid, living document designed to evolve as our
industry does. If necessary, evolve this to your own reality as well.
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Capabilities Maturity

SEO basic best practices, ad
hoc inclusion, work meets
Outdated, spammy or Nonexistent search efforts, no industry standards but basic
harmful behavior knowledge; new program and not cohesive

., CHAOS ABSENT TACTICAL




Alignment to value of SEO, early
inclusion and good integration,
best practices in place, SEO
more cohesive and strategic

STRATECIC

Inclusion expected/mandatory,
pre-planned advanced SEO
implementation, performance
reporting drives action, best
practices plus testing and learning

PRACTICE

[HEATHER PHYSIOC]

SEQ is part of client’s marketing
DNA, dedicated resources and
processes, knowledgeable, com-
mitted to learning more, process
continually reviewed and opti-
mized, SEQ program continually
evolving, seeking cutting-edge
SEOQ initiatives to test

CULTURE,
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CHOOSINC PROJECTS BASED
ON A CLIENT'S MATURITY
CAPABILITIES

For a brand starting on the lower end of the
maturity scale, you may not recommend
starting with advanced work like AMP and
visual search technology, or even detailed
schema markup or extensive targeted link
building campaigns. You may have to start
with the basics like securing the site, cleaning
up information architecture, and fixing title
tags and meta descriptions.

For a brand starting on the higher end of the
maturity scale, you wouldn’t want to waste
their time recommending the basics —
they’ve probably already done them. You're
better off finding new and innovative oppor-
tunities to do great search work that they hav-
en’t already mastered.

Technical capabilities and knowledge helps
decide what SEO projects you should imple-
ment, but it doesn’t address why search work
is frequently stalled instead of implemented.
The real obstacles aren’t so simple as checking
“SEO best practices” boxes.
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HOW MATURE
IS YOUR SEARCH
PROCESS?

The real challenges to implementation tend to
be organizational — people, processes, and
integration problems. Conducting a search
maturity assessment helps identify what
needs to be solved internally before great
search work can be implemented. Pair this
with the technical capabilities maturity model
above, and you have a wealth of knowledge
and tools to mature your search program.

While this maturity model focuses heavily on
organizational adoption and process, the pro-
cess and procedure alone are not substitutes
for critical thinking and decision making. You
still have to consider impacts and make hard
choices when you execute a best-in-class
search program, and often that requires solv-
ing all-new problems that didn’t exist before
and therefore don’t have a formal process.
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SEARCH PRACTICE
MATURITY CRITERIA

We measure an organization on several important criteria that
contribute to the success of SEO:



[HEATHER PHYSIOC]

Do documented, repeatable processes for inclusion of organic search exist, and are they continually improving? Is it an
organizational policy to include organic search in marketing efforts? This can mean that the process of including organ-
ic search in marketing initiatives is defined as a clear series of actions or steps taken, including both developing organic
search strategy and implementing SEO tactics.

Does the necessary talent exist at the organization or within the service provider’s scope? Personnel resources may
include SEO professionals, as well as support staff such as developers, data analysts, and copywriters necessary to
implement organic search successfully. Active resources may work independently in a disjointed manner or collabora-
tively in an integrated manner.

Because search evolves constantly, is the organization knowledgeable about search and committed to continuously
learning? Information can include existing knowledge, past experience, or training in organic search strategy and
tactics. It can also include a commitment to learning more, possibly through willingness to undertake training, attend
conferences, research and learn, and stay current in industry news and trends.

Does the organization budget appropriately for and prioritize the organic search program? Means, capacity, and capa-
bilities can include being scoped into a contract, adequate budget or human resources being allocated to the work, the
capacity and prioritization of search among competing demands.

Is organic search aligned to business goals, brand goals, and/or campaign goals? Is organic search proactively planned,

reactive, or not included at all? This measure evaluates how frequently organic search efforts are included in marketing
efforts for a brand. It also measures how frequently the work is included as a policy, rather than as an afterthought.
Work may be aligned to or disconnected from the “big picture.”
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Capabilities Maturity
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INITIAL

+

AD HOC

At this stage, the company’s
application of search may be
nonexistent, unstable, or uncon-
trolled. There may be rare and
small SEQ efforts, but they are
entirely ad hoc and inconsistent
and retrofitted to the work after
the fact, at best. They tend to lack
any discernible goal orientation. If
SEO exists, it is disconnected
from larger goals and not
integrated with any other practic-
es across the organization. The
brand may be just beginning the

search practice for the first time.

REPEATABLE
BUT
REACTIVE

These organizations are at least
doing some search basics, though
there is no rigorous use or
enforcement of it. It is very
reactive and in the moment while
projects are being implemented; it
is rarely planned, and often SEO
is applied as an afterthought. They
are executing only in the moment,
or when it’s too late to do the
highest-caliber search work, but
they are making an effort. SEO
efforts may be loosely aimed at
goals, but it is unlikely to be tied
to larger business objectives.
(Most of my client relationships
have started here.)




DEFINED

.

UNDERSTOOD

These organizations have begun
documenting processes and are
satisfactorily competent in search.
They have minimum standards for
search best practices and process
is developing. Many people inside
and outside the organization
understand that search is import-
ant and are taking steps to
integrate. There is a clear search
strategy that aligns to organiza-
tional goals and processes. Search
planning happens prior to activat-
ing projects.

MANACED

+

CAPABLE

These organizations have proac-
tive, predictable implementation
of search work. They have quali-
ty-focused rules for products and
processes, and can quickly detect
and correct missteps. They have
clearly defined processes for
integration, implementation, and
oversight, but are flexible enough
to adapt to a range of conditions
without sacrificing quality. These
organizations consider search part
of their “way of life.”

[HEATHER PHYSIOC]

EFFICIENT

+

OPTIMIZINC

Organizations at this stage have a
strong mastery of search and
efficiently implementing it as a
matter of policy. They have
cross-organizational integration
and proactively work to strength-
en their search performance. They
are always improving the process
through incremental or innovative
change. They review and analyze
their process and implementation
to keep optimizing. These organi-
zations could potentially be
considered market leading or
innovative.
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EXERCISE

STACE/
CRITERIA

PROCESS

Does a documented, repeatable
process for inclusion of organic search
exist, and is it continuously improving?

PERSONNEL RESOURCES
+ INTECRATION

Does the necessary talent exist
at the organization or within the
scoped personnel?

KNOWLEDCE +
LEARNINC

Is the organization knowledge-
able about search?

MEANS. CAPACITY +
CAPABILITIES

Does the organization budget for
and prioritize organic search?

PLANNINC +
PREPARATION

Is organic search aligned to brand
goals and proactively planned?
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INITIAL/
CHAOTIC

Undocumented, no
search Processes exist

Staff does not exist, no
search work being done

No knowledge of search, no
training, no commitment
to learn more

No means and capacity —
never built in

Never included, never
planned, no awareness of
connection to brand goals

REPEATABLE

Search processes exist,
not documented, not
enforced

Staff exists, minimal
search work being done

Low knowledge of search,
no training, no
commitment to learn
more

Low means, ad hoc
inclusion as available

Occasionally included,
rarely planned, largely
disconnected from brand
goals

DEFINED

Search processes
documented, enforced, at

times reactive inclusion

Staff works actively on
search, but often
independently in silos

Moderate knowledge and

training in search, basic

experience, commitment
to learning

Moderate means,
frequent inclusion,
sometimes prioritized

Usually included,
occasionally planned,
loosely connected to

brand or campaign goals

MANACED/
CAPABLE

Search processes
documented and enforced,
proactive inclusion

Staff works actively to
collaborate on search,
partially integrated

Advanced knowledge and
training in search, high
commitment to learning

High means, consistent
inclusion and prioritization

Always included, usually
planned, closely connected
to brand or campaign goals

EFFICIENT/
OPTIMIZINC

Search processes
documented and efficient,
proactive inclusion,
continual process
optimization

Staff is fully integrated and
collaborates across
disciplines to execute
organic search work

Expert level knowledge and
training in search, high
commitment to learning
and staying current or
cutting edge

Always built in and
prioritized

Always included, always
planned, search helps inform
brand and campaign goals
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TO HNOWN WHERE
YOU'RE COING.
YOU MUST HNON

Before you can know how to get where you want to go,
you need to know where you are. It's important to under-
stand where the organization stands and then where you
need to be in the future. Going through the quantitative
exercise of diagnosing their maturity can help everyone
align on where to start.

