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What we are going to cover

P

1. What s a Strategy?
2. Initial Information Gathering
3. Strategy Considerations (SWOT)
4. Putting a Definitive Strategy Together
5. Making your Strategy Happen
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What is a Strategy?




What’s a Strategy

“A plan to gain or maintain a Competitive Advantage”

Can Meet

Objectives Strategy




What’s a Strategy

“A plan to gain or maintain a Competitive Advantage”

A Series of

Tactics Strategy




What’s a Strategy

“A plan to gain or maintain a Competitive Advantage”

Plan shown in a

Roadmap Strategy




What’s a Strategy

“A plan to gain or maintain a Competitive Advantage”

What competitive

Advantage Strategy
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What’s a Good Strategy?

L= =

VE THE SEO
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“The competitive advantage(s) adds value for (end)
users who offer value to the business”

B Delivering to Mumbai 400001 - 3 Hello, sign in Returns 0
‘ amazon.n © Update location sl Search Amazon.in Q S EN. Account & Lists ~ & Orders -.L.’Cart

= All Fresh~ MXPlayer Sell BestSellers Today'sDeals Mobiles Prime ~ CustomerServicc New Releases Electronics AmazonPay Fashion Home & Kitchen Computers Books Car & Motorbike

We Offer'cﬁi

Appliances for your home | Up Revamp your home in style Starting ¥149 | Headphones Automotive essentials | Up to
to 55% off T alke > 60% off

i DOAL BOULT

- ; Mo
Cushion covers, bedsheets  Figurines, vases & more Starting ¥249 | boAt Starting 349 | boult
Alr conditioners & more

| |
,j\_u' clom J= m]l NOISE =ZEBRONICS

isso
Microwaves Washing machines Home storage Lighting solutions Starting ¥649 | Noise Starting 149 | Zebronics Vacuum cleaner
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[What’s a Good

Ve

“The competi-tive advantage(s) adds value for (end

2 usersw offer value to the business” /
Suff|0|ent value to: ] ;’{
4
Make them N

Do something

spend more

l : else of value
AN . J




[What s a Good

Ve

“The competltlve advantage(s) adds value for ( end)
users whe'offer value to the business”

_i'n

It will help you achieve your basic business
objectives such as:
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RGCERE

_ Increase
company/

\ shareholder

. dividends
I N e

share value




[What’s a Good

Ve

%

“The competi-tive advantage(s) adds value for (end
offer value to the business”

LISGI’S W

Is achlevable

With available
resource /
effort

Y
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Long Term -

sustainable




The Difference between Business
and Marketing Strategy

Business Strategy

Focus on the Focus on Value
Value Communication

Proposition




The Difference between Business
and Marketing Strategy

Business Strategy

Creating a better Making the offer
offer seem better




The Difference between Business
and Marketing Strategy

Business Strategy

A Great Business A Great Marketing

Strategy needs an strategy can make
Ok Marketing a success of an OK

Strategy Business Strategy




What’s an SEO Strategy?

[ ~ Y
| , PRy,
*Rinding a Competltlve Advantage Vs

Search Competitors




Who are SEO (End) Users?




Who are SEO Users?
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'GOOGLE SPIDER | JOE BLOGGS

E-Cormmerce Customer
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Who are SEO Users?

)¥e °+Search engines want to show
Jj the best content
*For each search,
' e Either blue links or in AlOs etc.

(7. (ct

.
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'GOOGLE SPIDER




Who are SEO Users?

)¥We +\We need to give them a better
e value proposition for showing

us in results over competitors

AG
™ ﬂ

'GOOGLE SPIDER |




Who are SEO Users? b o

*|f you sell something your end
users are your buyers

JOE BLOGGS

E-Commerce Customer




Who are SEO Users?

*|nitial Value Proposition is how
we will match their search

Intent (e.g. content,
entertainment, selling)

*In SERPs (boost CTR)
ELL AN *On Page (Boost Engagement)

JOE BLOGGS




Who are SEO Users? s

*\We can then Communicate

Value of what we want to sell
JOE BLOGGS

E-Commerce Customer
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|f you ‘sell’ your visitors your

end users are advertisers or
data collection
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*Value proposition is the

website users & who they are
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*Engage the site users with a

value proposition




SEO Strategy boils down to

\ 2
2
ol
D & co

*Find competitive advantages to:
1. Make the value proposition of your

pages better for Search Engines than
your Competitors’

& /




SEO Strategy boils down to

/

&

\ 2
2
ol
D & co

*Find competitive advantages to:
2. Make the value proposition of clicking

a link and engaging with your content

better than your Competitors’

