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Have you ever been a part of an SEO effort that lacked 
direction or struggled to produce tangible results? 
You’re not alone! 

Many—dare we say, most—SEO efforts struggle to make an 
impact that is meaningful, or even measurable in a way that 
businesses care about. It’s easy to find SEO work to do, but 
way too much “SEO work” is wasted on efforts that don’t make 
an impact. 

But SEO represents a significant opportunity as search 
demand continues to grow across nearly every industry, and 
buyers of all types increasingly rely on search to find products, 
services, and answers. Plus, the cost or ROI of SEO compared 
with other marketing channels is shockingly low, when SEO is 
executed effectively. 

Executives and business owners cannot afford to ignore SEO, 
but there are many hurdles to effective, measurable execution. 
Winning SEO means approaching it with the right framework.

INTRODUCTION

It’s easy to find SEO work to do, but way too
much “SEO work” is wasted on efforts that

don’t make an impact.
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Every Buyer Uses Search

SEO is a different breed of marketing from what most CMOs and marketing firms are used 
to. SEO still makes many marketers uncomfortable. 

Even PPC, while fairly recent in the lifespan of marketing, is really just an updated 
expression of broadcast-era, interruption marketing. SEO is different, and so we have to 
think about measuring its ROI differently as well. 

The gap between SEO and PPC has inspired some to declare that SEO “doesn’t
convert,” but that claim is simply misguided. Sure, poor SEO does not convert, but good 
SEO converts all day and all night. It can even be a business’s most profitable digital 
marketing channel. 

SEO is inarguably a very valuable part of the B2B purchase process:

 81% of B2B purchase cycles start with web search, and 90% of
  buyers say when they are ready to buy, “they’ll find you.” 
 
 71% of B2B marketers use content marketing to generate leads. 

 57% of B2B marketers say SEO has the biggest impact on lead generation.

 When asked what methods they use to find local businesses,
  products, and services, 65% of consumers mention desktop search.

 73% of in-house marketers and 76% of US agencies said SEO provides an  
 excellent or good return on investment. 

 89% of customers begin their buying process with a search engine.

SEO also plays a critical role in consumer purchases:  

And don’t forget local SEO:  

 18% of local smartphone searches led to a purchase within a day compared  
 to 7% on non-local searches. 

 The number of mobile-only Internet users in the U.S. exceeds desktop-only 
 users as of March 2015. 
 
 57% of customers say they won’t recommend a business with a poorly   
 designed mobile site, and 40% have turned to a competitor’s site after a bad  
 mobile experience.
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When monitored and measured properly, the ROI of SEO is very clear. Moz analyzed their 
average cost of client acquisition across all of their marketing channels, and found SEO 
the most efficient (by far) channel for new business:

So Why Do Most SEO Efforts Struggle and Fail?

Stop me if you’ve heard this story before: The SEO team starts with a list of keywords. 
Next, marketers and executives discuss which keywords are important and why— 
a debate that might get feisty. The result might be a short list of keywords, or, if nobody 
can agree, a very, very long list of keywords.

Next, someone creates a report of current rankings, and the questions start flying:  
“Are we using the keyword enough and in the right places? Should we put that keyword 
on the home page? Do we need more links?” The questions seem endless. Advanced 
conversations also start to ask, “Do we need to create new content to rank for  
these keywords?” 

By this time, a pile of ideas and projects has been created. Someone determines the 
priority of each, and marketers get to work.

Three months later everybody takes a look at the progress. Some rankings have 
gone up, others have gone down, traffic may have increased (as it has been) or even 
decreased. But nobody knows exactly why things changed, or what is really worth 

doing next. And the C-suite is ready to cut funding because they’re still not convinced.



CHAPTER 2:

A Meaningful 
Framework for 

Modern SEO
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We Need an SEO Framework that Works

A traditional SEO framework produces faulty priorities: a focus on “SEO work” that 
has little or no impact, or worse yet, “SEO work” that actually hurts rankings and 
traffic.

Businesses need a modern framework to understand and approach SEO, based on 
an updated understanding of how search engines work. This framework also needs 
to withstand the test of time. It will, of course, be adjusted as search algorithms 
continue to improve, but a meaningful framework should remain effective for some 
time to come.

A modern SEO framework provides direction and clarity to answer the  
most important questions marketers ask, including: 

Fortunately, there is a framework that is easy to understand, drives meaningful action, 
and has already proven beneficial in every industry to which it has been applied. 
This modern SEO framework is based on a practical understanding of how search 
engines work today, how they have evolved, the role of user experience, and a realistic 
expectation for technical SEO work. 
 

 How do I drive meaningful SEO results for our company?  

 Why are our competitors outranking us? 

 What resources and cross-functional involvement do I need to build in order to  
 drive improvements? 
 
 What specific SEO projects or tasks do we need to tackle? 

 How should SEO projects or tasks be prioritized, and what results should I  
 expect from each of them?
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Foundations of the Modern SEO Framework

What is the long-term, bottom line goal of every search engine? To generate 
revenues and profits, of course. Revenues are maximized when search engines 
provide the best user experience, because happy users keep coming back—
increasing activity and allowing search engines to sell more and more advertising.

Often, discussions and plans to increase SEO traffic center around technical 
concerns, complex issues about what worked or didn’t work, lots of unanswered 
questions, and a wide variety of uncoordinated efforts with a mixed (or simply 
unmonitored) impact.

But there is an easier way! Truly meaningful SEO centers on giving search engines 
what they want: satisfied (even delighted) users. To do that, we need to identify two 
strains of SEO and the role of each in a modern SEO strategy. 

Technical SEO issues certainly deserve attention and effort. However, for the last 
several years especially, it has become clear that technical SEO effort remains 
important but rarely delivers noteworthy value. In other words, technical issues 
might be a barrier to entry—fix them and you’ll get on the playing field—but 
technical SEO work typically has little-to-no impact on a user experience. It will not 
generally move your website from page 5 of search results to page 1. We have found 
(and multiple studies have confirmed) that technical SEO work does little to drive 
significant growth in SEO rankings and traffic. 
 
Engagement SEO, on the other hand, can lead to significant improvements. 
Engagement SEO is a broad category of work that spans a variety of areas, but the 
goal is straightforward: deliver the best possible experience to visitors from organic 
search. Specifically, provide a far better experience than any competing website. 
 
Technical SEO is important and foundational, but it only represents a small portion 
of the important work that needs to be done. Engagement SEO poses a number 
of unique creative challenges, but it also represents enormous opportunities for 
companies to draw significant results out of their SEO efforts. 