You can use a survey to assess factors like leadership
alignment to the value of search, employee availability and
involvement, knowledge and training, process and
standardization, their culture (or lack thereof) of
data-driven problem-solving and continuous improve-
ment, and even budget.

This should be a deeper exercise than simply punching
numbers into a spreadsheet, and it should not be a
one-sided assessment. Instead, ask several relevant people
at multiple levels and disciplines across the organization to
participate. Outcomes are richer when incorporating
perspective from others at various points in the process.

WHERE YOU ARE.
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HOW TO USE THE SURVEY

-

SCORECARD TO DIACNOSE
ORCANIZATIONAL SEARCH
MATURITY

ONE

Distribute Surveys -

Distribute surveys to relevant stakeholders of the internal
team. ldeally, these individuals serve at a variety of levels
at the company and work in a variety of roles relevant to
the organic search practice. These could include CEOQ,
CMO, Marketing VPs and directors, digital marketing
coordinators, and in-house SEO:s. If the brand works with
an agency, it may make sense to also distribute surveys to
those partners. Again, these individuals should serve at a
variety of levels at the agency and occupy a mix of roles
relevant to the organic search practice. These could
include digital marketing coordinators, client engagement
specialists, analysts, digital copywriters, or SEO practi-
tioners.

THREE

Evaluate Open-ended Responses -

The richest learnings come from the open text responses
within each category. These often provide context and
insights the numbers alone cannot reveal. For example, we
learned in one client’s maturity assessment that there was
great discontent at the practitioner level around the
amount of resources and talent needed, but not provided,
to support a search program. In another, we learned that
there was territorialism and conflict around the develop-
ment of content. Anonymous quotes have been eye
opening when we present our findings to executives.

THO

Collect and Score the Surveys -

Assign a point value of 1, 2, 3, 4, or 5 to the responses
from left to right in the scorecard. Average the points to
get a final score for each. (For example, if five client
stakeholders score their SEO process and procedure as 3,
4, 2, 3, 3 respectively, the average score is 3 for that
criteria.) Assess the brand’s organic search program
maturity across all criteria in an aggregate sum, but also
examine how the brand performs for each of the five key
criteria. | also recommend sorting scores by question from
highest to lowest and looking for patterns in the
highest-rated and lowest-rated items.

FOUR

Recommend Areas to Focus -

Do not simply throw an exhaustive list of potential
activities over the fence. Instead, recommend the most
impactful area the brand should focus on in the upcoming
year. Should they hone their efforts on developing and
implementing processes? Should they undergo an internal
educational campaign? Then, recommend specific
activities that will advance the organization in that area. If
internal buy-in is their main challenge, perhaps they
should focus on sending regular updates to the organiza-
tion about their initiatives and progress, develop case
studies regularly to prove out successes and learnings, and
create a measurement framework to prove the value and
impact of their efforts.



CHOOSINC
WHERE TO
START

The goal of this maturity assessment is to determine
where to aim and where to start. This means finding the
brand’s strengths to capitalize upon, areas of competence
that can be strengthened, weaknesses to improve upon,
agreeing on areas to focus, and finally, how to get started
tackling change together.

For a brand that is starting on the low end of the maturity
scale, it is unrealistic to expect that they have connected
all the dots between important stakeholders, that they
have a clearly defined and repeatable process, and that
their search program is a well-oiled machine. You must
work together to solve underlying problems — like a lack
of knowledge or adequate personnel — first, or you will
struggle to get buy-in for the work or the resources to get
it done.

Imagine a brand that is advanced in some areas, like
process, planning, and capacity, but weaker in others, like
knowledge and capacity. This might suggest that you need
to focus efforts on an educational campaign to help the
client prioritize the work and fit it into a busy queue.

For a brand that is already advanced across the board, your
role instead may be to keep the machine running while
also helping them spot areas to optimize, so they can keep
iterating and perfecting the process. This client might also
be ready for more advanced search strategies and tactical
recommendations, or perhaps more robust integrations
across additional disciplines.

[HEATHER PHYSIOC]

ONE FOOT
IN FRONT
OF THE OTHER

It’s rare that we overhaul everything and see a 180-degree
change overnight. We tweak, test, learn, and iterate. A
maturity model is a continuum, and brands must evolve
from one step to the next. Skipping levels is not an option.
Some may also call this a crawl-walk-run approach.

Your goal as their trusted search advisor is not to help
them leap from Stage 2 to Stage 5. Instead, focus your
efforts on how the brand can grow to the next stage over
the next 12 months. As they progress up the maturity
model, the length of time it takes to unlock the next level
may grow longer than the phase before it.

Even when an organization reaches Stage 5, your work is
not done. Master-level organizations continue to refine
and optimize their processes and capabilities.




ARTICLE - No. 3

SEARCH MATURITY

Year 1

INITIAL

At this stage, the company’s
application of search may be
nonexistent, unstable, or
uncontrolled. There may be rare
and small SEO efforts, but they
are entirely ad hoc and
inconsistent and retrofitted to the
work after the fact, at best. They
tend to lack any discernible goal
orientation. If SEO exists, it is
disconnected from larger goals
and not integrated with any other
practices across the organization.
The brand may be just beginning
the search practice for the first
time.

REPEATABLE

These organizations are at least
doing some search basics, though
there is no rigorous use or
enforcement of it. It is very
reactive and in the moment while
projects are being implemented; it
is rarely planned, and often SEO
is applied as an afterthought. They
are executing only in the moment,
or when it’s too late to do the
highest-caliber search work, but
they are making an effort. SEO
efforts may be loosely aimed at
goals, but it is unlikely to be tied
to larger business objectives.
(Most of my client relationships
have started here.)

Year 2
#BRAND

DEFINED

These organizations have begun
documenting processes and are
satisfactorily competent in search.
They have minimum standards for
search best practices and process
is developing. Many people inside
and outside the organization
understand that search is
important and are taking steps to
integrate. There is a clear search
strategy that aligns to
organizational goals and processes.
Search planning happens prior to
activating projects.
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[HEATHER PHYSIOC]

THERE IS NO FINISH LINE
TO SEARCH MATURITY

There is a French culinary phrase, “mise en place,” that
refers to having everything you need — ingredients, tools,
a recipe — in place to cook most successfully. There are
several key ingredients to any successful project
implementation: buy-in, process, knowledge and skills,
capacity, planning, and more.

As your brand evolves up the maturity curve, you will feel
a transition from thinking about search only once a project
is sliding off the rails, to including these recommendations
real-time and reactively, to anticipating these before
every project and doing your due diligence to come
prepared. A brand can move from non-existent search to

SEO becoming a part of their DNA.

5

It is important to revisit the maturity model discussion
periodically — at least annually — to level set and realign
with the organization. Conducting this exercise again can
remind us to pause and reflect on all we have accomplished
since the first scoring. It can also reenergize stakeholders
to make even more progress in the upcoming year.