/




SEO Strategy boils down to

-~

&

site visitors, your business’ value

2, )
2
THE
D & CO

*Find competitive advantages to:
3. Do a better job of communicating, to

proposition to end users (buyers) than

your competitors do

/




SEO Strategy boils down to

/

&

A
THE
D & CO

*Find competitive advantages to:

30
a) Do a better job of communicating, to site

visitors, your business’ value proposition

to end users (buyers) than your
competitors do

/




SEO Strategy boils down to

/

&

*Find competitive advantages to:

3.
b) Make your Value Proposition to

Advertisers and others having the
right type/quantity of visitors
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Initial Information Gathering







Who are your key stakeholders?
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Building the Right Relationships?

You will need:

* To know what you want

e An (as) Real life (as
possible) relationship

e Ask (intelligent)
questions

e Discuss different
answers

e To know their drivers

Possible Drivers:

e Recognition
e Pay Rise

* Promotion

e Efficiency

e Knowledge

e Experience

e A Change

e Changing Job
* Less Work

e An Easy Life

Canyou:

* Make them look good?

e Make your requests
simple?

e Make their lives easier?

* Predict their objections?

e Minimise risk &
uncertainty?




iIght Relationships?

You will need:

*To know what you want

*An (as) Real life (as possible)
relationship

eAsk (intelligent) questions
eDiscuss different opinions
o know their drivers




Building the Right Relationships?




Building the Right Relationships?




How is SEO seen in your company”

/ ls SEO siloed? Seerﬁ*”“&/ i
as stand alone?

*Quick results
expected?

*Seen as too Long
Term?
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How is SEO seen in your company? egg=

ﬁvv here does Conte rm i
Sit? SEQLLLLLY

AT
AR DEPARTME c ] ofa|ols
*How about UX? | @\%
eSeen as an
alternative to Paid?
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How is SEO seen in your company”

/ Is it being measu red\ M’%
on therightKPIs? . [ 1SEO/IHE]

DEPARTMENT ofefele]o]e
\Which Attribution
Model?

°|s Brand Awareness
& Engagement

~ A Vi
>
\
2
valued?
[ ]
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cGrowth vs profit?
cTimelines?
:Clear Marketing Strategy?
cWhat is the Value Communication focused on?
¢ Different Value Proposition for different users?




Who are your Company’s End
Users?

eUse Cohorts or

Personas?




Who are your Company’s End
Users?

What do they

have?




Who are your Company’s End
Users?

*Current Buyers

& Users?




Who are your Company’s End
Users?

*What Gaps?




Who are your Company’s End
Users?

eDifferent for

Competitors?




Who are your Company’s End
Users?

.|dentify by

Search

Behaviour?




Understanding your Brand & how it
can help SEO

*How’s your brand

seen”?

e Associated value

proposition?




Understanding your Brand & how it
can help SEO

*\WWhy do customers

buy and keep buying?




Understanding your Brand & how it
can help SEO

e|s the brand itself a
sustainable
competitive

advantage?




The Marketing & Digital Marketing
Strategy

*One or multiple value
commuhnications”?




The Marketing & Digital Marketing
Strategy

\What works for
different end users?




The Marketing & Digital Marketing
Strategy

*\WWhat ATL activity Is
planned?




The Marketing & Digital Marketing
Strategy

*|s pricing or ‘value for money’ the main
competitive advantage?




The Marketing & Digital Marketing
Strategy

*Does it vary by
market?

VE THE SEO
DAVE THE S
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The Marketing & Digital Marketlng
Strategy

|s there an SEO
shaped Hole?

*\WWhere can SEO help
other activity?




Integrating Paid & Organic Search
 Break down Silos  Information & Data

*Shared KPls sharing
*Fair at ‘

Total Search Convs. Click Convs./Assists
Total Search Assists Total Search Any
Total Search First Click Convs./Assists

Search keywords

Spend Converscns. Mg G £ @ ¥
€68.5K 4.49K €15.25 e " 8 Aug 2022
i o
‘p Keyword status: Enable

Keyword .} Match type

Phrase match




Integrating Paid & Organic SEO

e Fair attribution model:

Linear

Inverse
Time
Decay




*Divide & Conquer




*\Which keywords

can SEO actually
cover?




*Short Term or Long
Term?




*\Which keywords

have low CVR?




*\Which keywords

have high CVR but
Low Search
Volume?




* Which vital

keywords need
both?




