
18 steps to build an online strategy for small businesses



• 23 Years of SEO Experience

• College textbook author on SEO and 

Digital Marketing

• Speaker at Marketing Conferences

• Featured on Forbes, Huffington Post, 

HubSpot





Presenter
Presentation Notes
Ask what are your concerns. Giveaway books. URL to download PPT
Exciting times, 94 media, 95 laptop / modem, NEXT SLIDE



Presenter
Presentation Notes
Tell stories: Written because I see so many curious amazing people and : i.e.: credit union paperclip/ filtration co’s too in weeds
$10 today only. 



Media Features



jm@mcdia.com

978-423-4274

Slides and free analysis:

mcdia.com/digital-roadmap

Connect with me

mailto:jm@mcdia.com


Essential components of a marketing plan 

• Market Research

• Business / Marketing goals

• Positioning / Messaging

• Competitive Analysis

• Target Audiences / Personas

• Marketing Strategy

• Tactics

• Budget (5% to maintain 10% to grow)

• Timing

• Roles

• Metrics



What is Digital Marketing?

• SEO

• Social Media

• Paid Ads

• Email Marketing

• Blogging

• Online and Offline PR

• Webinars

• Getting links from influencers

• Conversion Optimization

• Tracking ROI – Analytics



Who does it?

photo credit: TheBigTouffe



Digital Versus Traditional

Cmosurvey.org



What is Content Marketing?

Blogging, podcasting, videos, ebooks, 

infographics, photo galleries, webinars…

• SEO

• Social Media

• Paid search / social to promote content

• Email Marketing to promote content

• PR / Guest Posting

• Getting links from influencers to content

• Conversion Optimization using content 

• Tracking ROI – Analytics

Not explicitly promote a brand but stimulate interest 



1. Document Goals, KPI’s and tracking methods



2. Pick Tactics





Optimize for all top traffic sources



Brand and user experience effect SEO

SEMrush.com



3. Understand relationships between tactics 

photo credit: Sylke Rohrlach 



If fast is the goal, choose paid ads

photo credit: matea2506



4. Develop Personas and document pain points



Surfing Patterns

Have something for everyone



5. Understand the Buyers Journey



6. Understand Marketing Psychology



Cialdini’s 6 principles of influence

• Authority

• Social Proof

• Liking

• Reciprocity

• Scarcity

• Commitment (and Consistency)



7. Do competitor Analysis / Audits 







Ahrefs.com



8. Build a team, document tools



9. Build a white hat mindset



Thought Leaders

Built into nature: birds flock, fish school etc.





Become a visible expert





#contentmarketing Thought Leaders

From Onalytica



Provisional patent on PageRank



Google Backrub!



The early patents relating to authors

Agent rank

Invented by David Minogue and Paul A. Tucker

US Patent Application 20070033168

Published February 8, 2007

Filed: August 8, 2005

Abstract

The present invention provides methods and apparatus, including computer 

program products, implementing techniques for searching and ranking linked 

information sources. The techniques include receiving multiple content items from a 

corpus of content items; receiving digital signatures each made by one of multiple 

agents, each digital signature associating one of the agents with one or more of the 

content items; and assigning a score to a first agent of the multiple agents, 
wherein the score is based upon the content items associated with the first 
agent by the digital signatures.



How Google Might Fight Web Spam 
In Social Networks

05/26/2015

seobythesea.com/2015/05/how-google-might-fight-

web-spam-in-social-networks







Google Quality Raters Guide



Expertise, Authoritativeness, Trustworthiness.