00l
e
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Give Heather and the VMLY&R crew a follow

on Twitter for more on search maturity:

(@HeatherPhysioc and @VMLYR
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ASSES

This survey aims to uncover the strengths, weaknesses,

and opportunities of the brand’s organic search program.
The survey intentionally seeks the perspective of people
at different levels in different disciplines across the orga-
nization to get a robust picture of the organization’s
search maturity. Answer each question honestly and to
the best of your ability. Additional context, observa-
tions, questions, comments, and suggestions in the
open-ended text field are welcome and encouraged.



RCH MATURITY

PROCESS + This section intends to uncover whether documented,
DOCUMENTATION repeatable processes for inclusion of organic search exist.

R H N c E 1 . s 1 (Lowest/Strongly Disagree) to 5 (Highest/Strongly Agree)

with “l don’t know” as a 6th option.

STATEMENTS

I am aware of my organization’s SEO policy and best practices.

My organization’s SEO policies and best practices are well documented.

I know what types of projects | should engage an SEO resource for.

I know when, on a project timeline, to bring in an SEO resource.

We consistently optimize content for search engines before it is published.
I know when major website updates are happening.

I know where to find a log of changes that happened to the website.

OO0OoO0OoOooao

I hear about the outcomes, results, or performance of SEO projects.
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PERSONNEL.
RESOURCINC +
INTECRATION

RANCE 1-5

STATEMENTS

KNOWLEDCE +
LEARNINC

RANCE 1-5

STATEMENTS

This section aims to uncover whether the necessary talent,
resources, and integration exist to implement organic
search successfully.

1 (Lowest/Strongly Disagree) to 5 (Highest/Strongly
Agree) with “I don’t know” as a 6th option.

OO0O0000000

We have a dedicated point person who owns and facilitates the SEO relationship.

I know who to go to for SEO data, industry information, or project requests.

I regularly reach out to my SEO expert for information and/or work closely with them.

Our organization has dedicated resources to implement SEO recommendations.

I know who to go to request a change to the website.

I know who to go to when | need digital content written for the website, a social post, an email, etc.
I know who to go to for a data request or a report on site performance and trends.

I know where to find a content calendar to stay in the loop on content creation.

I know our organization has a content calendar that includes campaign content, website content, and
other digital content.

Search is a constantly evolving field, so this section aims to
assess the current state of your company’s knowledge about
search and aptitude for staying current in the field.

1 (Lowest/Strongly Disagree) to 5 (Highest/Strongly
Agree) with “I don’t know” as a 6th option.

OO0O0000

| feel confident in my personal level of knowledge about SEO.

| want to know more about SEO and how it affects my role at the organization.

Our organization has a strong understanding of SEO and its value.

Our organization is interested and invested in staying on the cutting edge of marketing trends.
Our organization is interested and invested in learning more about the evolving search industry.

Our organization has adequate resources to stay flexible and adapt to a rapidly-changing
digital environment.



This section aims to assess your company’s current ability to prioritize
organic search work against competing demands and allocate appro-
priate resources appropriately to complete the work.

1 (Lowest/Strongly Disagree) to 5 (Highest/Strongly
Agree) with “l don’t know” as a 6th option.

Our organization is able to prioritize competing marketing demands.

SEO is an important priority for our organization.

SEO is an important priority for my division in the organization.

We dedicate the right amount of attention and budget to marketing.

We dedicate the right amount of attention and budget to search.

We allocate the right amount of personnel to make search successful.

When dealing with resource constraints, we weigh the impact of our options to
prioritize which efforts come first.

This section aims to understand how well SEO is aligned to
big-picture business goals and whether search efforts are
proactively planned, reactive, or non-existent.

1 (Lowest/Strongly Disagree) to 5 (Highest/Strongly
Agree) with “I don’t know” as a 6th option.

| am aware of my organization’s SEO goals.

SEO goals match our organization’s larger business objectives.

SEO goals match my business unit or discipline’s business objectives.
Our organization has a clear SEO measurement in place.

SEO is consistently consulted when making website changes.

SEO is consistently consulted when creating online content (written or multimedia).
SEO is consistently included in marketing efforts and campaigns.

SEO is consistently included in technical, website, and CMS decisions.
We use search data to inform content creation.

We use search data to inform marketing decisions.

We regularly use search data to measure the success of website initiatives.

We regularly use search data to measure the success of content creation.



“One of the most interesting things
about SEO and PPC is that they’re
both competing for the same
thing — a searcher’s click — in
significantly different ways. When
teams use that to their advantage,
they can dominate asearch results
page by securing listings inmultiple
high profile areas. After all, two

listings are better than one, right2"

Article No. 1







nto one, Michael King recently
cy, iPullRank. Mike consults with

including brands ranging from SAP,
C, SanDisk, General Mills, and FTD, to a laundry

Il businesses.

Mike has held previous roles as Marketing Director, Developer, and
tactical SEO expert at multinational agencies such as Publicis Modem and
Razorfish. Effortlessly leaning on his background as an independent
hip-hop musician, Mike King is a dynamic speaker who is called upon to
contribute to conferences and blogs all over the world.

HOW DID YOU GET YOUR

START IN SEO?

| used to make music for a living. Then | got
into a bicycle accident in 2006. This was
pre-Obamacare, and as an independent
rapper, you don’t get health insurance. So |
needed to get a job to pay my medical bills.
The first place to hire me was an SEO
agency because of my web-development

background.

At that point, | just looked at SEO as a job.
It wasn’t until 4-5 years later, when |
stopped making music as my primary thing
in life, that | started to get more involved in
the community and thought leadership.
From there, | eventually landed on starting
my own agency, iPullRank. As of August

11th, we're six years old!

HOW DO YOU FEEL ABOUT THE
FUTURE OF SEO? WHERE IS THE
INDUSTRY HEADED?

As of late, | feel great about it. For a few
years, | was a bit bored because it was the
same stuff over and over, but in the past
two years | have been continually
impressed with the things that have come

from technical SEO thought leaders.

It's awesome to see people embracing
more technical possibilities these days.
Software in the SEO space has more
maturing to do to get closer to parity with
Google. In the meantime, there have been
some very smart and clever people in the
SEO space that have filled the gap by
writing and sharing scripts that help them
do the things that our software should be
able to do natively.

Google itself is looking at more ways to be
predictive and account for implicit signals
that users give through their behaviors and
features. We're working toward a world
where Google tells you, as you're walking
by a store, whether an item that you put in
your shopping cart is in stock or not. |
appreciate that SEOs are beginning to
catch up to performing detailed analysis
that help us optimize towards those
futuristic use cases as well.




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?

There needs to be a shift in mindset about
the organic search channel. Stop treating
SEO as an isolated incident or something
you do after you do everything else. It
needs to be considered a business
requirement.

If you bake the SEO considerations into
your broader marketing mix and have
your technical and content requirements
reflect it from the outset, you won’t have

to “do SEO.”

There is no such thing as “SEO content.”
There is only content that is written for
people that also meets the expectations
of search engines. There is no “SEO
optimizing” the site. There’s just building
the site and its content to account for all
the business requirements which includes
the technical elements and content
promotion efforts required to rank in
organic search.

IF YOU COULD CLEAR UP ONE
COMMON MISCONCEPTION
ABOUT SEO, WHAT WOULD IT BE?
SEO doesn’t take six months to see results.
It takes six months for a business to do all
the things it needs to.dosinsorder to see
results. Unless youre “doing " something
wrong from a technical perspective,
Google can pick up changes you've made

lightning fast.

(QILIIENTS

WHATISTHEBIGGEST SHIFT OR
CHANGE YOU'VE SEEN IN SEO
OVERTHE COURSE OF THIS YEAR
AND WHAT SHOULD SEOs BE
DOING TO PREPARE FOR THE
FUTURE?