Integrating SEO & Content (+UX) as
‘Organic’

*Contentisn’t just for
SEQO but:

eSEO can’t exist

without content —
*‘Non-SEO’ Content .. &

a ‘waste’ Ty

opportunity




Integrating SEO & Content (+UX) as
‘Organic’

e\Value
Communication
can work for other

channels too




Integrating SEO & Content (+UX) as
‘Organic’
*Strategies combined

*Targets/KPlIs shared
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PR -
*Value of Links
 Which-URLsto Mention
*\When to speak to SEQ
* Value-of Hera.Content



Using SEO to boost Brand

best holidays for water sports X U 2 Q, + Al Answer

Some of the best places for water sports holidays include:

Watersport Holidays Europe | Neilson

Alana in Croatia. Viounaki, Messini, Buca and Levante in
Greece. Baia dei Mori in Sardinia. Find out mare._.. Inclusive.

The Maldives

Anantara Dhigu is a popular family destination with a PADI dive center, snorkeling,

and water sports center &
M Neilson

Greece o ;
Where to go on awater sports activity holiday -

Responsible Travel
WHERE TO GO ON AWATER SPORTS MULTIACTIVITY
HOLIDAY * Croatia. * France. * Galapagos Islands. * Greece

The Greek islands have many resorts with water sports facilities. including Eagles
Resort in Halkidiki &

Croatia @ Responsible Travel
Alana is a top destination for water sports holidays &

1d-Recognition in SERPs

Mark Warner offers family trips to beach resorts in the
weather and watersports &

-« ¢ CGlear in Page Title”

Offers water sports holidays in destinations like Greece, the Maldives, Seychelles,
Cancun, Mexico, and more @

— Jma eS & LO O
Offers boating vacations in destinatio Severm.

Canada, Canal du Midi, France. and more &

Other popular destinations for wat,SpP »S h B*br}to AI O S

Lucia, Mauritius, Turkey, and Galapagos slan

ranean with warm ° Red Savannah

Some water sports you can enjoy include:

*Che dge- Graph & Wikipedia page




rWheré are youi’ fhé fnﬁportancé o%
Benchmarking

| | & . STy | i | - [EF™ > Y

/ «\What competitive advantages have you got?

- *What competitive advantages have you
lost?

ALl




rWhere are you? The Importance of

Benchmarking
*|s SEO fit for purpose?

- * |s the team fit for purpose?

* |s the site fit for purpose (technically)?

* |s the site fit for purpose (landing page availability)?

* |s the site fit for purpose (content quality, topical
relevance, E-E-A-T)?

* |s the site fit for purpose (UX, Landing Page
Experience User Journey)?

2 \ TR 2% . FEEETT a4

i




SEO & Content Auditing

e Technical Audit

* Keyword
Opportunities

* Content Audit
e Competitor Audit




Strategy Considerations (SWOT)




New Site .
investment Organlc Team ‘Conversions
H | I’ed 2ond Batch +50%
Content Live

Link Agency Pz&l'pa\

’ Opt!
1stBatch

Content

Live

® New site

Launch

Money Runs Out




KPls Agreed ‘
Investm Made Conversions

2nd Batch +50%
Content Live

Dev Work Stalls &

Technical Fixes

1st Batch
Content
Live

® New Site

Launch

Patience Runs Out




What Timelines do you Have?

4 N

*Seen as a long term Aboutg

investment?

Home




What Timelines do you Have?

4 N

*How quickly are Aboutg

? ' '
results expected® o1 B pLro B PLP3

Home




What Timelines do you Have?

4 N

e Are results -

obtainable?

Home




What Timelines do you Have?

4 2

Home

° have options?
20 you have options Eﬁﬂﬂ—

*Short vs long term vs

balance?




What Timelines do you Have?

4 N

* Allow for delay to Aboutg

et

Home




What Timelines do you Have?

4 N

e Consider ‘visible’
impact on site e.g. Aboutg

</




What Timelines do you Have?

4 N

* Consider ‘visible’
Impact on site e.g.

*More categories

*mprove experience
for all channels

</
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What’s planned for Above the Line ogg=

4 R

*\WWhat will the impact
be?

* Will brand search
Increase”?

e|s the value

A Y T
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*|s the value dove the Line eg=

communicated by

the ads alone?

* e.g. Creates interest to
find out more

* Will some people get it
and others not?

* |sthe ad just bad? Can
SEO rescue things?

\ /







Dev Time

Start To Finish

Content / Copy Writers

SEO Team / Your Time

24 &
Y I ¥
SE

What resources do you have?

Time=Money

*How to Secure
More Resources:

f.! Build a
business case
@ Prioritize
effectively

Q, Understand
stakeholder
needs

Dev, Content, SEO, PR
Agency

Site Tools, Add-Ons,
Enhancements

Backlinks

Content & SEO Tools



your Users use Search?