Image via: flickr.com/photos/38658617@N00/15720044001



From audiencebloom.com



Link farms and Like farms

Duanne Forrester of Bing says 
“Don’t be tempted to game it”

Presenter
Presentation Notes
http://www.bing.com/blogs/site_blogs/b/webmaster/archive/2011/08/31/link-farms-and-like-farms-don-t-be-tempted.aspx
Limited amount of accounts cluster versus more chaos



Panda vs Penguin: Toll Booths

Panda = No Low Quality

Hummingbird = Conversations + Mobile

Pigeon = Local algorithm

Penguin = No Spam

Image via Bang Digital



10. Pick Content Formats

• Blog Posts (text)

• Guest Blogging

• Videos

• Podcasts

• Resource Pages

• Images

• Infographics

• Webinars

• Interactive Content

• Tools

• PR and Press Releases

• Content Curation



Ahrefs.com



Guest Blog

Digg

Google+

YouTube

Reddit

Facebook

Twitter

Forums

CONTENT

News/Media/PR

11. Create Great Content, Then Share



Content Fuel: for Social/SEO/Links/PR

Video, Infographics, Podcasts, Whitepapers, 

Blog Posts, Images etc.

Presenter
Presentation Notes
Content #1 place to spend. Wage war on your customers top ten beefs using listening tools and keyword research�Vary the content: Video, Infographics, Podcasts, Whitepapers, Blog Posts, Images etc
Reddit, podcast alley, inforgaphic directories, instagram, pinterest, flickr, youtube, vimeo only if you have images/video/content



Content proportionate to leads

25 page sites have no hope in advanced SEO

Presenter
Presentation Notes
Snowball effect 



blog.bufferapp.com/content-promotion

12. Promote Content More 

1. Send to your email list

2. Share on social media

3. Syndication

4. Send an outreach email

5. Mention an influencer

6. Submit to a content community

7. Connect with a mentoring/peer group

8. Make it easy for your readers to share

9. Focus on the places that get the best results

10. Paid ads and remarketing

11. Repurposing



toprankblog.com/2015/03/repurposing-content/ 

13. Repurpose Content 



Presenter
Presentation Notes
Tell stories: Written because I see so many curious amazing people and : i.e.: credit union paperclip/ filtration co’s too in weeds
$10 today only. 



TOFU Offers – Capture emails

30 ebooks = 7x leads

Presenter
Presentation Notes
Snowball effect 



See bit.ly/mozcontentfail

14. Avoid Content Marketing Fails

You think people will buy before they trust you over many visits
You vomit up content without a community  
You invest in content but not its amplification (broadcast, 1:1, paid)
You ignored SEO and being an authority (3+ billion searches a day) 
You gave up way too soon

Presenter
Presentation Notes
MCD ADV w monster.com and GE was paid 80k to write plans
96 seo class and then hundreds of sites and seo
Team of 10, local + intl, not sales pitch, not good at math as developer or design




15. Increase Conversions with Trust



estateplanninglawblawg.com



associationexecs.com  |  speakermatch.com



Media Coverage = Authority

helpareporter.com
• Free to sign up for 3x daily emails
• Paid: filters, profile, mobile alerts
• “Submit a New Pitch”

prleads.com
• $99 a month, emails as often as every 30 minutes
• Leads are completely customized to fit your 

expertise
• Less competition from other responders
• Amazing help from founder Dan Janal

+Buzz Sumo and Followerwonk for influencers



16. Track Results - TAKE ACTION from Data



Top Content

Content is beating paid niche placement



Top Content – About and Bio content



17. Follow up Fast

Research based on 3.5 million leads from 

over 400 companies 



18. Keep evolving as tactics quickly change

E.g. Video 80% of web traffic by 2019, 

topics more than just keywords



Takeaways

1. Define your goals and tie them to analytics
2. Don’t blindly pick tactics based on trends
3. Create 10x level content
4. Spend more time promoting than creating
5. Blend in paid with organic in search AND social
6. Build your email list / platform

Digital marketing that leverages the relationships between tactics will save 
you years of pain and help you crush your less strategic competition.



Resources

1. SEMrush
2. AHREFS
3. Buffer
4. Hootsuite
5. Google Analytics
6. Hotjar
7. Usertesting.com
8. HubSpot
9. Canva
10.Prleads.com / HARO

1. Search Engine Land
2. Social Media Examiner
3. Quicksprout
4. Copyblogger
5. Buffer Blog



jm@mcdia.com

978-423-4274

mcdia.com/digital-roadmap

Slides and Free SEO 
Competitor Analysis

mailto:jm@mcdia.com
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