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Site Structure

When adhering to best practices, Search Engine Optimization transforms you
website into highly focused indexable pages that search engines will deliver
to users.

Your site’s structure and code implementation has to be readable by search
engines or they will not index them properly. Search engines use bots, or
programs to crawl your pages, and if they can not quickly or completely, they
will leave without thoroughly indexing your website.

Site structure and code implementation is like a book’s grammar and word
usage. If you don’t understand it, you wont read it. Neither will bots want to
crawl your site.

I start with a W3C validation service that will show all on page markup er-
rors. Some of these errors can prevent search engines from indexing your site.

Markup Validation Service
Check the markup (HTML, XHTML, ...) of Web documents

JumpTo:  Validation Output

Errors found while checking this document as XHTML 1.0 Transitional!

Result: 80 Errors, 49 warning(s)

Address : http:/ / www. YourWebSite.com
Encoding: ut-6
Doctype: XHTML 1.0 Transitional [ (detect =]

Root Element:  himl
Root Namespace: http://www.w3.0rg/1999/xhtml

You will see a comprehensive visual crawl diagnostic displaying the errors
and warnings on your website.

Crawl Diagnostics

Pages Crawled: 7 | Limit: 10,000 Most Common Errors & Warnings
From crawl on August 23, 2010 15:59
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See All Errors, Warnings & Notices




Keyword Research

In order for your site to rank well, we need to know how well your keywords
are performing, and additional keywords that we might need to use. I provide
in-depth analysis on each keyword. The competition of that keyword, how
many monthly searches are performed using that keyword, and how many
websites already have that keyword in their title. I make suggestions on best
places to use those keywords within your site, taking all the guesswork out.

Keyword Competition  Monthly Searches U.5. All in Title Keyword Placement Motes
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Easy to understand Link Analysis. How do you measure up against your top
three competitors? This gives you a visual understanding of how your site
stands against competitor sites.

Competitive Link Analysis

Domain / Page Authority Comparison  Lind out how you rank against up to three of your competitors
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Last Linkscape index update: 7/30/10
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[ see FullLink analysis |




On-Page

The on-page report card shows you just how well your keyword phrases are
performing. With the page analysis detail, you know exactly what to change
to improve your grade.

This report is computer generated so there is no guesswork. As you improve
each page, I will run the report again to show progress.

The true power of this report is when you give it to the person generating
your page copy so as they are writing new copy, all these grade elements are

taken into account. Saves hours of re-writes and frustration.

Using this same report, you can now grade your press releases and landing
pages.

Raport Run Woekly (Every Friday)

Last run on O&AOL2011 Stop Running Weekiy Export to PDF
Good Job! This URL recelved a A grade Factor Overview
After analyzing your page for the supplied keyword's prominence, we issue your page a Critical Factors 4/4
A— |etter grade (a.g. an A would mean that your keyword appears in 90-100% of our tool's High Importance Factors T
paramelters, while a C signifies that your keyword appears in 70-80% of the tested s e Patice
alernenis). The higher the percentage, the: better targeted your page is for the keyword you )
Low Importance Factors
specified. ar
Optional Factors
/8
On-Page Keyword Usage for: Your keyword
Title URAL Meta Dese H1 H2-4 Body B/ Strong IMG ALT

Total Keyword Usage for this Page =7

Page Analysis Detail

Wie've listad o of OUr FECOMMeNGAticns wi have for you to optimize this page to its full potential

Critical Importance Factors 4/ 4 Complstad

# heoessible to Engines
V' ReadMoren

4 Broad Keyword Usage in Documeant
% Rmamorso

4 Broad Keyword Usage in Page Title
V' ReadMorem

Appropriate Use of R Canonical

Y RedMoren

Page Analysis Detail is shown here with only the first factor of critical importance. Your report will
have critical, high, and moderate.



Link Building
With my link building section you will have an exhaustive breakdown of all

links coming into your site. You will see where each link comes from, what
the anchor text or image alt text is for that link, and the strength of each link.

We will discuss page authority, followed vs. no-followed links and why both
are important. I will explain what makes a link important, how to get quality
links, and explain how to get links deeper into your site and not just to the
home page.

Link building is the most critical off page factor there is in SEO, therefore,
having a comprehensive ongoing link building strategy is the only way to get
top rankings and stay there.