It's hard to say that I've observed
significant shifts in SEO aside from more
and more people leveraging machine
learning and natural language processing
techniques. This year has largely been
about survival for everyone, so the
innovations have not been so much a
function of algorithm updates. It’s been
more that people have had more time to
come up with new ideas of things that
they can do, and there is more of a
feedback loop because more people are
actually doing technical things that are
being talked about.

SEOs should be prepared for an
onslaught of content at scale on the back
of the dramatic improvement to natural
language generation tools like GPT-3.
When everyone can generate optimized
copy for every single page on their
website, what are going to be the things
that help differentiate your site in the
eyes of Google?

FORSOMEONE BEGINNING THEIR
CAREERIN'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 at in your
career, you will learn more by starting a
blog or building an e-commerce site and
attempting to monetize it than you will
from reading any blog or book. If that’s not
an option, look for the key people blogging
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.

YOU HAD A VERY UNIQUE
APPROACH TO YOUR MOZCON
PRESENTATION THIS YEAR —
CREATING A MOVIE. HOW DID
YOU COME UP WITH THE IDEATO
CREATE AN ANIMATED FILM AND
WHAT WENT INTO THE CREATION
PROCESS?

“Runtime” was definitely a team effort.
MozCon is the Superbowl of SEO
conferences, so | always try to bring
something special. | was
disappointed when they had to go virtual
and prerecorded, but then | realized that

initially

it created an opportunity to do something
different, fun, and potentially game
changing. So | sat down with my team and
said, “Let’s maximize this medium and
make a movie.”

Originally, the MozCon team was going
to do a circus/carnival theme for the
conference. Ultimately, they didn’t end
up using that, probably because of the
need to pivot the way they deployed the
event. We'd keyed in on and wanted to
use this three-ring-circus concept.

Design Lead Melissa Fernandez came up
with three different visual concepts. We
moved forward with the one that would
take the most effort because it was the
one that we were excited about. Then |
wrote the script with some help from
Content Strategy Lead Fajr Muhammad.
Then, Office Manager Neferkara Aaron
and | recorded the voice acting. Melissa
did the

illustrations. | captured the screen

storyboarding and  the

recordings. Then Melvin Espinal did the
core editing work. We also got some help
from a few awesome freelance animators
because we were in a time crunch. Also,
Neferkara sang the intro song over a track
from Kenta Insense. The rest of the film
was scored by Anwar Sabreen, and all the
sound design was done by Alex Minor.

We did the whole thing very fast; | think
three to four weeks from end to end.
That’s pretty incredible considering that
it's a 30+ minute film. We were incredibly
proud of how it came out. I'd encourage
everyone reading this to check it out at

https://ipullrank.com/runtime.
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“As the volume of image results

continues to grow in SERPs,
optimizing image file size, file
names, alt text, titles, meta
descriptions, and captions are
becoming significantly more
important. However, on-page
SEO is not only necessary for
search engines to understand
and display the right content to
your audience, it is also crucial for
accessibility. For this reason,
marketers should always think
about the user first.”






AAAAAAAAAAAA







ARE THEY GOING
TO BUTT HEADS?

So first, let’s clear up a bit of misconception about SEO vs.
PPC and them butting heads. (I know, | wrote this, so I'm
actually clearing up my own words.) SEO and PPC can
and do get in the way of each other, but this isn’t necessar-
ily a bad thing even if it looks that way at first.

Let’s say you're ranking in organic position one for your
brand name, but your competitor is bidding on that
keyword and shows up first in the ads. With PPC, you can
create a name campaign and bid on your name to start
ranking number one in the ads for that keyword.

By owning the number one ad position and the number
one organic position, you are setting your website up for
success, and this is obviously the right thing to do. But,
because the organic position is below the ad, you're going
to see a lot less organic traffic to your homepage. This is
not a bad thing at all, but it is going to look like a traffic
drop to a page on your website, which can be scary. This is
where SEO and PPC can butt heads and step on toes, but

ultimately it is not a negative factor for your site.




CAN ThHEY WORK

TOGET R

SEO & PPC can work

together by avoiding each
other and targeting unique
keywords. This'is a bit indirect,
but it is generally a solid way
to get as much SERP
authority as possible.

(14

ER?

There is also the more
controversial route of

priming the pump,” as some
say. This is where you create

a landing page, put some PPC
money behind it, and hope that
it results in an organic boom
when you eventually direct
that money elsewhere. We have
run tests like this in the past
and have found that when that
money is turned off, page
momentum does not continue.
If that page does perform
organically, it is often for a
different set of keywords than
the original paid keyword. This
kind of proves the disconnect
between the organic algorithm

and the paid algorithm.
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" Like we said above, PPC has more of ani medlate impact.
" When partners turned on PPC in th’ﬁrst month they saw
an mcrease of 27 addltlonal convegsions. That is an example

s that SEO just can’t
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[CONNOR/BERT]

SO WHAT S THE
CONCLUSION?

eak it down, there are clearly benefits to both prac-
aving it at that is the easy way out. PPC has that
act that SEO can’t have. It also allows for a
ompetitiveness as you can target names

_competitors are targeting.

e g
e

ial to give you the long

an’t unless you payiian,extraordingz
rey. SEO traffic tends to convert at ath gt

e ads si can’t replicate the. e-xp -". Fa ™,
customer’s natural discovery of your b*ne ' Tl

PWsers will |
become more savvy, and they’ll be able to tell when an ad is

an ad, meaning SEO traffic will have a higher natural value
than PPC trafhc.

As we discussed above, these two channels are typically tar-
geting different users at different stages of the buying
funnel. So while companies tend to prioritize one over the
other, there truly is a benefit to having both since compa-
nies can see drastic increases in both channels when run-
ning concurrently. But like we said, SEQ just has the bigger

ROI when done correctly over time.

To see more of both Connor and Bert entering the ring of ~ Connor’s Twitter: (@BonamConnor
SEO, give them a follow on Twitter and LinkedIn: Bert’s LinkedIn: linkedin.com/in/robert-berousek-325a0154/

]
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“It is NOT about trying to write for
search engines. It is about writing
for users but with search engines
in mind. lt is all about giving your
content a greater level of topical

depth and breadth -

no matter who reads it."
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Going into this year, who would have guessed what was to
come. | don’t think | need to list out why 2020 has been wild.
People and businesses alike have felt their share of impact and
have made huge strides to adapt to a new norm. If part of your
SEO or online marketing strategy includes building worth-
while links — which requires good, manual outreach — you

may find yourself asking, “What changes should | make to my

outreach campaign?”

WELL, 'M HERE T2 TELL YU THAT
YU SHQULDN'T HAVE T2 MAKE ANY
CHANGES....

IF YSU'RE DQING IT RIGHT.

Google wants people to have the best-informed search possi-
ble. Real links are an important part of that process. Real links
come from people, and effective communication with people
is how you secure quality links. No matter the type of links
you're looking to build, your outreach will play a major part in
your success or failure to convert. Great email outreach is
time consuming, thoughtful, and requires research, intent-
ness, and perlustration. It sometimes feels like drudge work.

And let’s not forget the social skills, influence, and salesman-

ship that can really push your outreach over the finish line.
2020 is hard enough. Don’t let your outreach campaigns be chal-

|enging as well. I'm going to cover the essential outreach basics

that can help you remain successful during and after a pandemic. ‘

74



First things first: This may seem obvious, but in my experience,
if you can’t summarize in one sentence what your business, the
product you're selling, or the article/guide you are putting out
there is about, your chances of having a successful email
campaign will be pretty low. You must understand the unique
value of what you are bringing to the table, since this will
inherently help you persuade a person to add a link to your
website. Remember, you are asking a person you don’t know to
do you a favor, seemingly for nothing tangible in return.

