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Il Professionally

e JSyearsin SEO & WordPress
e 4 years at marketing agencies

e Started CBDM 1.5 years ago
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[I Mission Statement

Bring enterprise-level SEO to small and medium businesses through smart and
efficient strategies that drive measurable results and meaningful return on
investment.
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Il Personally

What I’'m about...

e Sixers
e Cycling
e Running

e Craft beer
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Philly Planning
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I Philly Planning

Thomas Holme moved to Philly in 1682
At William Penn’s request

1 month voyage with 4 kids

Planned the city grid we know today
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Building Site & Content Strategy
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Il 80% Strategy, 20% Execution

DO: DON’T:

Develop content strategy Create content willy nilly
beforehand
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“Give me six hours to chop down a tree
and | will spend the first four sharpening
the axe.”

- Abraham Lincoln
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“It ain’t about who did it first, it's ‘bout who
did it right.”

- Drake
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Content Research
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Il Goal

Question or Your website
problem content

Problem solved
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I Keyword Research

Before anything:

e Perform keyword research
e Confirm keywords are relevant
e Sort & categorize keywords into topics

Resources:

Hubspot
Moz

Tools:

Keywordtool.io
Answer The Public

, @BerkleyBikes #wcphilly


https://blog.hubspot.com/marketing/how-to-do-keyword-research-ht
https://moz.com/beginners-guide-to-seo/keyword-research
https://keywordtool.io/google
https://answerthepublic.com/
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[l Sales/CS Data

What questions are sales and customer
service people frequently asked?

Create content around that.

Direct customers to that content and improve
operational efficiency.

@BerkleyBikes #wcphilly

Can'’t find an
answer to my
question online

Let me contact
customer
service
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MCast says:

July 10, 2018 at 3:34 am (Edit)

Thanks for this! It worked! Special thanks to Andrei Klein for sharing those PDFs!

[l Comments

Maria says:

July 5, 2018 at 7:27 am (Edit)
Hi, | ‘ve done what you said, step by step and It works very well! Thank You! But what if | need

to see the Contact Form Title instead of the formID in Google Analytics? Do you have a
method? Do i have to change the code html that you gave me or is it another method that | have

e Look at what people are saying hank your

on blog/social comments.
e Draw inspiration from that. T —
® Brainstorm future tOpiCS. . “LU;:::i;;:tattr‘\::;%E:;cumentation,Idon’t see form title as a property. It may be doable,

but it's not an out-of-the-box implementation. https://contactform7.com/dom-events/

Greg says:
June 20, 2018 at 3:17 pm (Edit
Hi Chris,

| rarely (actually never) leave comments on a blog. But your tutorial helped me tremendously
with the work | have for a client. From the bottom of my heart: thank you for the time and effort
you've put in this, and for being so kind to share!! | owe you!
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®).  \idite Divorce Recovery
Il Chat Logs =

Welcome to Midlife Divorce Recovery. A

We know you probably don't want to be
here looking for resources on divorce... but
we're glad you made it!

If this Is your first ime here, we generally
EXpOl't Chat |Og data recommend getting started with our free 10-

. Day Divorce Recovery Crash Course.
Manually analyze it
. Otherwise, If you have any questions or
Use automated anaIySIS tools need any help. Shoot us a message here

Density analysis and make sure and leave an emall so we
can get back to you.

Write a reply () © &
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Il Topic Brainstorming

Pros Cons
e You know your customers (hopefully) e Internal bias
e Cost (free) e Not always comprehensive
e Industry expertise e Time-consuming
e Relevance
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Il Competitors

Are competitors publishing?

What are they publishing?

What are they posting on social media?
What does their feedback look like?

Blogs

Social media
Email marketing
Offline efforts

y @BerkleyBikes #wcphilly
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[l More Than Just SEO