DAVE THE SEO
High |

Older,
Personal
Use,

Younger,
Desktop
Users,

=
3
)
>
<
: |
)
|
@
—t
o
| |
=
o

—
o

= Confidence Using Search F

)

atures & Complex Queries

Mobile
Users,
Low Internet
Penetration
Market

For Work,
High
Internet
Penetration
Market

yolJeag g uonnjog e

Demographic




How do your

Main Intent
Category

Secondary Intent

Categor Page Types

Article / Article Section

Article Section / Article /
101 style guide

Article / How To Post

Homepage / About Us etc.

Content Category /

gory

Videos / Interactive

Common Actions

Browse

Compare
Select
Find Local Expert
Read Business Reviews
Getin Touch / Sales Call
Compare to requirement
Read Reviews
Check Features
Check Affordability
Value for Money
Price Compaison
Add to Cart
Buy
Book Sales Call
Improve Knowledge
Definitive Answer
Choose Action
Improve Knowledge
Become Expert
Follow Trends
Find Solution
Plan Task
Consider Options
Find Site
Find Specific Page
Continue Journey
Watch
Entertain

Listen

Features to boost
En ement

*Specific categories for each search term with
sufficient volume

*Relevant Imagery

Filters / Facets

¢ Organisation Schema and Reviews

¢ Clear contact Information

¢ Chat function or appointment booker
*Benefits bullet point

*Returns policy

*Reviews

*Pricing

*Special Offers / Codes

*Money Back / Price Match
*Click to Buy / Call to Action
sStock / availability information
*Delivery information / time
*Question in heading

*Concise (Voice friendly) Answer
*Jump to Coding

¢ FAQ sections

¢ Long Form Content

* Read More /Related Posts
eImages or Videos per step

eList of steps

*Time estimate / materials needed
*Unique Selling Points

*Social responsibility credentials
eLifestyle / brand imagery
*Reflect brand / lifestyle

*Shareability

Keyword Examples

Which [product/service type]

[Products/Services] for

Best [product/service] for [customer type]
[Business type] Services

[Product/Service Type] Providers
[Business Type] Near Me

Can | use [product/service] for [task]
[Product/service] reviews

Does [product/service] have [feature]
[Product/service type] offers

[store] voucher codes

Cheapest store for [product/service]
Buy [product/service]
[Product/service] next day delivery
[Service] sign up

How old is [actor]?

Is a US or imperial gallon bigger?
Which year was the Suez crisis?
Fall 2024 trends

Beginners guide to decolage
Italian rennaisance

How to get to Statue of Liberty?
How to make a baked alaska?
Why is my internet so slow?
Amazon UK

Bank of America contact details
eBay watchlist

Where can | watch Dune Il
Internet Marketing podcast

Cute cat photos




How do your Users use Search?

Main Intent
Category

Secondary Intent
Category

DAVEVTHE SEO
& CO

Page Types




How do your Users use Search? .

Main Intent

Category

Secondary Intent
Category

DAvésjfrclé SEO
Page Types

Article / Article Section

Article Section / Article / 101
style guide

Article / How To Post

Homepage / About Us etc.

Content Category /
Videos
/ Interactive
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Who are Competitors? I

Brands with similar
Similar products and Other websites positioning in other
services within your competing for the verticals
category same terms Brands in other
countries

T} HOUSE  JdealHome BEREAHS

Furniture . » POTTERY )
swayfair habitat® carpetright. RARN SCREVE/X




Who are Competitors? (|

Similar products and services
within your category

I
ewayfair  habitat®

Furniture




Who are Competitors?

Indirect /Search

Other websites competing for
the same terms

HOUSE Ideal Home

&GARDEN
Furniture

carpetright.




Who are Competitors? (|

Brands with similar positioning in
other verticals
Brands in other countries

BEYONIS Qffiss

POTTERY )
BARN SCREVF/X

Furniture




What are Competitors doing Badly? eggp=

Focused on only High
Search Volume

Use of Experts
Current/ Recent Trends
Upper Funnel

Mid Funnel

Post Purchase (Loyalty
Driving)

Clearly

Poor Content/
Landing Pages

A
¥
3

Thin Link Profile
Unnatural
Topically Unfocused
Quantity over Quantity

No Link Profile




Clearly
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What are Competitors doing Badly? egg=

Focused on only High Search Volume
Use of Experts
Current / Recent Trends
Upper Funnel
Mid Funnel
Post Purchase (Loyalty Driving)




~ Uearly
What are Competitors doing Badly?