Similarly to understanding your website, you should also keep
your target audience/buyer personas in mind. Fully compre-
hending the traits of these groups can help you identify and
speak to what they value. Successful outreach campaigns
naturally pair up a business or product with a webpage/website
that has similar values. If the asset my client is pushing is about
resources for women in business, my online audience should
inherently already find value in that topic.

Obyviously, you can’t send emails if you don’t have a list of
websites/people to email. And organization is key. When you
begin a campaign, you should know how you’re going to central-
ize everything pertaining to your link building project (websites,
contact information, email, etc.). While you can use Google
Docs and Sheets to do this, | recommend only using it for a small
campaign; a high-output campaign will be difficult to manage
and requires an outreach tool (such as Buzzstream or Pitchbox).

Once you know how you're going to manage everything, you can
begin finding and identifying relevant, authoritative websites.
There are many ways to find target websites, but two of the most
common methods are to comb through a competitor’s backlinks
and find which ones are also relevant to you, or specify exactly what
types of pages you are looking for using Boolean searches in Google.

Vetting websites for relevancy and authority are vital for ensuring
you are building future-proof links to your website. A link you
build today should be able to exist on that page and be relevant for
the long term. It is important to spend the time, upfront, being
thorough with your prospecting to make sure you are pursuing the
best links. Given how time consuming outreach can be, you want
to make sure you aren’t wasting precious hours reaching out to
less-than-desirable or unlikely-to-convert websites.

At Page One Power, we evaluate a wide variety of link metrics to
help assess the quality of a potential link. Some questions we ask
when evaluating prospective targets:

* Does it make sense for my link to exist on this page?
* Does this page include links that are spammy or irrelevant?
* Has this website been updated recently?

* Does this website have positive metrics from key SEO tools

such as Majestic SEO, Moz, SEMRush, or others?

[DANICA BARNACK]

As you find potential prospects, be sure to simultaneously
document important information about those targets within your
outreach list, because you'll need that information later. Not
notating it now only means you'll have to waste precious time
searching for that information again in the future, causing you to
have to double up on your work. Information you should track
includes contact name(s), their email(s), the company/website
they represent, and any information pertaining to previous messag-
es or contact that you've had with that website or individual.

During the craziness that is 2020, it is even more important to
understand the situations of the people you are trying to contact.
Have they changed business hours? Have they had to lay off
employees? Are they receiving community help? Recognizing
how they have been impacted — or are still being impacted — can
help you decide how to approach them when you begin emailing.

One thing | try to impress upon my employees is the importance
of sending outreach that they, themselves, would be alright
receiving. Think about the spam emails you receive in your
inbox. | get 10+ emails a day that include bad formatting, poor
grammar, misspellings of my name, amongst other things that
cause me to roll my eyes and immediately move on. Don’t make
the same mistakes.

Another motto that can seriously inform your outreach and give
you a good gut check: “If you wouldn’t say it in person, don’t
send it in an email.”

At the end of the day, you should never send out an email that
you also wouldn’t be alright opening, reading, and responding to.
This is especially true in a world where people’s lives have been
flipped upside down, stress levels are running high, and people

are just trying to make it through their day healthily and happily.

Each industry is different, but across the board there are general
practices that make for quality, successful outreach.

* Be direct and avoid including excessive information

* Be specific and include key details your contact shouldn’t
need to search for

* Highlight the benefits of your business, product, or resource
* Avoid being too pushy, too personal, or spammy
* Use intention with the URLs or wording you use

Be personable and courteous towards the person you're
reaching out to

* Think of this as building relationships instead of just
building links

Be editorial and avoid grammar and spelling mistakes



ARTICLE - No. 5

C2MPSNENTS ©oF
AN INITIAL EMAIL

Proper Address and Addressee - This is the person you are
mailing — a webmaster, an editor, a club owner, a secretary, the
list goes on. Even though the content of your email may differ
depending on who you are contacting, using the correct email
address ensures your email will end up in the right hands, and
addressing the contact (or website if there is no singular individ-
ual to contact) by name shows respect.

Clear Subject Line - This should be as specific and simple as
possible. Not only is it the very first thing a person will see in
their inbox, compelling them to either click to open or move it to
the spam folder, but it should also inform them about what and
why you are emailing.

Message Clarity and Brevity - The information and ask you
include in your email should be succinct, easy to understand,
and readable. You should be able to clearly explain why your
service or resource should exist on the page or website your
contact manages. You're asking someone to take time out of
their day, so make it easy for them. Long paragraphs are unnec-
essary, and if you need a tl;dr, you aren’t doing it right.

Call to Action (CTA) - There are a few different CTAs you should
include in your outreach. First and foremost, you should start
with the request you’re emailing them for in the first place: a
link. If you don’t ask directly, they may miss what you want them
to do. An additional CTA that can and should be included in your
email is to prompt your contact to act, whether that’s emailing
you for more information, passing your request along to a more
appropriate contact, etc.

Signature - To conclude your email, you should include a proper
signature along with your contact information and role. Your
email signature should list out the methods someone can contact
you and demonstrate that you are a real person.

FeLLeW UP EMAILS

These are important. Most responses we receive are to our
follow-up emails. A follow-up email should include the same
information as your initial email, likely in a more concise
manner. Instead of including a well-thought-out description,
you might ask them if they received your previous email. Instead
of a CTA prompting them to ask you any questions they may
have, you might include your initial email and ask them to read
through that.

Sending follow-up emails is an art. How quickly should you send
a followup? And to who? Are you spamming them? Do you send
a followup when they’ve read your email and have failed to
respond?

Our team typically sends no more than 2 or 3 follow-up emails
(One initial email plus the follow-ups: 3-4 emails in total.) and
sends them between 3-7 business days after a previous email. An
entire round of emailing (an initial email, followup email #1, and
followup email #2) will likely take place over the course of 2-3
weeks.

Keep in mind, again, that people’s lives have changed signifi-
cantly, and you must show understanding if things take time. If
someone responds and tells you they’ll put your link up, don’t
message them the very next day because it hasn’t gone live yet.
Additionally, realize that people might not get back to you for
weeks or months. We have had plenty of instances where people
put a link up and let us know weeks after our final email. And
that’s okay.
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Correct(@email.address

Subject: Make it specific and simple

Message:

Good evening Patrick,

My name is Danica, and | work with Cat Memes & Things. When | saw that your pet resources page

was linking to other resources that focus on pet safety, | wanted to share a piece we recently published

called A Guide to Keeping Outdoor Cats and Dogs Safe as a possible addition to your page.

Cat Memes & Things wants to support dog and cat owners who want to give their pets the benefits and
freedom of the outdoors while also keeping their fur babies safe. This guide highlights some of the ways
pet parents can let their animals go outside, best safety practices, and tips. It also offers information
on products, state resources, and additional resources that can help pet owners create a positive and
safe outdoor environment.

Cat Memes & Things shares patricklovespets.com’s common goals about encouraging people and pet
owners to think about not just the physical well being of their cats and dogs, but also their mental
health. For this reason, | believe this guide would be a useful resource to add to your page

| appreciate your consideration and believe this could be of great value to your readers. If you think
it meets the standard of the other excellent resources you provide, we'd be humbled to be included
on your page.

If you have any questions, please reach out and stay safe in these uncertain times.

Signature/Contact Information:
Danica Laurence

Outreach Coordinator
dlaurence(@catmemesandthings.com

Cat Memes & Things

TRACKING RESULTS

So how do you know if you're successful? Obviously, if you're
building links, that’s a good measure of success. But there are
plenty of other things you can check to determine the changes you
may need to make to your outreach campaign. At P1P, we use
Buzzstream which comes with its own handy tracking metrics, but
there are plenty of other tools and apps that can help you manage
and track success metrics. Some things to consider include:

Open rates of emails - Check to see if people are opening your
emails. If people aren’t opening your emails, you might consider
changing your subject line.

