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Strategy #1:
Search Engine Optimization




What is SEO? And why is it important”

b SEOQ, Search Engine Optimization, is the
O art and science of getting qualified traffic

O [ from keywords inputted by users in
“ e search engines. These keywords are
not randomly selected; these keywords
0 ey, are selected based on relevance to your
"ﬁu%&, business and product offerings, actual
& search volume, competitiveness, and

n”:uiu . i ™ . H
purchasing intent.

What keywords are you currently optimizing?

What is your current position in search engine result pages?

How much traffic are you generating?
How many leads and customers are you obtaining from these keywords?

How much money are you saving from SEO?

SEO is a long term strategy that can yield fantastic results for your brand. With the
proper SEO strategies and analytic setup, you can increase brand awareness, leads
and new customers!

On the next page we will discuss actual sample process for Search Engine Optimization.
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The search engine optimization process

[ < etsied Keywords Step 1: Find Keywords
coyword or pivase per e « Use Google’s Keyword Tool or WordTracker
e e —

| @ Use synonyms

- Look for 4 Search Volume, § Competition, § Difficulty Score

Keywords only :

Keyword popularity :
Cost and ad pasition estimates K
Giobal search volume trends

S — .
wi’ passible negative keywords

noose data to displa} ¥

Step 2: On-Page SEO
Place Keywords in Page Title, Meta Description, Image
alt-tag, URL, H1 Headline and Page Content.

Step 3: Off-Page SEO

Create content that includes the keywords you want to
optimize in step 1, and publish this content on other web-sites
with links to the pages with keywords identified in step 2.

'::mn il 16,835 i PEN

e '-Wm.en,. 4,73 pasesfist s, B85
B | g 89.56%Dumece =
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Step 4: Measure & Analyze
Measure ranking improvements, visitors, leads, and
customers, Yes, it can be done!
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What tools can | utilize”?
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Keyword Tool
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RAVEN
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SECOBOOK [ Wordtracker N

SEODIGLER

Visit our website to learn more Learn More
about Search Engine Optimization
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Strategy #2:
BLOGS - The Super Power




Why are blogs so super powerful?

A blog is a section within your web-site where you

ﬁlb -~ — - can post content associated to different categories
quickly and efficiently. BLOGS give us the

W  XZITING opportunity to quickly keep our web-sites FRESH,

that sellers with

by developing unique and interesting content.

i But why is this super powerful? Well, when you
Build Me a Smart Site - It's Time {o have more blog pages that you constantly add to

sy your web-site, Google crawls your site more

e frequently, but in addition, you have the opportunity
- " to target more keywords, including long-tail

wwien eyl suriiowes e g ek el s & phrases, interact with users and obtain more

a:-:’-:ele:;a"d embraced that we are living in a digita - -‘—. e H H 1
e qualified traffic and potential leads to your business.

Do you have a list of long tail keywords to target in your blog?

Do you have a blogging schedule?

Do you have dedicated resources to monitor comments and create fresh content?

Do you have calls to action within your blogs to obtain leads?

On the next page, we will show you a study that clearly shows more blogs = more traffic and
more leads. Helping you become a Super Power BLOG believer.
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Traffic Index

The statistics don't lie!
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In 2011, HubSpot Software
conducted a study within their
platform analyzing approximately
4,000 customers. Here is what
they found!

Businesses who blogged 16 to 20
times per month got over two times
more traffic than those who blogged
less than four times per month.
Those who blogged at least 20
times per month had five times
more traffic than those who blogged
less than four times per month.

So what should you do? Hmm...,
start BLOGGING! On the next
page, we will share some quick tips
to get started!

d Generation Lessons” by Hubspot®
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4 steps to help you with blogging!