Poor Content / Landing Pages




Clearly

AR
> 3

What are Competitors doing Badly? egg=

Thin Link Profile
Unnatural
Topically Unfocused
Quantity over Quality
No Link Profile




. Clearty
What are Competitors «..,doing Well?

Accessible Site Good use of PR/ Digital PR

Professional Looking Social supporting &

- Surfacing Content
Easy to use navigation

(Humans & Bots) Organic & Paid working in

Harmony

Crawlable, Indexable Pages ATL, Social etc. that directly

drives Brand Search

Fast, Responsive

Market/ Language Specific
Sites (inc. HREFLANG)




Clearty

¥ >
=

What are Competitors ...,doing Well? egg=

Accessible Site
Professional Looking
Easy to use navigation (Humans & Bots)
Crawlable, Indexable Pages
Fast, Responsive
Market/ Language Specific Sites (inc. HREFLANG)




Clearly

What are Competitors «.,doing Well? eg
A

Page Optimisation




Clearly
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What are Competitors ...,doing Well? egg=

Good use of PR/ Digital PR
Social supporting & Surfacing Content

Organic & Paid working in Harmony

ATL, Social etc. that directly drives Brand
Search




Why Copying Tactics Doesn’t Work egg=
* They have a head start
* May have higher budget




Why Copying Tactics Doesn’t Work egg=
* They have a head start * Users won’t shift for same

* May have higher budget * Need a significant
competitive advantage




Why Copying Tactics Doesn’t Work egg=
* They have a head start » Users won’t shift for same

* May have higher budget * Need a significant
competitive advantage




Why Copying Tactics Doesn’t Work egg=
* They have a head start  Users won’t shift for same

* May have higher budget * Need a significant
competitive advantage




Why Copying Tactics Doesn’t Work egg=

* They have a head start * Users won’t shift for same

* May have higher budget * Need a significant
competitive advantage

oG Ob




! When Copying Tactics can work b

— - —

If different competitors do different
things well:

. +Do all of them well,




| When Copying Tactics can work b
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! When Copying Tactics can work oo

[ g Y A \ = s — - —

y If different competitors do different things
well:

* Compete on topic or keyword level and
have a Competitive Advantage for each




| When Copying Tactics can work b
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1 When Copying Tactics can work _

[ g Y A \ = s — - —

If different competitors do different things
well:

* Copy successful tactics from other,




Understanding ‘The Funnel’

/E THE SEO
DAVE THES

1 . Not actively buying but may become aware of brands and products in
0. Unconscious Evaluation RIGEL the market or a need requiring a solution

A customer becomes aware of a need (or desire) for a product/ service.
Triggers can come from TV ad, word of mouth, news article, urgent
issues etc.

Trigger

Customers may have an initial set of brands or products/services they
are aware of.

As they research, consumers may consider brands outside of their initial
set. Brands can ‘enter’ the process and/or put themselves ahead of
rivals.

4. Moment

. . Ultimately, the consumer selects a single choice at the moment of
of Decision

decision

The purchase is made and the experience impacts the consumer’s view
of the brand.

A consumer’s experience is made up of the product or service itself as

well as customer service and support.
6. Post Purchase

Experience The consumer has a further trigger to buy again, such as a product

running out, subscription ending or a product or service being not fit for
purpose.

The loyalty loop, or disloyalty loop, could see the consumer going
straight to repurchase, or to start with a new consideration set and / or
active evaluation depending on experience.

7. Repurchase-Trigger

\ n
|
|
I
I
| n




What can you Actually Rank for?

What Domain Are there

Authority do Niches?.L.ow
you have? Competition

KWs?

Authority Are you the
& Right Site to
Relevance Match Intent
& Journey




Who can you Add Value for?

a

Research

UK

UK

In Market

Topic
Research

UK

No Budget

Research

UK

Business Owner

@

UK

Unclear

Existing
Customer

UK

Support

search term




Who adds value for you?

T Existing
Customer

@ UK

No Butiget Support

Research

UK UK

In Market Business Owner
search term




Putting a definitive strategy
together
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Choosing Objectives & Focus T

*Based on your Information Gathering:

Brand f

Awareness?

Value
Communication

LRIEL

Consideration
Set? Post-Purchase

Loyalty
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Focus on °lnclude SWOT or
Outcomes for similar
business

Vo \v 44 Be.
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Use Case Studies °*Build Business
from other Cases if needed (or
Industries be ready to)

Vo \v 44 Be.
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*How you Wwill *When and what
measure success, Wwillyou present

Vo \v 44 Be.




