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Warning! The next two slides might induce stress.
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Has this ever happened to you?

You excitedly show your boss or
client the growth in website traffic...



...but you’re promptly
guestioned about
conversions from this
traffic.
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Step-By-Step Guide To Get The Right Website Visitors

Advanced Keyword Research
\ L
- ' -
Content Ideation Based On Data ¢
’ 4 N\

@ Measure & Refine w
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Advanced
Keyword Research
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Advanced Keyword Research

Start a spreadsheet

Use Google Search Clean + prioritize
Console
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Advanced Keyword Research

Start with Google
Search Console

‘ Look for queries you
want to improve = e

Actions

Impressions

mindy weinstein
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USE GOOGLE

S

EETS

Download the last 90
days of queries from
Google Search Console
into Google Sheets. Then
use the Power Tools

Add-On.

bit.ly/38LIS2F




Advanced Keyword Research

ABC Client - SEO Worksheet %

c A
E File Edit View Insert Format Data Tool Ip‘W

“~ o~ om P 100% v § % .0 .00 123~ Document add-ons A < H
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Advanced Keyword Research
Expand your list with tools

®

Brainstorm |dentify Determine Search
Related Terms Volume &

Difficulty
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Advanced Keyword Research

@ SpyFu = O,

SerrirusH

‘ Keywords Everywhere

MOZ
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Advanced Keyword Research

Clean Up Your List
Are all the keyword relevant?

Prioritize Your List

Which keywords are most
important?

Which will be easiest to rank
for?
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Ad
vanced Keyword Research

r with

How to Go Deepe€
h: Go-to

Keyword Researc

ifference petween average

These go-10 tools and techniques
research process that gets customers on

keyword research and @ keyword

bit.lV/DeEPKW

@® MARKETMINDSHIFT



Content |deation
Based On Data
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Content Ideation

Look at priority keywords

Determine content themes

Use tools

Create a blueprint
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Content Ideation

Business
Advisor —
Client Stories

CEO Coach
Services

What is a - & Business
business Advisor —Top
advisor? BN Business W= Questions
gl Advisors
SEIES)

Determine Content Themes
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Content Ideation

swerThePublic Q New
Py Shewghe Search

Use a tool to
determine a topic
generating interest

Discover what 'peOpIe are asking
about...

@ What angle can you
take that is different?

Enter a topic, braid or produet Use 1-2'words for best results

3 United Kingdom 3 English B
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Content Ideation

FAQs Pricing Help C

' Will this topic drive ! :
Find the questions people

conversion?
also ask
Enter a question, brand or search query
@ Do you have enough to ) a5 wepwona researer | oruposacsy (R
say on the topic?
English v .-‘;:-I-f\-:United Kingdom Standard search depth
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Content Ideati
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@ Wnatare the 4 stages of SEO?
"

What is SEO in marketing? //_”__—. How do | do SEO marketing?
///‘

= @ Whatis SEO vs SEM?
\‘x
s —
\ ———————@ Wnat are SEO principles?

X—. Why do we need SEO?

/,__-—' Can | do SEO on my own?

@ How do beginners do SEO?
/./

How do you SEO a website?

o — @ s SEO free?
et
=——u =
\ ————@ 15 SEO easy to learn?
2
seo T @ How canlearn SEO at home?

\_H How do | boost my website on Google?

__———@ whatare SEO skills?
e

What is SEO in simple term_s?lil/
e

_,,--—-"——. What are the three types of SEQ?

e

\

@ Why SEO s required?

——@ How is SEO done?

_——@ Wwnatis SEM vs SEO?

/F‘ What are SEO strategies?
example of SEQ?

— i ?
—@ é’-:-’:—'::—”— ————@ How do you write SEO content?

XQ\\‘H How do | use Google SEO?
e
.

———@ s Google a SEO?
\

at is an

ated by AlsoAsked.com

‘\\—. What are the benefits of SEO?
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Content Ideation

Results Driven SEO

Create your blueprint:

TRATEGY & TA .
B T1C FOR THE mindysresources.com

BUSY MARKETER
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Measure &
Refine
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Measure & Refine

View Google Search
Console data

‘ |dentify queries of

that page

Update title, H1, =
body, internal linking, -
etc. as needed -
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Measure & Refine

+ Add Segment

View Google Analytics

data by landing page O S nE R

‘ ldentify traffic &
conversion metrics

' U pd ate CTAS a d d Sessions 4 % New Sessions New Users Bounce Rate S | AESEARREEI s
, 94,629 A 71.29% _ 67,462 - 51.18% = 454 . 00:02:57 - 1,983
engagement objects, S [ :

5 6,355 (572 95.56% 6,073 96.11% 1.26 00:00:19 3

etC L B 3,612 (3.82%) 74.72% 2699 (4 52.60% 4.39 00:02:53 55

39,978 (4225 78.58% 31,416 54.18% 354 00:02:35 298

Acquisition Behavior Conversions cCommerce

-
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THANK YOU!

EMAIL:
mindy@marketmindshift.com

DOWNLOAD SLIDES:
mindysresources.com