To truly grasp the importance of this modern SEO framework and the distinctions of 
technical SEO and engagement SEO, it is important to understand the evolution of 
search engines that has led to what they are today, and what these historical trends 
means for the future. 

Truly meaningful SEO centers on giving search engines 
what they want: satisfied (even delighted) users.
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The Evolution of Search Engines
Once upon a time, search engines were built, and operated, on manual updates. Google
has said that it considered roughly 200 ranking factors to deliver its search results, and
in the olden days Google engineers evaluated potential changes by hand. 
They would make a small number of changes to different, individual ranking factors, and 
then test—by hand, in detail—the impact of each set of changes. If it improved search 
results, it stayed. If it didn’t, it was dropped.

Savvy webmasters constantly watched their rankings and discussed every change:

Bigger updates got a name, and the biggest updates even hit mainstream news:

An SEO forum discusses an early, unnamed update. (Spoiler: Lots of hostility.)

CNN announces Google’s Caffeine update.

https://www.webmasterworld.com/forum3/5688.htmhttps://www.webmasterworld.com/forum3/5688.htm
http://www.cnn.com/2010/TECH/web/06/09/google.caffeine/
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Eventually, Google seemed too busy to even bother with cute names, and frequently 
released unnamed updates by the handful:

Search Engine Land reports on a 10-pack of updates from 2011. Ten was a relatively 
manageable number; the following summer saw an 86-pack update.

So A Panda and a Penguin Walk Into a Web...
There were a number of major updates throughout the years, but the Panda update in 
February 2011, was the beginning of a new era in search. 

Panda started as a machine learning program outside of the core ranking algorithm. Not 
quite artificial intelligence, machine learning recognizes patterns, and can then “learn” them 
without being specifically programmed to understand each one.

With Panda, Google began drawing down the need for onerous, manual updates performed 
by engineers. Google’s PhDs of Search were, and remain, heavily involved in improving 
algorithms, but Panda was a new breed of engineering that made it significantly easier for 
Google’s algorithms to continuously improve.

Panda studies huge amounts of data from a wide variety of sources, and considers 
hundreds, even thousands, of potential updates to the core ranking algorithm that could 
improve the user’s experience with search results. After trillions of computations, Panda 
would develop a final set of suggested changes—hundreds of adjustments—to Google’s 
core algorithm. Engineers evaluated and tested those changes. Once approved, the 
changes went live, and the first Panda update rocked the SEO world.

http://searchengineland.com/improved-snippets-rank-boost-for-official-pages-among-10-new-google-algorithm-changes-100969
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Eventually, Google seemed too busy to even bother with cute names, and frequently 
released unnamed updates by the handful:

This is in stark contrast to the way updates used to be implemented “manually.”

Panda is primarily concerned with content quality. After several, almost monthly, 
Panda updates through April, 2012,  a new program—Penguin—started targeting 
unnatural backlinks by operating in very much the same way as Panda: powered by 
machine learning and more and more of what we might call AI, with humans doing the 
supervising.

Panda and Penguin ushered in a new age for SEO, and much more was happening 
behind the scenes at Google that we only learned about later. In the fall of 2015, Google 
announced that the artificial intelligence program RankBrain had been quietly rolling 
out, and was now the third most important ranking factor for search results.

Then, in January 2016, Panda and Penguin both became part of Google’s core 
algorithm—no more reviews by engineers before changes went live, and no more 
periodic updates. The result is an entirely new type of search engine algorithm. 
 
Multiple machine learning and artificial intelligence systems are now actively working 
24/7/365 to constantly improve Google’s core ranking algorithm. The Google algorithm 
is now a constantly moving target. Panda, Penguin, and RankBrain are working all day, 
every day, to make search results even smarter. Human engineers are still in charge, of 
course, but they’ve created complex systems that do much more than any human could 
ever do by hand, to make Google’s ranking algorithm increasingly intuitive and more 
effective. 

That means Google is constantly changing how hundreds of ranking factors affect search 
results, and rarely (if ever) telling the search community the details of these changes. 

In the past, when big updates had to be rolled out manually, changes were drastic, 
announcements were made, and the search community could react by developing new 
best practices and fixing the issues that were affecting their sites’ rankings.

Reactions to Google’s first Panda update ranged from measured to apocalyptic.

http://www.zdnet.com/article/hubpages-ceo-on-googles-panda-algorithm-seo-doesnt-work/
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No more. Now, Google says they make thousands of updates every year, but the 
number of named, official updates has plummeted:

Search is completely different than it was a decade, or even a year ago. Our approach to 
SEO has to change—not just to address SEO today, but to address what we anticipate 
SEO to be in the years to come.

Reactions to Google’s first Panda update ranged from measured to apocalyptic.

Amazingly, in spite of all of these trends and earth-shattering changes, many companies 
(and even some agencies) continue to use SEO tactics from 2013—or even 2003.

User Experience: The SEO Factor that Matters Today

As mentioned above, Google’s engineers and executives are driven to provide the 
absolute best user experience possible, because that’s how they sell ad space. In 2014, 
for example, 68% of Google’s $66 billion revenue came from ads on their own pages.

Ultimately, all of Google’s algorithm advancements, and the now steady stream of 
updates, forces SEO to do what it should have been doing all along (and what some 
*ahem* have always been doing anyway): aiming at Google’s end goal. 

Black hat SEO used to look at individual ranking factors and adjust its strategy to 
exploit them, essentially spamming Google’s algorithms to deliver their sites at higher 
rankings. Good, “white hat” SEO has always looked at the big picture of where Google 
is trying to go, and adjusted its strategy to meet or beat Google to their own finish line. 
Black hat SEO is largely impossible today (and good riddance), which means there is 
essentially only one SEO factor that really matters: user experience. 

https://www.seroundtable.com/google-updates-thousands-20403.html
http://www.investopedia.com/articles/investing/020515/business-google.asp
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Google’s entire search empire lives or dies on providing the best results, and the 
best user experience, for every search. Thus, websites that create an exceptional 
user experience earn rankings and traffic. Websites with an average, or worse, user 
experience will always struggle to climb through the ranks.

The full list is endless: Google Consumer Surveys, Gmail, YouTube, Google Cloud 
Services, Google Wallet, Google Keep, Chromecast, Android Wear, Nest Protect, 
Google Play, Panoramio, Google Books, and much, much more. Google offers a lot 
of products and services, because even those that don’t “earn” revenue, still earn big 
data insights about how people work, play, and make decisions.