' Keeping Flexibility
W W . W AR ST

Vo \v 4 B y \


https://www.goodreads.com/author/show/23920.Dwight_D_Eisenhower
https://www.goodreads.com/author/show/23920.Dwight_D_Eisenhower




:_ *RE able to react to Search englnes
°*PlanBiif Google Roll Out X
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:_ *Be able to react to Competitors
}  <Plan C if Competitor launches new site




Sy

£ THE SEO
DAVE&ﬂ:cE> S

[ . L
iy E
iq
-

§ - Targets depend on requested Budget &
¥ Resources
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§ *Progress is Relative to Competitors —who
A may increase efforts
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§ - What are likely/possible changes in Search
§ Landscape?




Making your Strategy Happen




Translating Strategy into Tactics

\WWhat does \WWhat s *\Where are

your ‘Target’” essentialto there
Website/SEO achieve this? different ways
look like? to achieve

this?




Translating Strategy into Tactics

What is the most efficient way to
reach your target?

\

-
What is the lowest risk way to reach
your target?




Prioritising Tactics

*Which *\What s *\What looks
resources are neededto good and s
finite, build visible

*Impactvs foundation  «prerequisites /
effort vs *\What can start Dependencies

urgency straight away

D E F
v | Hepeatahleﬂ Frequenqﬂ Cost ($) B4 Cost(Timka Respon
1.1 Technical Audit 0 n %50 21 hours SEO Team -
1.2 CWV Audit 8 hours SEQ Team Technical Aud

M i
2.1 Content Audit No 4119 14 hours Content Team
2.2 Keyword Research N - 36 hours SEQ & Content Tear Content Audit
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Prioritising Tactics

e Which resources are * What is needed to
finite, build foundation

* Impactvs effortvs ¢ What can start

rFy X
> < ’
E

DAVE THE SE

* What looks good and
IS visible

* Prerequisites/

urgency straight away Dependencies
A E C D E
1D ol Task pl Repeatablejd Frequenciid Cost (%) B4 Cost |
1.1 Technical Audit No n/a $50 21 hot
1.2 CWV Audit Mo n/a - & hour
2.1 Content Audit No n/a $119 14 ho
2.2 Keyword Research Mo n/a Jb hot




finite,
* Impact vs effort vs
urgency
F G

Prioritising Tactics

e Which resources are * What is needed to

build foundation

* What can start
straight away

H I

B - 3
R
E e

E
DAVEJQES

* What looks good and

IS visible

* Prerequisites/
Dependencies

21 hours SEQ Team

- 10 8 1 ]
6 hours SEO Team Technical Aud 3 J 4 .
14 hours Content Team 8 8 J 2
Jo hours SEQ & Content Tear Content Audit 10 8 2z 5




The Purpose of a Roadmap DAnggseo
S 2 S W

Technical Audit

Schema Audit
Technical SEO

Redirect 404s [:]

Infinite Scroll

PLP Review

New PLPs

Optimise PDPs

Optimise Existing
PLPs

Content Audit

Competitor

Content Content Audit

Content |deation

Data/ Analytics Audit

Analytics Attribution Model




* Arrange in an Efficient

The Purpose of a F Way
| LIENEEEE eg.g. have Dev work

Technical Audit (

e ongoing while you start
Infinite Scroll C planning Conte nt

PLP Review

TechnicalSEO

New PLPs

Optimise PDPs

Optimise Existing ( ]
PLPs
Content Audit [ ]
Competitor
Content Audit :]
Content Ideation | J

Data/ Analytics Audit ( )
Analytics Attribution Model ( ]




The Purpose of a Roadmap

|| mask | Q125726 | Q225726 | Q32526 |  Q4'2526 |
Technical Aud}r/

Technical SEO

On-Page

Content

Data/
Analytics

Schema Aud
Redirect 404
Infinite Scro

PLP Review

New PLPs

Optimise PDPsk

Optimise Existing
PLPs

Content Audit

Competitor
Content Audit

Content |deation
Analytics Audit

Attribution Model

e

DAVE THE SEO
& CO

* Adjust and stay Flexible

~




7 3 3 ]

The Purpose of a Roadmap
Task Q12526 Q225926 | Q32526 | Q42526 |

*One place for all to see
‘the plan’

viiltragc

Optimise PDPs

Optimise Existing
PLPs

Content Audit

Competitor

Content Content Audit

Content |deation

Data/ Analytics Audit
Analytics Attribution Model




e

e Can show Complexity and mMap oAVE 11 SEO
Scope of SEO & Content ~ FRECEEENECE=NS