Response rates - Know what percentage of people are responding
to your emails. If people are opening your emails but not respond-
ing, you probably need to fine tune your CTAs or spend more time
identifying the best person to contact.

Response types - Are people saying yes to your request? Are they
saying no? Are they asking you to reach out in a few months or
weeks? If you find yourself getting a high number of rejections,
evaluate how you present and describe your business, service, or
resource.




[DANICA BARNACK]
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At the end of the day, quality outreach

SUCCESSFUL
OUTREACH
CAMPAIGNS
REQUIRE
REALNESS

requires time and critical thinking. You'll
never be effective in convincing someone
it’s worthwhile to link to your site if you
can’t communicate with them well. But
fret not, because you can keep your out-
reach campaigns successful during and
after a pandemic by practicing quality
outreach practices all the time! Remem-

ber, you’re emailing another human
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people who listen, offer relatable content,
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“Brands start at all different points

of maturity and knowledge in
relation to search. Even clients
with advanced knowledge may
have organizational challenges that
create barriers to implementing the
work. ldentifying where your client
falls on a maturity curve can help
you tailor communication and
recommendations to meet them
where they are and increase the
likelihood that search will be

implemented successfully.”
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Interestingly, the majority of
SERP features now include an
image, carousel, or video. Search
engines also provide additional
organic opportunities for product
discovery, research, and quick
sales with visuals at the core:
image search, local, shopping,
featured snippets, knowledge
panel, visual search, and even
voice assistants. At the same time,
platforms like Shopify, Pinterest,
Instagram, and Amazon provide
data-syncing integrations to make
it easier for brands of all sizes to
sell online. How do you adapt your
strategy to take advantage of all
of these surfaces while improving
the customer experience and
generating ROI? Through image

optimization, of course.

34

Create Visual
Content
Guidelines

Align images with objectives at each stage of your shopper
journey. Where discovery calls for lifestyle images, those used
for purchase decisions should be product focused. On the flip
side, when engaging customers, educational, entertaining and
cause-oriented content is more effective.

Category pages should contain lifestyle images showing the
product in the wild. When customers see a person using or
wearing a product, it can help them imagine themselves using it.
And including additional related products can potentially
increase average order value (AOV).

For blog posts, articles, and news pieces, it’s best to utilize images
that add value which helps the audience visualize the contentand
keeps them engaged. This content can be useful for customers in
both the discovery and research phases. Sharing this content on
social media with a compelling story or question is an excellent
way to drive engagement.

Customers rely heavily on product images before buying
anything online. According to a Field Agent study, 83% of US
smartphone users surveyed found product images to be very
influential when making purchase decisions.

* Product images should be on-brand and clutter free with a
clear focal point. Products should be in the foreground and
unobstructed.

* Product pages should include multiple angles of each
product so that customers can adequately evaluate before
buying. Depending on the product, adding a 360° video or
3D model is a plus. If augmented reality is beyond your
budget, size.link is a great alternative to help shoppers
visualize the size of a product in their space.

Keep an eye on referral traffic, new/returning users, and whether
additional products on a page resulted in increased AOV. Includ-
ing feedback forms at different stages of the shopper journey can
also help you collect data at the customer level to improve your
visual strategy.




Be Conscious
Of Diversity &

Inclusion

Many eCommerce brands do not recognize the value of diversity
in their marketing. When customers are shopping online, they
imagine themselves using (or wearing) products before making
decisions. If every model is a young, slim, white woman or a fit,
white man with a beard, does that accurately represent a brand’s
consumers? Chances are, not at all. In today’s world, representa-
tion of BIPOC, BAME, LGBTQ), and different body types of
varied ages and genders is paramount. And content should be
accessible for all (more on that later).

“Only 9% of Americans say they feel represented in the advertis-
ing they see.” - Global Web Index, USA Q2 2020

Smaller brands and entrepreneurs may rely extensively on stock
photos and illustrations due to budget and resource constraints.
But many image banks do not prioritize diversity. Although some
have created dedicated image collections (hopefully as a starting
point) while others are completely specialized, it would be ideal
to see image banks with diversity portrayed throughout their
entire catalogues. (I hope to see this in the not-so-distant
future!)

Choose images that are not overused and that tie in with your
visual content guidelines whenever possible. Then, edit them to
make them unique.

Selecting and adapting photos can seem labor intensive. At the
outset, use channel data to determine your best-selling items,
highest converting pages, and pages with high bounce rates. Use
this data to prioritize which pages to rework. Then compare
original data with results to measure success.

* wocintechchat on Flickr

* nappy.co

¢ genderphotos.vice.com

* blackillustrations.com

» createherstock.com

*  pexels.com

* unsplash.com

* ukblacktech.com/stockphotos/

tetraimages.com (blend collection)

[JOELLE IRVINE]

Research
Queries, Topics,

& Trends

Think beyond keywords (and long-tail keywords!). Searchers use
natural language in their queries. The copy should be conversa-
tional and relatable. Also, consider this when selecting images
and writing supporting text. Think about the questions your
customers would ask, as well as relevant topics and trends.

*  What problem does the product solve?

+  What questions do your customers ask about the product
before deciding on the brand?

*+ Does the product come in different sizes, colors, etc.?

*  What are your products’ or brand’s Unique Selling Propo-
sitions (USPs), and how can you showcase them to stand
out? (i.e. free shipping, local, handmade, organic, cruelty

free, sustainable, cause supporting)

Think of images as answers to the above questions. If someone
asked, “What are those curtains made of?” The text may say
linen, but a close-up photo or video will help them make an
informed decision. Other questions like “Will light shine through
these curtains?” can have subjective answers. Visuals provide
more accurate representations so that customers are satisfied
when they receive their orders, which means fewer returns.

Stay informed on the latest topics and trends to make sure your
visuals are relevant using the following tools:

* Answer the Public

*  BuzzSumo

*+ Rising Retail Categories by Google
* Google Trends

»  Think With Google

* Google Search Console

*» Pinterest Trend Reports
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On-Page &
Accessibility-
First SEO

As the volume of image results continues to grow in SERPs,
optimizing image file size, file names, alt text, titles, meta
descriptions, and captions are becoming significantly more
important. However, on-page SEO is not only necessary for
search engines to understand and display the right content to
your audience, it is also crucial for accessibility. For this reason,
marketers should always think about the user first.

If you have an existing site, it’s best to start with an audit to
identify the priority and critical issues. Google has several tools
that can help, including Lighthouse Extension, Mobile-Friendly
Test, PageSpeed Insights, and Test My Site. Images are one of the
key culprits for heavy pages that lead to slow load and poor
performance.

Use Screaming Frog to crawl your site to identify duplicate and
missing tags. Create a plan with your Product, SEO, Content,
Design, Development, and Performance teams to ensure
alignment and better results:

* Image file names should be lowercase, separated by
hyphens, and should describe what’s in the image, being as
concise as possible (three to five words).

+ Write Alt Text, Alt Titles, Meta Descriptions, and Captions
for the user using natural language. And describe the
content of the image in the context of the page.

* Image size vs. quality: Compress images without
compromising quality using ‘Save for web’ in Photoshop or
use a tool like Optimizilla. It may be worth exploring the
enabling of caching and compression on your site and
considering the use of a Content Delivery Network (CDN) if

you have a lot of images, and if it makes sense for your site.

* Include all images in your Sitemap and submit to GSC so

that they can be indexed by Google.

* There are several tools that can be used to QA test and
audit sites for accessibility. Using a screen reader app to
navigate through your site using sound can help you narrow
down areas that need improvement.