Measuring UX: Google’s Data Sources

Google has enormous volumes of data to draw upon in order to determine which 
websites are the top performers: 
 
 Developer Resources—Google Web Fonts, Polymer, Material Icons, and  
 much more. If developers use the Google-hosted version of these resources on  
 your website, Google’s servers can collect data every time visitors hit your site. 

 Android—Android is now the second-largest mobile OS, and its privacy setting  
 is set to anonymously sharing data by default. 
 
 Google Analytics—Of course, Google claims that they do not use Analytics  
 data to influence search results, but Google still has access to mountains and  
 mountains of data here. 

 Google Devices—Devices like Nest and OnHub are expanding Google’s   
 physical presence everywhere, along with their ability to collect data on   
 people’s everyday activities in the real world.

There is essentionally only one SEO factor that 
matters: user experience.

https://en.wikipedia.org/wiki/List_of_Google_products
https://developers.google.com/fonts/
https://www.polymer-project.org/1.0/
https://design.google.com/icons/
https://developers.google.com/products/
https://nest.com/
https://on.google.com/hub/
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Has all this data produced any meaningful results? Absolutely.  
 
Consider, for example, Google’s ability to provide age and gender information 
for visitors to your website within Google Analytics:

Google Analytics can provide more detailed information about site visitors, 
including affinities (of which there are almost 100) and in-market segments: 
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Google collects all this data to better understand people’s behavior, and, specifically, 
our activity online. Google is always trying to better understand which sites provide a 
great user experience, and which sites don’t, because user experience rules: 
 
 86% of users believe an exceptional customer experience is worth paying  
 extra for. 

 88% of online consumers are less likely to return to a site after a  
 bad experience. 
 
Google’s strategy and culture is largely built on their internal, “10 things we know 
to be true” statement. The first item on the list? “Focus on the user and all else will 

Technical SEO issues can be barriers to entry, but technical SEO considerations 
typically offer little or no direct, competitive SEO value. Technical SEO work may help 
you go from no rankings to ranking on page 5, but it will usually not help you earn a 
highly valued page 1 or top 3 position. 

Technical factors used to significantly influence search rankings, but have 
considerably less direct impact on rankings today. They cannot simply be ignored, but 
they should not consume the bulk of our SEO attention, either. Some of technical SEO 
factors include:

 Keyword density 

 Volume of links  

 Clean, fully-valid  code 

 Use of the keyword in the URL

And this is only a fraction of the data Google has at its fingertips. Google has always 
been as stingy as possible about their data, so if this is what they’re willing to share—
you can bet there’s a lot more they’re keeping to themselves.

Big Data for the Best User Experience

Context for Technical SEO in a Big Data World

Technical SEO work may help you go from no rankings 
to ranking on page 5, but it will usually not help you 

earn a highly valued page 1 or top 3 position.

 A perfect XML sitemap 

 Optimizing image alt tags and filenames 

 Clean URLs 

http://www.uxpassion.com/blog/business-value-of-ux-design/
http://www.uxpassion.com/blog/business-value-of-ux-design/
https://econsultancy.com/blog/10936-site-speed-case-studies-tips-and-tools-for-improving-your-conversion-rate
https://www.google.com/about/company/philosophy/
https://www.google.com/about/company/philosophy/
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There are certain technical SEO issues that—must be addressed before the real SEO 
work can get started.

For example, websites that search engines are unable to crawl (for any reason), 
that have slow load times, or that are not mobile-friendly, will struggle to earn any 
significant rankings or traffic from search engines.  
 
Certain red flag areas always need to be addressed, such as: 
 
 Website speed 

 Mobile usability 

 Search engine penalties 

 Crawlability and indexing 

 Other critical issues depending on your unique website or  
 your target market 
 
Fixing problems in these areas removes the barriers to entry and gets a website on the 
field. Once any red flag issues are taken care of, a website then has the opportunity to 
begin performing in search engines. Beyond that, technical considerations offer little 
competitive SEO value to drive significant increases.

These technical tasks are important and valuable to a degree, and some of them may 
even have an impact on a user’s experience on your site, but most users will rarely (if 
ever) notice their presence.

Some technical SEO practices have even been labeled “black hat SEO,” and should be 
completely avoided: keyword stuffing, spammy link building, hidden text, cloaking, 
doorway pages, etc. Modern search engines will at best ignore these efforts, or, more 
likely, penalize your website for them.

Because most legitimate technical SEO work does not impact the user’s experience, 
the correlation of technical SEO effort to high rankings is small to non-existent. In 
other words, improving the technical aspects of your website will typically not drive 
noteworthy increases in traffic from organic search. However, technical SEO does 
need to be considered, especially when beginning a campaign. If some issues are 
ignored, they can hold you back in a big way.

Red Flag Technical SEO Issues
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We recommend that brands don’t allow themselves to be consumed with technical SEO 
work. It is easy to over-invest time and energy into an endless list of “SEO tasks” that 
will have little or no impact on a website’s SEO traffic. 

Technical SEO can be important and should not be ignored, but we recommend what 
we call the 80/20 rule. Technical SEO deserves, on average, about 20% of your SEO 
effort. But the other 80% should be focused elsewhere. 
 

The 80/20 Rule

It is easy to over-invest time and energy into an endless list of “SEO 
tasks” that will have little or no impact on a website’s SEO traffic.
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How Google Won the PR Battle Against “Black Hat” SEO
“Black hat” SEO is any strategy that a website might use to manipulate its way to high 
search engine rankings: anything strictly contrary to Google’s guidelines and policies. 
“Gray hat” SEO is a term that refers to anything that might be considered questionable. 
“White hat” SEO uses tactics that generally comply with Google’s guidelines.

On-page black hat tactics include things like keyword-stuffed hidden text and doorway 
pages. Off-page black hat SEO uses links that have been purchased and/or are 
generated en-masse on low-quality sites. 

Black hat SEO used to work very well. Before Google’s algorithms caught up to how 
some marketers were cheating the system, black hat SEO could generate huge volumes 
of valuable traffic. But black hat SEO was bad for everyone: 

 It was bad for Google and for users, because it often moved low-quality sites to   
 the top of search results, creating a terrible user experience. 

 It was bad for business owners because it could never be counted on for  
 long-term gains. 

 It was bad for SEO because it muddied the industry’s reputation in general and   
 hindered the development of reliable, accepted best practices. 
 