Redirect 404s

Infinite Scroll

PLP Review

New PLPs

On-Page

Optimise PDPs

Optimise Existing
PLPs

Content Audit

Competitor

Content Content Audit

Content |deation

Data/ Analytics Audit

Analytics Attribution Model




Keeping your Strategy & Roadmap

on track

e Turn into an

Interactive
Project Plan

Technical spesiisation

It recommendations

Staging site selup & access

Analytics testing

Reditect mapping

Redirect Implemeriation
Ridirect testing andresalution
Cantent Feview

Internal linking review
Technical SEQrevien
Benchmarking
Content ! Code Freeze

Final checks

Issve Fesolution | Implementation

Launch day suppart

e Move don’t

Remove

[Client] toreview 2nd confirm site!CM3 will have

R d dbest practice guidelines for new website. =E0 f
recommendzd functionality
Teck ensure asettled [Ais 1epreserted
R d A I qarding J. + jing site 25 s0on = passible. et SEDf any
confimed by [Client] changes are made to previously seen 1A models, including
pages being addediemaved
Awailable ta white-listed IPs. Devs | Techteam to white-list SEO staff IP addriesses | ]
Resier anabiios sot up, goal setup,test fiing of anshyloscodeandensure | [l e
that code has been applied to all necessary pages an the uebsite.
. . . . Teck d Iaunch - SE Wil
Redirzct recommendationss from old site UIFLs to the new sie. =E0
provide the mapping itest redirests on staging if possible)
[Cliert] ta implement the mapping provided by SED. Deus | Implementvia CMS re.ady for testing an staging site
Testing sl vediasts seimplamented comest g | Techteam o resalve issues with redieets  erors are
detectedin SED checks
! d a4
Checkfor ng=:. - SED | crors are detected by SEO
Checklinking within main nav, secondary nav, headerfoater links etc. SEQ | Techteamtofixlinks i issues are detectedin SEQ checks
Rabets. e, Gbet cloaking, 45 crawling, mokil ¥ ddata, WML e 15 based on SEQ
sitemaps, HTML siemap, Site speed, custom 404 page cheoks
Keyuord rank iacking, legacy site crawl data, site performance lighthouse,
SED (N
page speedinsights), search console data
Cads freeze across the deu srwiranmert o nothing is ousrriten or changsd
Devs |NIA
last minuite
Final cranl and checks ensure site s resdy o go-live. SE0 I::Eam toimplementrecammendations based on SEQ
Adhos supportfor inteinal teams in soking problems which may impact SED | [ | Techteamtowork with SEDI o reschue issues with the
performance. staging site
[ e, red hecks, check server
response. cananical tags. metarohots. page tile. meta deseription. Fieview
h cookies, dissbled onscreenand | | Techteamioimplementrecommendations based on SEQ

withfetch and rendsr. Gat GSC setup, uplosd XML sitemaps etch & rendsr
Tor submit ta indes, upload the disavoy file if one is avalable, use the change
of address tool

chacks

* Give Personal
Responsibility




Keeping your Strategy & Roadmap

on track

e Get individuals °Include
etc. to Confirm Downtime and & Worst Case

Acceptance

Technical spesiisation

It recommendations

Staging site selup & access

Analytics testing

Reditect mapping

Redirect Implemeriation
Ridirect testing andresalution
Cantent Feview

Internal linking review
Technical SEQrevien
Benchmarking
Content ! Code Freeze

Final checks

Issve Fesolution | Implementation

Launch day suppart

Delays

[Client] toreview 2nd confirm site!CM3 will have

R d dbest practice guidelines for new website. =E0 f
recommendzd functionality
Teck ensure asetled |
R d A I qarding J. + ing site as soon &5 possible. Alen S any
confimed by [Client] changes are made to previously seen 1A models, including
pages being addediemaved
Awailable ta white-listed IPs. Devs | Techteam to white-list SEO staff IP addriesses | ]
Resier anabiios sot up, goal setup,test fiing of anshyloscodeandensure | [l e
that code has been applied to all necessary pages an the uebsite.
. . . . Teck d Iaunch - SE Wil
Redirzct recommendationss from old site UIFLs to the new sie. =E0
provide the mapping itest redirests on staging if possible)
[Cliert] ta implement the mapping provided by SED. Deus | Implementvia CMS re.ady for testing an staging site
Testing sl vediasts seimplamented comest g | Techteam o resalve issues with redieets  erors are
detectedin SED checks
! d a4
Checkfor ng=:. - SED | crors are detected by SEO
Checklinking within main nav, secondary nav, headerfoater links etc. SEQ | Techteamtofixlinks i issues are detectedin SEQ checks
Rabets.t, Gbat cloaking, J5 orauling, mobil ddata, WML e 15 based on SEQ
sitemaps, HTML skemap, Ste speed, sustom 404 page cheoks
Keyuord rank iacking, legacy site crawl data, site performance lighthouse,
SED (N
page speedinsights), search console data
Cads freeze across the deu srwiranmert o nothing is ousrriten or changsd
Devs |NIA
last minuite
Final cranl and checks ensure site s resdy o go-live. SE0 I::Eam toimplementrecammendations based on SEQ
Adhos supportfor inteinal teams in soking problems which may impact SED | [ | Techteamtowork with SEDI o reschue issues with the
performance. staging site
[ e, red hecks, check server
tesponse. oanonical tags. m?lambuls pageitle. meta desoription. Feview
onscreenand | | Techteamioimplementrecommendations based on SEQ