Page Authority @ Domain Authority @ Linking Root Domains & Total Links @
URL score combining all link metrics overall score for the root domain root domains w/ links to this URL followed, nofollowed & 3017ng pages

28100 42100 30 1,235

Linking Pages Linking Domains Anchor Text Distribution Full List of Link Metrics

Percentage of Followed vs. Nofollowed Links Percentage of (Followed) Internal vs. External Links

T% Nofollowed Links
2% Internal

SEO is never a fix it and forget it, but an ongoing maintenance of your site.
Small to medium sites should spend 10 hours per month working their SEO
campaign, while larger sites have dedicated teams working everyday to stay
on top. To take the guess work out, I will give recommendations as to how
many hours you should spend, and more importantly, why and in which areas.

Rankings Updated Weekly (Every Friday)

Ghange calculatad from previous week | Export to GSV || Add/Manage Keywords
o -:' Google US E Bing en-US
Rank: Change Rank Change
o Your Keyword Phrase 39 fs Not in top 50
“  Your Keyword Phrase 1 6 -_
o Your Keyword Phrase 10 — 5 e
o Your Keyword Phrase M b Not in top 50

“  Your Keyword Phrase Not in top 50 Not in top 50




Email Campaigns

Emails will never go away are by far the most used communication on the
internet. No guess work here either. Most email campaigns software allows
full reporting of each effort, such as the report shown here from MailChimp.

I will show you what works so you can be above the industry average, and
keep people interacting with your company.

Emails are the most cost effective way to communicate, and with software
like MailChimp, you can create templates that allow you to easily and quickly

get email out to your list.

Memorial Day .. s

overview subscriber activity social stats  click performance advanced reports ﬁ 31 print gy share ) download
Recipients Opens 91 Unopened 189 Clicks 27
281
78.6% 78.8%
67.3% E [
SentTo 32.5%
. ) 20.6% 19.5%
List: your list o
z | g 4.6% 43%
Reply-to-Email Leie EEICEE unopened ingustry. clicks industry
Unsubscribers 1 Complaints 3 ROl N/A
Subject

509% Off + Free $50 Gas Card

Delivery Date & Time
817111 4:30AM
0.4% 03% 0.3% 14% 02% 0.1%
Your Industry ﬁ unsubs ist industry complaints list industry connect
Retall
view all industry stats
successful deliveries 280 (99.6%) clicks/unique open  29.7% forwarded 0
bounced 1 (0.4%) people who clicked 27 (9.6%) forward opens O
total times opened 145 total clicks 33 Facebook Likes 0
Performance Advice

f Wowzers, your open rate was 13% higher than your industry average and 11.8% higher than this list's average! Rock on!

PPC

Pay Per Click campaigns is the act of advertising on search engines or web-
sites. The great aspects of PPC is that it allows visibility for keywords you
might not be able to rank for currently. The down side is it is a pay as you go
effort which means that if you want to stay in front of people, you continually
have to buy the advertising.

I will show you how to leverage PPC and when to leverage it. We will maxi-
mize your landing pages for increased ROI, and show you the path to good
SEO so you can spend less on PPC in the future.



Social Networking

No one needs to explain why social networking is important, we all know
that already. But how do you get the most out of Facebook, Twitter, YouTube,
LinkedIn.

I will cover how to maximize growth on these networks and how to get traffic
from them. I will share inside tips on how to leverage these networks for your
link building strategy also.

The most important with any community is the dos and don’ts of social net-
working so you don’t turn people away from your message. Always remem-
ber that social networking is not advertising, but reaching out to people and
connecting to people.

Blogging

Blogging is not just a way to communicate to your site visitors, but a way to
put more content (keywords) in front of search engines. Not only that, but
blogs are a great way to attract natural links back to your site.

I will show you how to place blogs on your site, and how to maximize people
reading, sharing, and linking to your blog post.

Reputation Management

Search engines take into account what people are saying about you. So mak-
ing sure sites like Google Places, Judi’s Page, Yelp, and others have good
things to say about you.

Closing...

With so many factors, your SEO strategy needs to rely on exhaustive research
and comprehensive analysis. This full report is not a cursory look at your
website, but in-depth and revealing. Knowing what to do, how to do it, and
when to do it is what this report is all about.

You already know that being on top is not easy, but well worth the climb.