In response to the rising flood of black hat SEO, Google launched a relentless series 
of high-profile updates. This strategy was twofold: first, to improve their algorithms, of 
course, but also to discourage black hat SEO tactics. Why else would Google name their 
updates, publish blog posts about them, and offer Matt Cutts as a kind of SEO mediator 
to help marketers navigate the changes? 

If Google’s updates were just about improving algorithms, none of that would be 
necessary. But they weren’t. Google was subtly bending an entire industry to their will, 
and they succeeded. And in a way, everyone won—everyone except the black hat SEOs.

Today, Google’s sophisticated algorithms make it next to impossible to rank a website 
with black hat SEO—at least not for long. Authentic best-practices are the only way to 
win Google’s favor and climb through the rankings. Among other things, effective SEO 
today requires producing content that is highly engaging and useful, and thus earns 
popularity because of its intrinsic value.

Google was subtly bending an entire industry to their 
will, and they succeeded.

http://searchengineland.com/google-won-pr-battle-seo-thats-good-thing-232761
http://searchengineland.com/google-won-pr-battle-seo-thats-good-thing-232761
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Why All This Talk About Google?
You may have noticed that this book (and most other SEO publications) talk 
predominantly about Google.  
 
That’s because Google dominates the search market:

What if you want to focus your SEO efforts on Bing or another search engine? Certainly 
some tactics are modified when focusing on other search engines, but the general 
principles remain the same.

Most small, medium, and even large enterprise businesses in the U.S. benefit most 
from an SEO effort that focuses on Google’s idiosyncrasies. Google is where the most 
traffic can be earned, and, over time, SEO efforts focused on Google tend to produce 
reasonable (if not exceptional) results on other search engines as well.

Global Market Share of Leading Internet Search Engines

http://www.statista.com/statistics/216573/worldwide-market-share-of-search-engines/


CHAPTER 3:

The SEO Work 
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The SEO Work That Matters
With a fresh understanding of how search engines actually work and Google’s 
incredible motivation to provide an exceptional user experience, it is not surprising 
that traditional, technical SEO factors no longer drive meaningful results. The other 
80% of our SEO efforts focus on what we call, “engagement SEO,” and, as you will see, 
engagement SEO is inseparable from content marketing. 

Just as there is no single formula for “great content,” neither is there a formula for great 
engagement SEO. The SEO community is always monitoring correlations, but broad 
causation factors are impossible to nail down as SEO continues to evolve.  
 
Engagement SEO is a term that encompases three key content goals: 

 Most helpful content 

 Most popular content 

 Most engaging content 
 
Content that earns top rankings is the most helpful content to the user’s specific needs. 
Google’s algorithms are constantly evaluating which content best meets each user’s 
need, which means someone can always publish better content on a topic. 

The highest ranking content also tends to be the most popular content. Yes, that means 
links. But there are other signs of authority that Google monitors: the overall strength 
of your brand online, mentions of your brand/content on major and niche publications, 
and even co-citations (the number of times your brand is mentioned on websites near 
your important keywords).

Pages that rank well also usually host the most engaging content, because users have 
the best experience on those sites. This can be measured in terms of bounce rate, 
time-on-site, and whether a user was able to quickly and easily accomplish his goal on 
your site. SEO work that focuses on building the most helpful, most popular, and most 
engaging content always produces the most impressive results.

80% of our SEO efforts focus on engagement SEO, and engagement SEO 
is inseparable from content marketing.
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1. Most Helpful Content
Truly helpful content directly refers to the user’s need. The best, most helpful, content is 
that which meets the user’s needs quickly, meaningfully, and effectively. So creating the 
best content starts with understanding what your users truly need. 
 
Uncovering Exactly What Users Need
It’s easy to pull mountains of keyword data when creating an SEO content strategy. It’s 
easy to create huge spreadsheets of keywords and search volumes. But this data alone 
can be pretty meaningless without context.

The real question is, what does each keyword mean? Do keywords truly define what 
users are trying to accomplish when they perform a search? Many SEO/content 
marketing efforts attempt to create content about keywords, and release it onto the 
web with a hope and a prayer that it will meet users’ needs. It doesn’t work.

There is enormous context that happens around every search that keywords alone 
don’t tell us: who the searcher is, where he is located, what device she is using, 
responsibilities at work or home, the challenges he is facing that week, the problems 
she is having that day, etc.

Fortunately, user intent can be discovered, often in great detail, by examining the 
search results for any target keyword. Google’s complex and highly optimized 
algorithms have already produced what it currently believes to be the best results for 
each keyword on your list. Studying search results can provide you with a detailed 
understanding of your users’ needs.

Most keywords have multiple user intents because users with different actual needs are 
searching the same keyword. Some intents are more dominant than others—those met 
by the top few results or by answer boxes, for example—but other intents may still be 
important.

The specific process of identifying the user intent behind keywords deserves its own 
book. We’ve covered it in more detail in this article, but let’s look at one example here.

The best, most helpful, content is that which meets the user’s needs 
quickly, meaningfully, and effectively.



21The CMO’s Guide to Modern SEO

Here’s a SERP for “email marketing:” 
 

The results here are dominated by product/sales pages for email marketing services, 
which indicates a strong “purchase” intent. That means all of Google’s data has 
determined that when users search for “email marketing,” they are looking for a service 
to buy. There is also a strong, secondary “inform” intent, indicated by the Wikipedia 
article, and the accordion-style answer boxes. 

Now let’s consider a similar keyword: “marketing automation.” Both keywords describe 
a category of marketing software, so we might expect to see similar intents—sales 
pages for marketing automation software. But wait, what’s this … ?
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Surprise! Apparently, the concept of marketing automation is not as universally 
understood and accepted as email marketing, because all of these results are 
informative—there isn’t one sales page in the organic listings on the first page of 
search results.

What does this mean for your SEO strategy? If you want to rank well for “email 
marketing,” craft a killer sales page, because people who use that search term are 
interested in making a purchase. If you want to rank for “marketing automation,” 
however, put together a thorough, unbiased resource about the topic, because people 
who use that search term are looking for answers.
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One more:

A search for “warehousing” delivers a variety of results: the WERC is for people within 
the industry, Investopedia and Merriam-Webster are answering an “inform” intent, and 
Commercial Warehousing and Smart Warehousing are answering a “purchase” intent. 
What is a logistics company to do?

Both. Multiple user intents can be addressed with multiple pages. It is crucial to avoid 
keyword cannibalization (the practice of using important keywords on too many pages), 
but when there are distinct intents behind each keyword—especially intents as distinct 
as purchase and information—multiple pages are necessary to see the best results.