Heat maps are a useful way to see how users interact with the
elements of each page on your website. This data can be used to
determine the most effective and least effective images on a
page. In Google Analytics, monitor high bounce rates regularly
to reduce missed opportunities. If someone clicks on an image
and leaves immediately, chances are their expectations were not
met, and something needs to be adjusted either in the image or
on the page.

(@)

Create Visual
Content
Guidelines

What would a potential customer be more inclined to click? An
image with a product tag, verification that it is in stock and
reasonably priced, has reliable reviews, and includes free
shipping? Or one with no indication that it is even a product at
all? Chances are the former. Unlike many rich results, rich
product images are where eCommerce brands can benefit from
traffic and potentially quick sales.

Google’s Structured Data Gallery lists supported structured data
categories. For eCommerce sites, several are worth exploring,
depending on goals and the type of content to be marked up.

When implementing structured data, use the Rich Results Test
to ensure there are no errors and minimization warnings on each
page. Then, use the URL inspection tool in Google Search
Console (GSC) to see how the page is displayed. And finally,
check the rich result status report in GSC regularly to monitor
potential errors over time.

Test structured data on small subsets of products before rolling
it out to a full catalogue. The Performance report in GSC shows
how often a page appears as a rich result, how often users click
on it, and the average position of the page in search.

Product Information in
Google Image Search
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Sync
Product
Data

Leverage marketplaces for added visibility, wider audiences,
and opportunities to increase revenue. By providing searchers
with the most up-to-date product information directly on these
platforms, it can facilitate the discovery process, providing an
enhanced user experience and generating quick sales.

Since April, Google has been offering free Shopping listings in
the US (with the plan to expand globally by the end of the year)
for brands that have synced their products with the Google
Merchant Center (GMC). Reach wider audiences by connect-
ing your databases with Instagram Shops, Pinterest Catalogues,
Amazon, and eBay, to name a few.

It’s best to read the guidelines for each specific marketplace or
platform to make sure it’s a good fit. Include as many product
categories as possible to help the algorithms understand the
content and display the best results in search results.

More brands should take advantage of Google’s free Shopping
listings. Currently, when customers do a branded search in the
Shopping tab, if that brand did not sync their products with
GMC, their competitors may benefit. See the example below,
showing a Shopping search for ‘Warby Parker Frames’ and conse-
quent ‘Rayban’ results.

Google Analytics makes it quite easy to monitor traffic that
comes from these marketplaces, clickthroughs to product pages,
and conversions. With eCommerce goals setup, you can also
track related sales revenue and ROI.
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[JOELLE IRVINE]

Get Verified

If your brand or entity has a knowledge panel, claim it. Verifica-
tion helps search engines understand how your brand connects
to everything else related to it in the broader Knowledge Graph,
including images.

In July, Google announced that image search would list related
topics and entities under individual image results. Google uses
deep learning to understand the image and text signals of the
image, merges it with the content from the originating web page,
and then matches it with entities from the Knowledge Graph.
This combination allows users to explore related topics while
demonstrating that Google is continuously expanding, innovat-
ing, and investing in their visual search capabilities.

Google provides verification instructions that are quite easy to
follow. Once claimed, you can “make suggestions” to update
your featured image and content. You may also submit feedback
inaccuracies. For example, if there’s an unrelated brand with a
similar name, you can ask to dissociate it from your entity in the

Knowledge Graph.

A well-known precursor for a Knowledge Panel is a Wikipedia
page. Do not try to write your own Wiki. It goes against their
guidelines, and it will most likely get taken down. If your brand
does not have a panel, allocate some time to sharing news about
your brand and products with reputable third-party sites. These
citations will provide an unbiased Wikipedia editor with sufficient
sources to write a Wiki page for your brand when the time comes.

Meost platforms have a verification badge to help users identify
notable people and entities. Although the guidelines are varied,
the verification process also relies on citations on reputable
third-party sites. However, if you’re interested in selling on
Pinterest, their Verified Merchant Program is worth exploring.
The discovery engine launched this to help shoppers discover and
buy from vetted brands. It’s free to join, makes your brand stand
out, and provides you with access to cool stuff - like data, a shop
tab, and inclusion in shopping experiences.

How to get verified
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Let Joelle know how your online
shopping sprees go on Twitter:
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LOOK HERE

- THAT’'S ONE MORE PAIR OF EYES THAT COULD HAVE SEEN YOUR AD -

FOR MORE INFORMATION ON ADVERTISING WITH PAGES, CONTACT US AT:

INFO@pagesSEOmagazine.com









LINK BUILDING:
FROM BEGINNING TO LAUNCH




“By owning the number one ad
position and the number one
organic position, you are settin
your website up for succes
this is obviously the rig
do. But, because the o |
posntlon Is below the@ad, you're

oing to see af10t Tess organic trafhic

rour homepage. This is not a bad

"-'thmg at all, but it is gomgfo look
like a traFﬁc drop to a page on
your website, which can be scary.
This is where SEO and PPC can
butt heads and step on toes, but
ultimately it is not a negative
factor for your site.”
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With all the time and work that goes into good
SEO, how do you find time for content cre-
ation? Content creation is a major component
of successful SEO, so it’s in your best interest
to figure out how to fit it in between manag-
ing clients, SEO campaigns, and other tasks.

The good news is that you may already be doing most of the work. All
you need to do is recycle your daily activities.

Quality content is all about producing intuitive and useful information,
right? With some creative repurposing, you can boost your efforts by
using your routine tasks as the basis for creating content people can’t
get enough of.

When | say routine tasks, | mean things like email updates and metrics
explanations — anything you do on a regular basis — and turned into
practical materials like guides, blogs, and other saucy goodness. Sudden-
ly, your productivity has doubled — all without having to slow down or
reinvent the wheel.
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If so, | bet you found you wrote a lot of monthly SEO reports, or spent
hours upon hours on the phone or in meetings with clients, explaining all
about the metrics, what they mean, and why you are so proud of them.

Maybe you draw sketches, develop wireframes, turn ideas into layouts all
day long. | have been there myself. In fact, | remember a time | spent at
least six hours in a YouTube rabbit hole, watching timelapses of different
builds — all to get the know-how to do the builds myself.

You'd think that those who manage other people’s time would be com-
pletely on top of their own time management. In reality, it’s a struggle to
successfully maintain both. Or maybe you do have the time to focus on
your own management, but by the end of the day you are so burnt out you
have nothing left in the tank, leaving you to push the work off until to-
morrow — only to not get to it at all. Believe me, | know how this happens,
because | am arguably the best (worst?) procrastinator, having 30 years
experience under my belt. (I did, in fact, start training to be a procrastina-
tion master the day | was born.) But, in all seriousness, lack of time and/or
procrastination shouldn’t be a deal breaker. There is always something
you already do that can be turned into awesome, shareable content.
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THE
ESPRESSO
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BUT WHY?

s FREE WEBSITE TRAFFIC
 EFFICIENT TIME MANAGEMENT
- FAST IDEA GENERATION

« FREE COOKIES

Well, maybe no cookies. It’d be nice though...

In the SEO world, we say, “Content is king!” | think it
should be said, “Great, quality content is king!” But,
well, that’s just not as catchy.

What matters most in business? Sales. Where do sales
come from in the internet marketing world? Online
leads. Where do leads come from? Website visits.
Without having any substance, there is no way your
website will rank, and therefore, you'll have no website
visits. In order to create content, you need content
ideas which can take a lot of extra time — time which,

debatably, none of us have. The “Espresso Process”
takes care of that. No need to reinvent the wheel, just
blueprint and sell it.

By the way, are you still thinking about free cookies? |
know | am.
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the
ESSENCE.

eMail

If you've ever gotten carried away with an email —
answering a client’s question or providing a detailed
breakdown with screenshots and formatting and the
whole ordeal — you might as well turn this into an
article, a blog post, or a guide.