e Share on social media too!
o Facebook

o LinkedlIn

o Twitter

o Instagram
e Email

e Print content

y’ @BerkleyBikes #wcphilly

22,328

Organic Sessions

6,376

Social Media Sessions
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Research Using Existing Data
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All accounts > Midlife Divorce Recover. ‘1
1 . are . LL H
Analytics 1 - Mmidlifedivorcerecover... ~ A 50 ‘
Q_  search reports and help Channels @ B save & ExPORT < SHARE ' EDIT G“b INSIGHTS
A ALL » DEFAULT CHANNEL GROUPING: Organic Search |~ Sep 1,2018 - Sep 30,2018
HOME - ’
/_\ll l:lserS + Add Segment
CUSTOMIZATION 7337 Bedsion
Reports Explorer
® REAL-TIME Summary Site Usage GoalSet1 GoalSet2 GoalSet3 Ecommerce
2 AUDIENCE ssions v | VS. Select ametric Day Week Month o4 o%
Sessions
> ACQUISITION
300
Overview
.-——0/\_ = e e e
v All Traffic =
150
Channels
Treemaps
Sep 15 Sep 22 Sep 29
Source/Medium -
Referrals Primary Dimension: Keyword Source Landing Page Other ~
B Secondary dimension ¥ | Sort Type: | Default v AWWW. M orcerecol H @ = | T
>
Acquisition Behavior Conversions Goal 5: 10-Day Crash Course SignUp v
r Landing Page
3 v % New Sessions Pages / Session Avg. Session 10-Day Crash Course Sign Up (Goal 5 10-Day Crash Course Sign Up (Goal 5 10-Day Crash Course Sign Up
> Deasions New Users Sounce Rate Duration Conversion Rate) Completions) (Goal 5 Value)
B0 seHAvioR 6,011 00:01:52 0.73%
% of Total Avg f Avg for View: 1 %) % of Total
3
M CONVERSIONS
1 www.midlifedivorcerecovery.com/marriage-after ” -00- 0.00%
Q DISCOVER J Tz 50/ & | 1,438 (23.92%) 90.19% | 1,297 ( 89.50% 118 00:00:52 0.00% 0 $0.00 (0.00%
@| 2 Wwwmidifedivorcerecovery.com/surviving-divorm | 4 65 (17.67%) 88.32% | 938 (1 75.05% 1.60 00:02:43 0.56% 6 (13.64%) $0.00
0 ADMIN ce-after-50/
= 3, Www midlifedivorcerecovery. com/ex»husbands»g@ 761 (12.66%) 89.36% 680 85.55% 1.46 00:01:33 1.45% $0.00 (0.00%

< == irlfriend/
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[ Topic Themes

Discovery:
Ex-husband content converts well

Takeaway:
Create more ex-husband content

, @BerkleyBikes #wcphilly

Acquisition Conversions = Goal 5: 10-Day Crash Course SignUp v
Landing Page
10-Day Crash Course Sign Up (Goal 5 10-Day Crash Course Sign Up (Goal 5

Sessions v Conversion Rate) Completions)

Avg for Viev of Tota
1 \5\8;/« rmdhfedivorcerecovery.com/marrlage-aher@ 1,438 (23.92%) 0.00% 0 (0.00%)
2. z/;\_/;r;tr:rxgl(x)ffdr.nrcerecovery com.-’survivingAdivor@ 1,062 (17.67%) 0.56% 6 (13.64%)
3. :.:‘I\;;rér?gllgllfedworce(ecoveryvcom/ex-husbands-g@ 761 (12.66%) 1.45%
4 z.::.;v;gx_cél&gdivorcerecovery com/‘surwvmg—divor@ 634 (10.55%) 0.79% 5 (11.36%
5 ;.g*.a'\:wvdl?xdllfedworcerecovery.com:’mlss-my-ex-hu@ 497 (8.27%) 2.21%
-3 Bluw midlifedivorcerecovery.com/dating-after-6 el 362 (6.02%) 0.00% 0
7. B«/ww rmdhfed|vorcerecovery.com:’dworce—aﬂer-4@ 362 (6.02%) 1.10% 4
a i\::-r\g-er?]dhfedI'.rorcetecovery com:’middle-agedd@ 167 (2.78%) 1.80% 3 (6.82%
g Www. m1d_||fed|vorcerecovery.com/‘how-to-get-thr@ 155 (2.58%) 0.65% 1 2%
ough-a-divorce-financially/
10. www.midlifedivorcerecovery.com/christian-divor & 104 (173%) 1.92% 2

ce-recovery/
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Il Chris Berkley

[ Topic Themes

Discovery:
Age-focused content drives meaningful
traffic

Takeaway:
Create content for different ages

, @BerkleyBikes #wcphilly

Acquisition Conversions = Goal 5: 10-Day Crash Course SignUp v
Landing Page
10-Day Crash Course Sign Up (Goal 5 10-Day Crash Course Sign Up (Goal 5

Sessions v Conversion Rate) Completions)