Remember that Google search results are not the only source of information for SEO 
content research. Any audience insight should inform content strategies—from internal 
studies and focus groups, to industry publications and conferences. Search results are 
a very strategic starting line, but won’t build a strong SEO campaign alone. You need to 
understand your audience from every available source.
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Building Helpful Content
User intent is the foundation of content that meets your audience’s need, but it’s not 
the only factor because users have other, lesser-but-still-important, needs. They need 
the answer or product discovered in your user intent research, but they also need you to 
speak their language, differentiate yourself from the competition, present information in 
a useful format, etc. Content should be helpful regarding their intent(s), but also to their 
devices, industries, job descriptions, etc.

Exactly how to create that content is the million dollar question of modern digital 
marketing and SEO.  

Google’s “Create Valuable Content” course, for example, is remarkably unhelpful. Their 
advice includes, “If you’re launching a site for a restaurant, you can include the location, 
hours of operation, contact information, menu and a blog to share upcoming events.”

Bing’s guidelines on, “The Role of Content Quality in Bing Ranking” is more helpful—for 
anyone targeting Bing. They at least outline “three pillars of content quality” and give 
some practical examples.

Industry reports from some of our marketing and SEO peers actually start to get useful. 
  
Moz’s bi-annual Search Engine Ranking Factors report correlates the number of unique 
IP address links, the number of keyword matches in the body text, and keywords in the 
domain name to high rankings.

Searchmetrics’ annual Search Ranking Factors study reveals similarly useful insights. 
Relevant/holistic content, responsive design, and social signals all correlate to higher 
search rankings. 

With vague information from the source(s) and a new study every year from industry 
leaders, the nuance of “best” content becomes not only a vague concept, but a moving 
target as well. Four big-picture strategies remain, however, and that’s where long-term 
SEO remains focused:

 Discover user intent. 

 Be unique. 

 Provide a deep, thorough answer to the user’s need. 

 Present the content in an exceptional way. 

And, of course, be prepared to rinse and repeat. User needs are always shifting  
and technology is always providing more opportunities. You’re never done  
creating great content.

https://support.google.com/webmasters/answer/6001093?hl=en
http://blogs.bing.com/search-quality-insights/2014/12/08/the-role-of-content-quality-in-bing-ranking/
https://moz.com/search-ranking-factors
http://www.searchmetrics.com/knowledge-base/ranking-factors/
https://moz.com/blog/how-to-create-10x-content-whiteboard-friday
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2. Most Popular Content
You will know you’ve created valuable content by the popularity it earns. You can send a 
lot of traffic to your content, but if it doesn’t get shared or tweeted—if it doesn’t inspire 
comments—on its own, it isn’t earning the popularity it needs to perform well. Social 
signals don’t have much of a direct SEO impact, but they are good indicators of how 
your content will help (or not) your SEO efforts.

Which isn’t to say that you shouldn’t  push out your content. Share it on your social 
channels, send it to your email lists, blog about new pieces, and share it on discovery 
networks in your industry. As you share, though, it has to catch on and get shared 
without you. If it doesn’t become popular in your community, it’s a sign that your 
content doesn’t have lasting value.

This goes way beyond the traditional idea of link building. An outdated SEO mindset 
says that links can be mass produced: get out there and manually create as many links 
on as many sites as you possibly can, because more links means higher rankings. That 
idea is partially true today—you can certainly reach out to webmasters and influencers, 
build relationships, and ask them to share your best content—but we need to evolve 
our concept of link-building into link-earning, based on the merit of our content.

Social signals don’t have much of a direct SEO impact, but they are good 
indicators of how your content will help (or not) your SEO efforts.
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There is no silver bullet or magic formula here. The best strategy is to compare your 
posts and pages that did well on social media with those that did not, or to compare 
your less-than-popular content with parallel pages from a competitor that do get 
shared. What do the popular pages have that the others don’t?  
 
And, of course, are there social sharing icons readily available on all of your content? 
 

If it doesn’t become popular in your community, it’s a 
sign that your content doesn’t have lasting value.

https://twitter.com/seonate/status/713055743457542144
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3. Most Engaging Content
Engaging content is good SEO, but the definition of engaging content is different for 
every industry and company, for each group of keywords, and even for each user. There 
is no one-size-fits-all checklist (again) for creating engaging content, but there are some 
key considerations. 

The most engaging content—the stuff that earns high rankings for the long haul—is 
content that draws the user in. There are countless ways to do this; some strategies are 
carried over from the glory days of print, and some strategies involve the latest widgets 
and technology.  
 
Just a few include: 

 Snappy headlines 

 Enticing subheads 

 Video 

 Interactive design elements (accordions that expand, images that flip, etc.) 

 Irresistible CTAs and internal links 

 Location-based personalization 

 Action-based personalization 

Tools such as Google Consumer Surveys and Qualaroo can be used to uncover 
additional details about the user’s experience on your site. Use them to identify 
roadblocks as well as opportunities.

These strategies and tools, however, are just the beginning. Truly engaging content 
goes back to meeting the user’s need. Content that is written and designed well will 
draw someone in, but even catchy content will be quickly shut down if it doesn’t 
address the user’s pain point, question, or need. 
How do you measure the engagement quality of your site? Google recognizes engaging 
content by low bounce rates, high time-on-site metrics, and clicks on the page. Examine 
these on a page level, and ask:

Which pages have high engagement rates vs. low engagement rates? 
How do those pages compare in terms of meeting the needs of the users that are 
landing there? 

You can also use Google Analytics Benchmarking to compare your site’s engagement 
metrics with others in your industry.

https://www.google.com/insights/consumersurveys/website_owners
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Why Does That Page Rank So Well?!

Engagement SEO Drives Results
The 80/20 framework to modern SEO provides the perspective to drive executive 
summaries, reporting and ROI, project plans, and effective SEO team design. In 
every industry and niche in which Propecta has had the opportunity to work, the 
80/20 framework has produced meaningful strategies, detailed understanding, and 
noteworthy/tangible results.

Technical SEO is an important and often necessary first step, but technical SEO work 
typically doesn’t deliver significant results because it does not deliver the competitive 
value that modern SEO requires. Engagement SEO is what moves the needle for 
modern search engines. 

Have you ever seen an older, possibly ugly, website rank well for important 
keywords and you just couldn’t figure out why? Time and again, we have found 
stubborn pages like these that cannot be shaken from their top ranks for high-
value keywords. 

After thorough analysis in these cases, we have found that the driving force 
keeping outdated web pages ranking well is a longstanding history of excellent 
engagement metrics that Google’s algorithms just cannot ignore.