withfetch and rendsr. Gat GSC setup, uplosd XML sitemaps etch & rendsr
Tor submit ta indes, upload the disavoy file if one is avalable, use the change
of address tool

chacks

e Consider Best

Scenarios




Keeping your Strategy & Roadmap

on track

Description

Actions Required

Technizal specification

Recommendations and best practice guidelines for new website.

SED

[Client] ta review and confirm sitelCMS will have
recommended functionality.

|& recommendations

Recommendations and consultancy regarding Information Architecture
confirmed by [Clisnt]

SED

Tech & businezs team to enzure a settled 14 is represented
on the staging site as soon as possible. Blert SEQF any
changes are made to previously seen 18 models, including
pages being addediremoved.

Staging site setup & access Auailable to white-listed IPs. Oevs | Techteam ta white=list SEQ staff IP addresses
Fievi lutics et up, goal set up, test fiing of analytics code and )
Bralytics testing RIS e B el 5o WS e LGS Bl S S Data | Techteamtofis tracking if izsues are detected by SEO
that code has been applied to all necessarm pages on the website.
Techt taimpl tredirect | h = SECHwill
Redirect mapping Redirect recommendations from old site LURLs to the new site. SEO SO EAm I IMpIEmant redii=iels an iauneh = - !
provide the mapping (test redirects on staging if possible)
Redirect Implementation [Client] ta implement the mapping pravided by SEC. Devs | Implement via CMS ready for testing on staging site
Redirect testing and resalution Testing all redirects are implemented correctl SEO Tech team to resolve issues with redirects f enors are
2 & 8 4 detectedin SEQ checks
Tech & busi b 1 lue i ith content if
Content Pevisw Check for content changes, removals and comrect meta data migration. SEO = MENSEE ISAM 10 P22l (F81Ss wilh pontent!
errors are detected by SEO
Internal inking review Check linking within main nav, secondary naw, headerlfooter links ete. SEQ | Techteamtaofizlinksif izsues are detected in SEQ checks
. . Robats.tut, Ghat cloaking, JS crawling, mabile setup, structured data, <ML Tech team to implement recommendations bazed on SEO
Technical SEO review ! ” ! SEO
sitemaps, HTML sitemap, Site speed, custom 404 page checks
Benchmarking Keuward ranlk tr:acklng, leqacy site crawl| data, site performance (lighthaouse, SED MG
page speed insights), search conzole data
Content ! Code Freeze Code .freeze across the dev erwironment so nothing iz overwritten or changed Devs |FiG
last mirLte,
Final checks Final crawl and checks ensure site is readu to go-live. SEO Izzzl::am ta implement recommendations based on SEL
' ' Bd-hoc support for internal teams in solving problems which may impact SEO Techteamtowork with SEQ ta resalve issues with the
Izsue Resalution ! Implementation Oews B N
performance. staging site
Check robats.tut, redirect spot checks, check top templates far server
response, canonical tags, meta robots, page title, meta deseription. Peview
with cookiesljavazcript dizabled, review as Ghot smartphone on screen and Tech team to implement recommendations bazed on SEO
Launch day suppart SEO

with fetch and render. Get GSC set up, upload XML sitemaps fetch & render
far zubmit to index, upload the disavow file if one is available, uze the change
of addrezs toal

checks

T

L T T




Building a Feedback Loop
e Engagement Metri




ToAVE THE SEO
(S & C° A8







e Relative to:
. *The Industry




man F e ’i_

-Talk to Real Clients (especially B2B & Big
Contra.cts_ |




*Brand/ offering Awareness — brand
E searches, Footfall, Direct Traffic
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Thank You

@ https://www.linkedin.com
/in/davecousin/

€ @davetheseo

https://davetheseo.com
/daves-decks/
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