Avg for Viev of Tota
1 \5\8;/« rmdhfedivorcerecovery.com/marrlage-aher@ 1,438 (23.92%) 0.00% 0 (0.00%)
2. z/;\_/;r;tr:rxgl(x)ffdr.nrcerecovery com.-’survivingAdivor@ 1,062 (17.67%) 0.56% 6 (13.64%)
3. :.:‘I\;;rér?gllgllfedworce(ecoveryvcom/ex-husbands-g@ 761 (12.66%) 1.45%
4 z.::.;v;gx_cél&gdivorcerecovery com/‘surwvmg—divor@ 634 (10.55%) 0.79% 5 (11.36%
5 ;.g*.a'\:wvdl?xdllfedworcerecovery.com:’mlss-my-ex-hu@ 497 (8.27%) 2.21%
-3 Bluw midlifedivorcerecovery.com/dating-after-6 el 362 (6.02%) 0.00% 0
7. B«/ww rmdhfed|vorcerecovery.com:’dworce—aﬂer-4@ 362 (6.02%) 1.10% 4
a i\::-r\g-er?]dhfedI'.rorcetecovery com:’middle-agedd@ 167 (2.78%) 1.80% 3 (6.82%
g Www. m1d_||fed|vorcerecovery.com/‘how-to-get-thr@ 155 (2.58%) 0.65% 1 2%
ough-a-divorce-financially/
10. www.midlifedivorcerecovery.com/christian-divor & 104 (173%) 1.92% 2

ce-recovery/
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Il Topic Themes

Age-Focused Content (2018)

1,250 = After 50

2 1,000 - After 60

o

2 750 After 40

% e

& 500

‘=

§ 250

© 0

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV  DEC
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT \[0)Y/ DEC

After 50 52 87 266 322 529 643 868 1,028 1,062
After 60 0 10 83 191 291 337 579 583 634

After 40 0 0 0 0 0 18 40 162 362
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New Years
Valentine’'s Day
St. Patrick’s Day
Easter

Mother’s Day
Memorial Day
Father’s Day
Graduation Day

I/l Holiday Content

Are holidays relevant to what you do?

e Create holiday content
e Publish it ahead of time for SEO benefits

Make it evergreen for ongoing year July 4th
o itev ing yearly
' Labor Day
e Back To School
Halloween
Thanksgiving

Christmas/Hanukkah



IIChnS Berkley ChrisBerkley.com/wcphl

[] On-Site Searches

Use on-site searches:

e See what people are searching for
e Brainstorm content
e Fill content gaps

10.

Search Term

bike

redirect chains

constant

contact form

contact form 7

event

event trACking contact form 7
facebook

form 7 submission in GTM

frame

>

@BerkleyBikes #wcphilly

Total Unique

Searches v
24

% of Total
100.00% (24)
2 (8.33%)
2 (8.33%)
1 (417%)
1 (417%)
1 (417%)
1 (4.17%)
1 (417%)
1 (417%)
1 (417%)
1 (417%)



IIChnS Berkley ChrisBerkley.com/wcphl ' @BerkleyBikes #wcphilly

ﬂ . All accounts > Chris Berkley ‘2 . 0 . ‘
.00 Analytics |p & Spam Filtered Out ~ = - ;
Q_  Search reports and help Search Terms @ B save 4 EXPORT < SHARE ' EDIT %msmms

Sep 1,2018-Sep 30,2018 +
Reports All Users + Add Segment
100.00% Total Unique Searches

(© ReALTIME

Explorer
[
@' AUDIENCE Site Usage GoalSet1 Ecommerce
> ACQUISITION Total Unique Searches v | VS. Select a metric Day Week Month | a4 o%
BT BEHAVIOR ® Total Unique Searches
5
Over
Behavior Flow
25

Sep8 Sep 15 E: Sep 22 Sep29

v Site Search

Overview Dimension: SearchTerm  Site Search Category

Usage fcondary dimension v | Sort Type: | Default ~ Q advanced H @[T | T

Search Terms

Search Term Total Unique Searches ' Results Pageviews / Search % Search Exits % Search Refinements Time after Search Avg. Search Depth
Search Pages

24 1.25

100.00% (24) Avg for View: 1.25 (0.