 In every industry and niche in which Propecta has had the 
opportunity to work, the 80/20 framework has produced 

meaningful strategies, detailed understanding, and  
noteworthy/tangible results.
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Mobile Browsing and Voice Search Will Keep Growing. 
What Does This Mean for Brands?

Mobile browsing and voice search are two categories of technology that are coming 
into their own, and bringing huge implications for digital marketing and SEO along 
with them. 

Mobile SEO stole the stage, if only briefly, in April 2015, when Google announced 
that “mobile-friendliness” would become a ranking factor for mobile searches. In 
May 2016, Google boosted the effects of their mobile-friendly algorithm to give even 
more preference to sites that play well with mobile devices. If that weren’t enough, 
consider:

 More Google searches take place on mobile devices than on computers in 10  
 countries, including the U.S. 

 The number of mobile-only Internet users now exceeds desktop-only users in  
 the U.S. 

 90% of executives use their smartphones to research business purchases.

As mobile devices become more ingrained in daily life, and mobile search becomes 
more important, voice search can only continue to grow as well. It’s already not just 
for hands-free driving. People use voice search most frequently when watching T.V.

And voice search will very soon start converting sales in a more tangible way. When 
asked what they wish it could do, most teenagers said, “send me pizza,” and Google 
is taking that seriously. They are working on conversational shopping and creating 
travel plans with voice search. 

What does this mean for your SEO?

First, your site needs to be mobile-friendly. If it’s not, fix it now. There are a lot of 
apps and tools to help you evaluate the mobile friendliness of a website, but the best 
way is to simply interact with your site on your smartphone. Is it easy and natural to 
find information and get help? It should be. And if you’re a local business, remember 
that local SEO is going to go hand-in-hand with mobile.

Second, it means your content needs to answer voice search queries. Voice searches 
tend to use long-tail keywords and a conversational tone, so make sure your content 
mirrors that language. FAQ pages are great ways to include the questions your 
audience is asking into your content, and provide clear, direct answers.

http://adwords.blogspot.com/2015/05/building-for-next-moment.html
http://www.comscore.com/Insights/Blog/Number-of-Mobile-Only-Internet-Users-Now-Exceeds-Desktop-Only-in-the-U.S
https://ssl.gstatic.com/think/docs/constantly-connected-executive_infographics.pdf
https://googleblog.blogspot.com/2014/10/omg-mobile-voice-survey-reveals-teens.html
http://searchengineland.com/google-would-like-you-to-buy-products-using-voice-search-243716
http://searchengineland.com/google-destinations-offers-mobile-users-a-new-travel-planning-tool-244329
http://searchengineland.com/google-destinations-offers-mobile-users-a-new-travel-planning-tool-244329
https://propecta.com/long-tail-keywords
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Teams, Resources, and Goals for Modern SEO

Build an SEO Dream Team

Modern SEO, done well, can be a big adjustment for any company. Get set up for 
success by building the right team, preparing your existing content, and aligning 
everyone’s expectations and goals with the right metrics.

Modern organizations are tackling SEO with an increasing variety of structures, 
responsibilities, and execution strategies. Long gone are the days when SEO was a task 
for the IT department. 

SEO needs depend on a wide variety of skillsets, and a vast majority of a company’s 
SEO effort doesn’t come from the person or people with “SEO” in their job titles. Teams 
that experience the most success have created an organizational structure that fosters 
creativity, constant testing and learning, and an emphasis on true SEO priorities—such 
as those described by the 80/20 framework above.

SEO cannot only happen in one department. Outsourcing some aspects of SEO to the 
right partner can often be extremely beneficial, but careful coordination among multiple 
teams is often required. An SEO dream team starts with one person who will lead SEO 
and coordinate efforts.  
 
That person will rely on, impact, and work with a variety of teams across the 
organization, including: 
 
 Demand gen teams or agencies (blogging, social media, CRO, advertising) 

 Content marketing and marketing automation teams or agencies 

 Sales 

 Support and customer success teams 

 Social media, online community, and event teams or agencies 

 PR, online PR, influencer marketing teams or agencies 

 Real-world marketing teams or agencies, such as print advertising and/or events 

 Web design and development teams or agencies 
 
For mid-sized and larger companies, then, the greatest SEO challenge can be 
coordination and alignment.
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Given the challenges with resourcing a successful 
SEO campaign, how has Propecta been able to deliver 
support and results as an external partner?
You have probably realized by now that Propecta successfully supports organizations 
in creating meaningful SEO results. Although providing full-service SEO support at 
times, an important aspect of our work is providing consulting, recommendations, 
and a unique mix of services to help organizations align internal resources and 
external support for maximum benefit.

There are a number of best practices we have learned with regards to resourcing 
your company’s SEO needs: 
 
 Establish an SEO Center of Excellence. Who will own your company’s SEO  
 efforts, and how will he/she/they support and coordinate with a variety of  
 other teams? This may be internal or external; internal centers of    
 excellence often rely on external support. 

 Train every marketer that builds web content in SEO, and provide   
 opportunities for continual learning. 

 Add SEO objectives to every web content effort and every major  
 website project. 

 Add SEO metrics to the marketing department’s key dashboards and reports. 
 
 Train web development and design teams in SEO basics, and provide   
 opportunities for advanced training. 

 Build a response mechanism for technical SEO needs to receive the   
 appropriate attention by dev teams. 

 Ensure all existing content is generating maximum SEO benefit. 

 Align all in-flight marketing initiatives with SEO needs and opportunities. 

 Algin all future marketing initiatives with SEO needs and opportunities.
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Prepare Your Site to Convert Every Possible SEO Visit
Every visitor that comes from organic search  is a valuable interaction (assuming he 
did not have a negative experience on your website). If nothing else, that visitor was 
exposed to your brand, even if only for a short time. With your SEO dream team 
ready for action, start by preparing the existing content on your site.

How do you maximize the value of every website visitor that comes from organic 
search? The first step is to identify an appropriate call-to-action or next step you 
want each visitor to take as it relates to user intent and your sales funnel. 
 

 Inform intent—Users who visit with an inform intent are probably higher  
 in the funnel. An appropriate CTA might be a piece of gated content—  
 an ebook such as this one, for example—given freely, in exchange    
 for their names and email addresses.

 Purchase intent—A specific purchase intent indicates that a user is further  
 along in the decision process. A more aggressive call-to-action, such as live  
 demo signup or product purchase, might be more appropriate. 
 