© 2012, Xzito Creative Solutions, LLC. All rights are reserve:

d. The

Step 1: Familiarize yourself with Industry Blogs

« Search for other blogs in your industry
www.BlogSearch.Google.com

- Read & Subscribe to Blogs, get inspiration, and ideas

Step 2: Engage
- Get noticed by other bloggers and readers
+ Build links back to your blog by posting and interacting

Step 3: Start Writing & Promoting On Your Own Blog
 Find the right software. Set it up right: blog functionality,
SEO settings, Analytics Functionality, RSS options
- Start writing 20 articles per month
(see previous page with stats).
- Share BLOG articles via social media sites
and email marketing

Step 4: Measure & Analyze
- Track number of blog visitors, subscribers,
leads, and keyword ranking

Visit our website to learn more about blogging. Learn More
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Strategy #3:
Social Media What!




Technology helps us be more sociall

ke
Ehirnbe

online
T The term Social Media refers to the use of
W;:_“j:jﬁi"’ web-based and mobile technologies that turn
4 ] communication into interactive dialogs. We've all
chatis -s;i;;;i;uer socialz. heard of tools such as YouTube, Facebook, LinkedIn
(s gnupm-;m;ér feed = thumb: “H and Twitter; but are we leveraging these tools to
ma,f0||ow,,fafl i kem“n?fné"nds keep in touch with new and existing buyers? These
“WWLWF‘E{E;E;EE[, sou%j’f?n‘;‘ﬁﬁgpqhke technologies? are qffering us yet another method of
"r';'léé' frlen‘ ns:edf‘;h e (15" communlcatlon with our customers; but are we
hkeﬂ,_.‘ el eb "" taking advantage? The brands who are will earn
T wemat more BUYERS! Here are some aspects to consider!

- Are you aware of positive or negative conversations about your brand?

» Are you using social media to drive individuals to offers,
and promotions where they can take action?

* Do you allow customers to comment and share your content,
or do you prefer to control all of the communication?

On the next page we will share some tips to get started with social media.
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Step by step social media plan

Step 1: Register Your Brand To Play
 Register your brand on all major social media platforms.
« Make sure your competition does not take your name.

Step 2: Follow Your Competition
« Keep an eye on their communication.

- Keep an eye on the number of interactions & number of followers

-,

Step 3: Create a Following
facebook : .
« Meet people, start conversations, connect with others,

show that you are a real person and not “just” a brand.
Linkedm. - Answer questions and help others. Build trust.

Go 08[e+ Step 4: Publish, Share Cool Content
« Share links to interesting offers and content on your BLOG.

« Share tips, testimonials, stories, even personal information, humanize your brand.
« Empower your fans to communicate.

You TubE »  Step 5: Measure and Analyze

« Key metrics: Fans/Followers, Likes, Referral Traffic, Leads.

Visit our website to learn more about Social Media Management < earn v ore
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Pay-per-click. You only pay for clicks!

GO Ugle Advertsing F1==5 . pay-Per-Click is an easy inbound marketing strategy
to re-direct buyers from sites such as Google,

o customers: GO0 le AdWords Yahoo and Bing to your web-page. When the buyer
AN And connec searches for specific keywords or long-tail phrases,

Vour ads 360 ' | you can quickly present an ad, and take the buyer to
ﬂ a specific landing page. The landing page can offer

them a solution and provide them the ability to
purchase your product or inquire.

Pay-Per-Click helps you bring more qualified traffic than other marketing sources as
the buyer is actually searching for your product/service. With Pay-Per-Click you only
pay for clicks, and you can target your ads within a specific geographical location.
Here are some key questions you need to ask yourself about your PPC Strategy.

- What are the keywords that are converting the most leads to customers?
- Do we have relevance between keywords, ads and landing pages?
- Do we have a strong quality score that leads to lower cost-per-click?

On the next page we will share a three step process to get started with PPC.
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Yes, Pay-Per-Click is as easy as 1-2-3

Your business here.