00:01:30 1.33

Avg for View: 00:01:30 (0.0 Avg for View: 1.33 (0.00

» Publisher

1. bike 2 (8.33%) 2.50 0.00% 20.00% 00:00:16 1.50
Experiments

2. redirect chains 2 (8.33%) 1.00 0.00% 100.00% 00:00:15 0.00
[ CONVERSIONS

3. constant 1 (417%) 1.00 0.00% 0.00% 00:00:52 1.00
Q  Dpiscover 4. contact form 1 (417%) 1.00 100.00% 0.00% 00:00:00 0.00

5. contact form7 1 (417%) 1.00 0.00% 0.00% 00:00:14 1.00
£ somiN

6. event 1 (417%) 3.00 0.00% 0.00% 00:00:41 4.00

< 7. eventtrACking contact form 7 1 (417%) 1.00 0.00% 0.00% 00:00:28 2.00
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Using WordPress Functionality
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Il Planning Content

By topic/category, ahead of time.
80% research/20% execution
: Google S h
. Bing Webmaster
SUb-Cat. m
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Il Hub/Spoke Model

Focuses on a hub page

Spokes are add’l pages: supporting content
Supporting content helps rank better
Improves relevance

y’ @BerkleyBikes #wcphilly

With Socks

About Boat
Boat Shoes Shoes

How To Wear

Cleaning
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Il Supporting Content

Supporting content shows search engines (and
visitors) that your business/site is invested in a
topic, service or product line.

y @BerkleyBikes #wcphilly

1st visit: No boat content
“They don’t make these products”
They don’t rank for these terms

2nd visit: Boat category/product pages
“They make these products”
They rank for these terms (not well)

3rd visit: Blog posts added
“They’re invested in these products”
They rank better for these terms
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[l URL Structure

e Chrisberkley.com e Chrisberkley.com
o Digital marketing o /digital-marketing
m SEO m /digital-marketing/seo
e Content e /digital-marketing/seo/content
e Technical e /digital-marketing/seo/technical
e Linking e /digital-marketing/seo/linking
e Local e /digital-marketing/seo/local

m  Analytics m /digital-marketing/analytics
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[l URL Structure

Page Attributes

Parent

Digital Marketing

Template

Default Template v

Order

0

Need help? Use the Help tab above the
screen title.

(no parent)

About Chris

Blog

Chris Berkley Digital Marketing

Chris Berkley Digital Marketing On The Web
Contact

Contact Form 7 Test Page

Gravity Forms Test Page
Ninja Form Test Page

’| Page Builder Test
Pirate Forms Test Page

SEMrush

WP Forms Test Page

Digital Marketing v

Template

Default Template v

Order

0

Need help? Use the Help tab above the
screen title.

, @BerkleyBikes #wcphilly
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[l Publishing Process

Reasons:

1. To actually get stuff done
2. Tracking progress (efficiency)
3. Accountability

y @BerkleyBikes #wcphilly

Research

Content Outline

Writing

Publishing

Crawling/Indexing
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Il Chris Berkley

Midlife Divorce Recovery
10/18/2018
Content Inventory

Il Chris Berkley

Zone 2

Content Topic

Content
Outline
Approved

Draft
Published

Date Content

Status ¢, tine Added

Topic

W o0 ~N OO 0 & WN -

NN NN NNNDN @ @ @ @ @ o @ o 2 -
N O AR WN SO OO0~ O R WN =S O

Gray Divorce

Divorce After 50

Effects of Divorce on Children
Divorce and Finances
Divorce After 60

Dating After 50

Dating After 60

Marriage After 50

Middle Aged Divorce

Published
Published
Published
Published
Published
Published
Published
Published
Published

Helping Children Cope With Divor« Zone 1

Second Wife Challenges
Selling House After Divorce
Stages of Divorce Recovery
Christian Divorce Recovery
Divorce Recovery Books
Divorce After 40

How To Feel Better After Divorce
Ex Husband's New Girlfriend
Mother's Day After Divorce
Vacation After Divorce

Military Divorce

Living Alone After Divorce

| Miss My Ex Husband

Midlife Crisis Divorce

Infidelity Recovery Stages
Boundaries with Ex-Spouse
Fy-Hushand Gettinn Remarried

Zone 2

Published
Published
Published
Published
Published
Published
Published
Published
Published
Zone 1