Conversion of SEO traffic varies somewhat by industry and business type. 
Ecommerce websites with consumer goods can expect a reasonable sales 
conversion rate from nearly all organic traffic, and simple technology websites may 
expect a similar free trial signup conversion rate from nearly all organic traffic. B2B 
companies with complex sales cycles, on the other hand, need to align expectations 
more specifically with the point at which each visitor may be in the buying process.

In addition to the hands-on planning and monitoring that needs to happen to derive 
the most value from every organic search visitor, marketing tools can also help 
automate parts of this process.  
 
Marketing automation and personalization technology (such as Marketo and its 
competitors), and account-based marketing technology for more complex sales 
(such as Engagio and its competitors), can be leveraged to do even more.

 The first step is to identify an appropriate call-to-action or next 
step you want each visitor to take as it relates to user intent and 

your sales funnel.

http://marketo.com/
http://engagio.com/


33The CMO’s Guide to Modern SEO

Tracking Results In (Not Provided) World
By: Cosmin Negrescu

On September 23, 2013, Google announced the use of secure sockets layer (SSL)
encrypted search for all users. It was the beginning of the (not-provided) era.
Where marketers used to be able to see which keywords led traffic to their sites,
we started to see “(not provided)” instead. 

Keyword data was no longer available, and that had a major impact on how SEO
performance was measured. Some marketers turned to other metrics to drive
their SEO strategies and justify their budgets, but most of those alternatives are
insufficient for the task. The only metrics that CMOs and business owners should
invest energy in collecting are those that help them achieve their business goals.
The total number of organic visits available in most analytics tools isn’t one of them. 

To measure (and even predict) SEO performance, you have to be able to measure
non-branded organic traffic. Unfortunately, this segmentation is no longer
available in Google Analytics.  

As a consequence, marketers have started to rely more on other metrics, some
of them misleading, such as keyword ranking or the total number of organic
visits. Ranking and the website’s overall visibility in search engines are essential
indicators of a campaign’s progress, but aren’t of any help in understanding how
SEO performance actually impacts the bottom line.

Organic traffic has to be split into two major segments:  
branded and non-branded organic traffic. 

 Branded organic traffic measures traffic to your site from queries that
  include your brand name. “Grasshopper phone systems” and “Jobvite
  software” are branded traffic terms. Branded traffic is a form of direct
  traffic, and speaks to the company’s overall popularity. 

 Non-branded organic traffic measures traffic to your site that does
  not include your brand name, like “office phones” or “recruiting software.”  
 This traffic is a result of the company’s visibility in search engines.

The Vanity Metrics Trap
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Why is non-branded organic traffic an essential SEO KPI?

Unlock the (not-provided) and Get Non-branded 
Data Back

 It’s the most conclusive indicator of your SEO performance.  
 While rankings are important, there are no insights regarding how visibility  
 in search engines actually impacts your business. Plus, visibility is not a   
 metric you can use to compare the performance of the SEO channel to other  
 digital marketing channels. Once you start measuring the non-branded   
 organic traffic, you can compare SEO against paid search advertising, social  
 media, etc.    

 It helps you put together an effective SEO strategy.  
 If you’re looking to increase sales from your SEO activity, selecting the best- 
 performing keywords is crucial. To do so, you need to rely on historical data,  
 such as keywords that already bring in transactions and revenue. Without  
 access to (not-provided) data, you can not prioritize such keywords and,   
 therefore, you are missing on valuable opportunities. 

 It helps you establish the ROI of any SEO activity.  
 As long as you don’t know if the keywords in your SEO campaigns are   
 bringing you visits and conversions, it’s impossible to measure SEO   
 performance and, implicitly, justify the budget you invest.

The most reliable solution for reclaiming this data is to merge Google Analytics and 
Google Search Console data. 

 Use Google Search Console to view (almost) the entire list of keywords that  
 brought clicks to your website and the landing page they triggered.  

 Use Google Analytics to view your organic traffic, segmented by  
 landing pages. 

 Connect the keywords data (clicks in Google Search Console) with the   
 sessions, revenue, and conversions (Google Analytics), using the landing   
 pages as common threads. 

 Divide the total number of session per landing page proportionally to the  
 number of clicks each keyword triggered. Do that as well for the    
 total number of conversions and revenue to get a full picture of what impact  
 each keyword had.
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The API available for both tools enables you to extract the data. The next step is to 
combine the information through a simple automation. You can do this in-house, 
with the help of a programmer, or you can use SEOmonitor. Our tool automatically 
discloses the (not-provided) data on a daily basis, giving you all the information you 
need about the keywords that brought traffic and conversions. 

There are other suggested methods out there, but none of them is as accurate 
 and reliable as combining the data from these two Google tools. 

Cosmin Negrescu
Founder and CEO, SEOmonitor 
@ncosmin

http://www.seomonitor.com/
http://SEOmonitor
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Monitor the Right Metrics
Your SEO team’s next immediate task is to prepare the metrics. Digital marketers—
including SEO professionals—have been known to generate a lot of data. Those 
metrics can become an overwhelming flood of numbers if you’re not careful. The 
real question is always: which metrics are the most meaningful?

When it comes to SEO, there are three core metrics that must be considered, but 
each comes with important caveats: 
 
1. Keyword Ranking
Where do we rank right now for our keywords? Although a key SEO metric, ranking 
should probably receive the least amount of attention in your SEO reporting.  
Here’s why: 
 
 Search results are personalized.  
 Your “true ranking” is at times unclear since personalization delivers different  
 results to individual users based on their browsing histories, demographics,  
 and personal preferences. Various SEO tools use different methods of   
 determining your actual rank, so it’s important for marketers to choose one  
 tool or method of measuring rankings and stick with it.

 All keywords are not created equal.  
 The importance of changes to ranking varies greatly depending on a   
 keyword’s search volume and its importance to your business. Some   
 significant changes in ranking might be relatively unimportant—such   
 as a low value keyword that declines significantly—while other    
 moderate changes in ranking could be hugely important—such as a   
            high traffic or high conversion keyword that increases by a couple 
            of positions.