Step 1: Select The Right Keywords

+ Use Keyword analyzer tools such as the Google Keyword Tool
or Wordtracker.com to select your keywords

Cougle e —
ay

Pt 90 it 0 e kel Pl it .15 st

* Look for high search volume, low cost per click and low competition

Step 2: Create Ads

* Include your keyword in the headline, content and display URL
* Include a benefit and feature and/or offer

+ Redirect your ad to a relevant landing page

Step 3: Redirect/Create Relevant Landing Pages
- Landing page should reflect the content of your ad

Remember: In Pay-Per-Click you need to create relevance between the keywords your
buyers are searching, the ads, they see and the landing pages they end up on. This will
help you increase conversion, increase your quality score and lower your pay-per-click.

Visit our website to learn earn More
more about Pay-Per-Click
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Strategy #5:
Email Marketing




Emall marketing - A love hate relationship!

Done correctly, email marketing is an effective method to drive traffic to
your web-site and create new BUYER conversions. Today, everyone has
email and we have the opportunity to leverage this technology to keep in
touch with our customers and potential prospects. But keep in mind we
don’t want to fall into the trap of selling, or having a “me, me” attitude. We

i need to build trust and provide “exceptional” value for our customers
1 "‘f’*"‘*ai, tﬁ;. through our communication. Here are some key questions:
l*P'. qk"*:.-:.—:; -r}
N\ = - Are you leveraging automatic lead nurturing
i - email marketing campaigns?
[ = . =
S0\ - Do you have a reliable schedule to keep in touch with your

4 {_‘; customers via email? Share blog updates and promotions?

\__MN + Are you tracking the number of web visitors, leads and
customers through email marketing?

On the next page we will share some quick tips to get started with email marketing.
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4 steps to start your email marketing strategy

© 2012, Xzito Creative Solutions, LLC. All rights are reserve:

d. The

Step 1: Email Capture Form
Make sure you have email capturing forms
on your site to start growing your email list.

Step 2: Utilize an Email Marketing Software
Leverage email marketing software for email opt-out,
email nurturing and analytics. http://xzito.icontact.com

Step 3: Communicate - Blast

Send communication to your target market. Promotions,
tips, offers, blog updates, etc. Keep in touch, they want to
build a relationship with your organization.

Step 4: Measure & Analyze
Track how many people open your email,
forward it, bounce back, etc.

Visit our website to learn Learn More
more about email marketing
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Strategy #6:
Review Analytical Data




Data without review Is worthless

."|I."' [l
ol e 4.::‘-!"'":- &

How can you improve your web-site
without data or without a clear
understanding of your desired
objectives? In order to succeed online
and obtain more BUYERS, your brand
needs clear goals and intelligent
analytical systems to let you know how
you are performing. Analytical systems
will show you what is working and what
is not working, and then you can make
the proper decisions on what you should
continue to do, not do, or enhance.

If you want to win the online game, you need to monitor your Search Engine Optimization,
Pay-Per-Click, Social Media, Blog, and Email Marketing performance.
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Data analytics & review process - 4 steps

JANUVARY -JuNE
SALES

'Ti;IJ,L]_jj_
BiE,

Step 1: Implement an Analytics Program
« Google Analytics, Omniture, Hubspot.

Step 2: Determine Your Goals

* Do you want more newsletter sign ups?

« Do you want more leads for “x, y, 2”7

* Do you want more customers in “a, b, ¢”?

Step 3: Determine Activities To Meet Goals
+ Landing Page

+ Call To Action

- Trafficto A, B, C

Step 4: Review Data, and Make Decision
« Continue with current activity

« Change activity

« End activity
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Conclusion

We hope you'’ve enjoyed reading this eBook:
6 Strategies To Increase Web Traffic & Conversion.

In order to gain more buyers, your brand needs to drive traffic and
convert more buyers. The key question is how will you do it?

There are two potential options:
1) You implement in-house
2) You partner with an agency

If you are serious about leveraging the web to
outgrow your competitors and improve your
relationship with BUYERS, contact us to
schedule a FREE Consultation!

401.709.4342
support@xzito.com Contact Us
xzito.com II