Published
Published
Published
Published
Published
Puhlished

7110117
7129117
729117
89117
8/16/17
9112117
9114117
9119117
1/29/18
2/16/18
2/16/18
2/26/18
321118
3/23118
3/16/18
5/18/18
3/29/18
5/18/18
4/4/18
5/30/18
5/30/18
6/12/18
7119/18
7123118
8/14/18
8/14/18
Ri21/18

https://docs.google.com/docum:

https://docs.google.com/docum:

https://docs.google.com/docum:

https://docs.google.com/docum:

https://docs.google.com/docum:

https://docs.google.com/docum:

https:/idocs.google.com/docum:

https://docs.google.com/docum:

https://docs.google.com/docum:

Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes

Zone 3
Wiriting Begins C\g:‘:;:ge
OK 8/9117
OK 8/9117
oK 1/10/18
oK 10/8117
OK 1/26/18
oK 2/16/18
OK 1/19/18
OK 2/16/18
OK 2/26/18

7/30117
8/9M17
1114118
10/10/17
2/9118
3/16/18
2/9118
3/16/18
2/27/18

https://docs.google.com/document/d/1mgRXSX5t35CS_IDpLwpFd8vNI4-_jWRXjoFfOlb_Fn8/edit

https://docs.google.com/docum:

https://docs.google.com/docum:
https://docs.google.com/docum:
https://docs.google.com/docum:
https://docs.google.com/docum:
https://docs.google.com/docum:
https://docs.google.com/docum:

https://docs.google.com/docum:

https://docs.google.com/docum:
https://docs.google.com/docum:

https://docs.google.com/docum:
https://docs.google.com/docum:

https://docs.google.com/docum:
https://docs.google.com/docum:

https://docs.google.com/docum:

No

Yes OK 3/14/18 3/15/18
Yes OK 41218 4/18/18
Yes OK 4/26/18 4/30/18
Yes OK 5/15/18 5/18/18
Yes oK 6/10/18 6/11/18
Yes oK 3/28/18 4/4/18
Yes oK 5/30/18 5/31/18
Yes oK 4/9/18 4/10/18
Yes oK 6/24/18 6/25/18

https://docs.google.com/document/d/1TdgkNX-WalJ0xTsfSdGXJFBLpb3y3CML ChnVehdvQy0/edit

Yes oK 711118 717118
Yes oK 7121118 7123118
Yes oK 8/18/18 8/20/18
Yes oK 9/7/118 9/10/18
Yes oK 8/20/18 8/21/18
Yea NK G/12/18 G/12/18

hitna-//dace nonale com/dacim:

https:/iwww. midlifedivorcerecovery.com/what-is-a-gray-divorce/

https:/iwww.midlifedivorcerecovery.com/surviving-divorce-after-50/

https:/iwww. midlifedivorcerecovery.com/effects-of-divorce-on-children/

https:/iwww.midlifedivorcerecovery. com/how-to-get-through-a-divorce-financially/
https:/iwww.midlifedivorcerecovery.com/surviving-divorce-after-60/
https:/iwww.midlifedivorcerecovery.com/dating-after-50-rules-advice-tips/
https:/iwww.midlifedivorcerecovery.com/dating-after-60/

https:/iwww.midlifedivorcerecovery.com/marriage-after-50/
https:/iwww.midlifedivorcerecovery.com/middle-aged-divorce/

hitps:/iwww.midlifedivorcerecovery.com/selling-a-house-during-divorce/
https:/iwww.midlifedivorcerecovery. com/stages-of-divorce-recovery/
hitps:/iwww.midlifedivorcerecovery com/christian-divorce-recovery/
https:/iwww.midlifedivorcerecovery com/divorce-recovery-books/

https:/iwww.midlifedivorcerecovery.com/divorce-after-40/

https:/iwww.midlifedivorcerecovery.com/how-to-feel-better-after-a-divorce/
hitps:/iwww.midlifedivorcerecovery.com/ex-husbands-girlfriend/

https:/iwww.midlifedivorcerecovery.com/mothers-day-after-divorce/
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Il Content Pruning

80/20 Rule:
20% of your content drives 80% of
traffic/conversions

Content Pruning:
Eliminate underperforming pages
Improve overall site authority

Number of pages to threshold
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I Keyword Cannibalization

Definition: Keyword
When multiple pages closely compete to rank
for the same keywords.

Outcome:
Search engines aren’t sure what to rank and
respond accordingly.
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Il Internal Linking

e All valuable pages should have links from
other pages.

e Preventisland pages.

e Add internal links where relevant.

e Helpful for search engines and humans.
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