 All ranking changes are not created equal.  
 Jumping 10 positions higher in search results for a keyword might be very   
 exciting news. Dropping 10 positions lower might similarly be devastating  
 or it might not. If a jump moves your site from page 2 to page 1, you will likely  
 see significant value for your efforts, but if your page moves from page 5 to  
 page 4, it won’t likely make much difference. Similarly, dropping off page 1  
 would probably result in less traffic to your site, but dropping off page   
 4 probably won’t matter that much.
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 Effective SEO is long-term.  
 Monitoring keyword ranking too closely can at times lead to SEO efforts that   
 are reactive instead of pro-active. Most changes in rankings do not require   
 specific action on a week-by-week or month-to-month basis. Modern search   
 engines are constantly testing changes, and competitors are constantly releasing  
 new content.Frequently responding to keyword changes can drain resources and  
 distract from important, big-picture trends that demand attention.     
 Overall ranking trends certainly do deserve great attention and action, but   
 reacting to every ranking change does not typically bear much fruit.

 Ranking reports often distract executives.  
 The higher up a decision maker is within an organization, the less attention he   
 or she has for each department. When an executive sees a keyword ranking   
 report, he or she is often quick to assume it fully represents the health of the 
  company’s SEO campaign. But, as we’ve seen, keyword ranking reports can  
 often be wildly misleading, giving executives a skewed picture of what is  
 really happening.
 
2. Traffic from Organic Search
Examining actual, historical traffic from organic search (or SEO) is a much more 
tangible, concrete, and helpful metric than rankings. In particular, traffic increases 
indicate that an SEO campaign is probably actually working, while ranking 
increases can represent fluctuations that often do not immediately correlate to 
traffic increases. 
 
3. Conversions and ROI from Organic Search
Not all traffic is revenue-generating traffic, so it is important to note the conversion 
rate of traffic from organic search. All conversion points should be considered—
from top-of-funnel ebook downloads to e-commerce purchases—depending on 
your business model. 

Multi-touch attribution should also be considered when evaluating the value of SEO 
traffic. Not every organic search visitor will convert on his or her first visit to your 
website, for example, but he or she may be more likely to convert at a later date.

Monitoring keyword ranking too closely can at times  
lead to SEO efforts that are reactive instead of pro-active.
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Timeline, Expectations, and Budget
Every SEO effort is unique to the company taking it on, their markets and specific 
challenges/opportunities, and the current state of their marketing and websites. 
However, executives want to know when they can expect to see SEO investments  
turn a profit.

Below are some broad expectations that can provide context for high-level 
expectations. 
 
Anticipate at least 30 days of strategy development.  
It’s important to understand your current situation, and create a framework for 
priorities and tactics. To avoid shooting from the hip and wasting energy, allow 
enough time to formulate a clear, specific plan based on priorities that will matter to 
the business.

Expect to see signs of life after two to three months.  
SEO is a long-term effort. However, you should be able to see signs of life within two 
to three months of implementing a strategy. These may not yet be significant growth 
in bottom-line metrics; however your team should be able to demonstrate movement 
and trends that are indications of future growth. If you don’t see signs of life, take a 
very close look at where your SEO effort is going.

Deliver bottom-line impact in six months.  
If you have been implementing an SEO strategy for six months or longer, you should 
be able to see the impact of that effort on the bottom-line business metrics the 
C-suite cares about. Depending on the dynamics of your company and your market, 
this impact may not yet cover all of the costs of your SEO efforts to-date; however, 
you should be able to prove the validity of SEO as a channel that deserves continued 
investment.

Of course, every company is different. Global enterprises may require additional time 
for careful planning and coordination before a full-scale SEO project can be properly 
organized, while mid-market companies that are digitally savvy might be able to 
implement faster and experience significant ROI from SEO within a couple of months. 
Every expectation should be considerate of your unique opportunities and challenges.

You should be able to see signs of life within two to 
three months of implementing a strategy.
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In addition, there are a number of factors that might significantly hinder a  
company’s timeline.  
 
These best practices help keep SEO timelines on track:

 Avoid paralysis by analysis.  
 Research and planning is important, but too much analysis (and too little    
 action) can paralyze a campaign.

 Embrace the 80/20 modern SEO framework early.  
 As described in detail above, it is easy to invest considerable time and effort in   
 “SEO work” that has little or no actual impact. Stay focused on the right things.

 Establish clear, bottom-line goals that the C-suite understands and cares about.  
 “Increasing rankings” is not, by itself, a meaningful SEO goal. SEO campaigns, like  
 any other marketing campaign, need to align with meaningful business objectives.

 Build a cross-functional team.  
 SEO encompasses, in varying degrees, nearly every aspect of a brand’s digital   
 presence. It is important to involve a variety of teams and not expect one central  
 team to be able to deliver on all SEO needs.

 Foster a creative, learning atmosphere.  
 The pace of change in search engines has uprooted SEO “best practices” time and  
 again over the last 15 years. More than any other digital marketing category, it is   
 important for SEO team members to embrace an attitude of constant learning  
 just to keep up.
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Can we do this in house or do we hire an agency?
The role of the ideal SEO agency has evolved considerably in the last several 
years. The most impactful engagements with an SEO agency are collaborative 
engagements that leverage and support as many internal teams as possible. 
Agency engagements that expect to simply outsource all SEO work, with little 
collaboration, typically lead to challenges.

The key factor to consider when determining whether a company needs outside 
SEO support is in-house SEO expertise. Do key staff have the experience and 
expertise to build a meaningful SEO strategy in the modern SEO climate? Do 
those key staff have the bandwidth to undertake the broad responsibilities of 
planning, coordinating, and executing the organization’s SEO needs? Do you 
also have sufficiently skilled support staff to assist your expert staff?

When evaluating an SEO partner, make sure the agency can demonstrate 
meaningful and consistent results. Many digital agencies offer services in 
numerous areas of digital marketing. When it comes to SEO, specialized 
agencies such as Propecta can typically produce more significant and  
consistent results.



CHAPTER 5:

Huge 
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Learn from the #Fails, Build on the Wins
 Evaluate needs and opportunities 

 Create a plan 

 Execute 

 Evaluate impact 

 Re-evaluate needs and opportunities 

 Repeat 
 

Delivering significant SEO return is an ongoing process of trial and error—building on 
wins and learning from failures. If anyone claims to have a simple, bulletproof, A-B-C 
process, they are probably either lying or don’t really have much SEO experience. 
  
There are many proven tactics, approaches, and guidelines that can deliver fairly 
predictable SEO results, but delivering continual SEO success requires commitment 
and a willingness to learn from the process.

SEO represents one of—if not the—most cost-effective digital marketing channels 
today, and as growth in total search traffic shows no sign of slowing in practically 
every industry, SEO promises to remain a highly appealing opportunity for years 
to come. The challenge is to navigate an SEO effort that efficiently and effectively 
delivers on that promise.

SEO represents one of if not the        most cost-effective digital 
marketing channels today.