Even incredibly specific information, so long as it’s not
proprietary for the client, can be valuable and fill a
useful niche. You've already done the work, and people
don’t typically return to emails once they’ve been sent
and resolved.

It’s perfect for a written piece as you've already got the
related screenshots and notes, and it’'s most likely
written in a business tone. If it’s a topic you speak about
frequently, you can even file it away as a reference
guide, something that will save you time in the future.
Instead of repeating yourself and writing a whole new
email every single time, just refer them to your
website. Simple and efficient.

If you find yourself answering the same questions again
and again, turn the answers into an FAQ and make life
easier for yourself. If you've already answered the
question over email, on the phone or in person, just
write it down already (or maybe make a little video),
and there you haveJohnny another traffic-generating
material.

You'll have a continuously-growing piece of content,
and you can spend less time answering the same
questions over and over. That’s a 2-in-1, my friend!
That’s almost as good as creamer and sugar — all in the
same packet.

Well, here we are at the end of the road. Full of “Espres-
so0” and make-believe cookies. Let’s get to business.

“How, oh how, can | recycle my work?,” you ask.
“Please, master, put me on the true path,” you fervent-
ly supplicate (my editor told me to use these words — |
don’t even even know if they are real), presenting the
gift of cookies.

No worries, Padawan, | will show you some activities we
find very useful to do every day in order to help us
recycle at the office.

When you give sales presentations, you are often
presenting data that can be applied more universally.
As long as you aren’t revealing confidential informa-
tion, you should record your presentation to get more
out of it. Put the video on your YouTube channel, blog,
or website, and suddenly you have an excellent sales

tool working for you 24 hours a day.

Phone
Conversations

People often overlook phone conversations as a source
of useful information. You might be articulating an idea
or explaining a concept really well, so record it if you
can.

Later, you can transcribe the call and use it for a blog
post that covers the subject, or you might just want to
insert the audio clips themselves into a podcast to save
time and make the most out of your phone call.

If you're getting on stage, chances are you have
something worthwhile to say. That information will
most likely be useful for people even if they’re not at
the same event, so whip that camera out, and put on
the best show.

You can use the transcript for a blog or article snippets
or you can upload the video directly to your media page
and expand your audience from a hundred people at the
event to millions of online viewers. Even niche informa-
tion can be really valuable, and you’re already giving the
speech, so why not get that extra bit of value from it?

-




When you set out to learn a new process or figure out a
new tool, you can use that opportunity to share your
exploration with others. Before you start, set up a record-
ing process and create a video of your experience.

Whether you edit the video to highlight successful
discoveries, or leave it unedited to show people what
works and what doesn't, it can serve as a useful guide or
reference for others trying to learn the same thing. Make
the successful attempts into a ‘how to’ series, while
unsuccessful attempts can become the “how not to” vlog.

o

PowerPoint is incredibly common, particularly in the
corporate world. In almost every meeting you attend,
you'll see slides to go over this or that.

If you have a presentation with slides, that means
you've already written and produced a solid piece of
content that can be shared with a larger audience.
Similar to other company-specific content, generalize
the data, remove any private information, and you've
got a ready-made slide show that breaks down some
useful concept or idea in a visually appealing format. It
would feel right at home on websites like SlideShare,
and the like.

[DMITRII KUSTOV]

For some roles, like those held by designers and
developers, it’s natural to take advantage of the tools
available. Share your typical work process as a form of
content, and it will appeal to a wide range of people. All
you have to do is hit ‘record’ on a screen recording
software and work like you normally would.

Timelapse the video, and you've created something
worth watching. This kind of content is incredibly
popular with both specialized and general audiences for
the behind-the-scenes view it offers.

Research is one of the most time-consuming tasks
across all professions, but the information it provides
becomes a rich resource. Chances are, if you benefit
from the work you’ve done, others will too. You can turn
notes and research reports into detailed guides or
downloadables that can be posted on your site for
others to use. You've already done all the work, so why
not get some extra traffic and conversions by turning it
into a valuable resource for others?

All SEO specialists create monthly or regular progress
reports, typically alongside explanations of any abnor-
malities found throughout the month. These reports
often provide clarity for clients, drawing their attention
to both standard and unusual SEO fluctuations or
details.

These reports can shed light on interesting and valuable
ways you've been doing SEO right, or explain why a test
didn’t perform as expected. These become evidence of
what does and does not work for SEO in specific
industries and is considered highly-seekable informa-
tion.

They can easily be turned into a case study to show
potential clients the value of SEO for their business,
while also demonstrating your expertise and depth of
knowledge. Again, it’s prime material for content on
your site, and you're already doing the work every single 1
month.

L6 N
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With a little preparation and the right
mindset, it’s easy to convert almost any
daily task into an incredibly valuable piece
of ready-made content.

Simply record yourself and be mindful of
your process for each task, and you can spin
that out into any number of content pieces
for use across your website. It doesn’t
always have to be perfectly straightforward
either!

Straightforward tasks are great. Turning an
SEO report into a case study is an excellent
and efficient use of your time, but you can
also use your process to explore other areas
where content would be useful.

Say you run into a problem while learning a
new tool. You Google “how to resolve this
problem” and there’s no information, or no
really good articles or answers. That means
there’s space for a guide on how to fix what-
ever problem you’re having.

Just be creative and flexible; you’re creating
content every day. Don’t let it go to waste,
recycle the work!

I’m off to get cookies.
We will see you next time. :)

Follow Dmitrii on Twitter for
more ways to work smarter
not harder, and maybe some
cookies @DigitalSpaceman
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WHAT DO YOU HAVE TO SAY ABOUT SEARCH?

CONTRIBUTE

TO PAGES

PAGES IS A GOT SOME KNOWLEDGE TO DROP ABOUT
RESOURCE LET'S HEAR IT.

PAGES is powered by contributions from those who are passionate about

Fo R D I G I TA L search. Each issue is focused on a different SEQO topic, but always aims to

explain how SEO can benefit a business. We're looking for insightful and
accessible articles that explore the SEO tactics that help us achieve those

MA R K ET E R S benefits, aiding readers in developing a deeper understanding of how

SEO fits into a marketing plan.

w H o WA N T If you've got something you’d like to share about SEO with digital

marketers, let us know!

To L EA R N Visit the PAGES website to view our contributor guidelines, and email us

to pitch your ideas or get more details about upcoming themes:

A B o U T S E o info(@pagesseomagazine.com
°

www.pagesseomagazine.com




FEEL LIKE

YOU'RE
SSIINE

SOMETHING?

If your desk seems a little bare without years past issues of PAGES, don’t worry.

We've got other ways to satisfy your need for SEO knowledge.

Check out these resources online:

Access the archive of back issues

Visit our blog to view past-published articles and exclusive original contents
Stay up-to-date with PAGES news

Learn more about the PAGES mission, and find out how to get involved

VISIT OUR WEBSITE TO STAY UP-TO-DATE ON EVERYTHING PAGES MAGAZINE AND SEO.

108



YEARS + COUNTING

Three years ago, PAGES magazine was

born. Sometimes it feels like just

yesterday; other times, oh so long ago. U P D AT E
Since day one, we've strived to bring

you SEO expertise from the industry’s

most knowledgeable thought leaders. YO U R
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readership and support. We have all
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subscription to offset the actual costs of
printing and mailing each issue. A

digital i ill i ilabl
. cont, but serioutly, weve. abuays (10% SAVINGS)

known PAGES is best read in print.

Don't miss a word in 2021; order your
subscription today!

https://pagesseomag.com/2021subscribe
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Photographer, marketer, and
tinkerer. If he’s not at a
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IG: @benjacobsen
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