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Kelly Cutler: Marcel Media @marcelmedia
e ——

Kelly Cutler, CEO and Co -Founder of Marcel Media
A 12 years of internet and marketing experience
A Certified Google AdWords Professional

A Young Entrepreneurs Organization (EO) President-elect of
Chicago Chapter

A Chicago Internet Marketing Association (CIMA) Member

A Search Engine Marketing Professionals
(SEMPO) Member
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SEO Is about having the mag
fairy dust involved 4



@ marcelmedia

SEO Is about usability, authority and creating

compelling website content




SEO Breakdown: Optimization @marcelmedia
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Search Engine Optimization @marcelmedia
e ——

SEO is the process of improving the volume or quality of traffic to
a website from search engines vVvia
results.

n

Onpage SEO
A Optimization that deals with a web:
structure (navigation, tagging, content optimization, etc.)

Offpage SEO
A Optimization done outside of a website (syndication, social sites,
strategic linking, etc.)

Usability

A Usability is an extremely important website element that aids
user experience, maximizes conversions, and minimizes bounce
rate.
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Writing Content for the Web: Tips for Success @marcelmedia
e

1. Do your research - Find the terms your audience is likely to
use.

2. Be Specific - Content should be written for a specific purpose
and should be focused on one subject.

3. 250 to 500 words is a good example of content for a single
page, you donot want to overwhel m |

4. Use Keywords - Build your page around the top 2 or 3 ideal
search phrases.
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Press Release Optimization: Tips for Success @marcelmedia
e ——

1. Write for your audience - Have a clear message

2. Use strategic keyword placement - Incorporate search terms
into the headline and lead paragraph

3. Incorporate Links - Help users find related content

4. Use Social Tools - Generate buzz among online
communities/groups/networks

5. Create a Distribution Strategy - Use news wires such as
PRWeb, then publish press releases on your own website
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Tools the Pros Use @ marcelmedia

Be data-driven-f I gur e out whatos
and whatodos not "




A Few Useful Tools @ marcelmedia
S,

Google Analytics
A http://www.google.com/analytics/index.html

Website Grader
A http://websitegrader.com/

Google Insights for Search
A http://www.google.com/insights/search/#



http://www.google.com/sktool/
http://www.google.com/sktool/
http://www.google.com/sktool/
http://www.google.com/sktool/
http://www.google.com/sktool/
http://www.google.com/sktool/

Google Analytics: Tying Everything Together @marcelmedia
e ——

A Optimize organic search Google Analytics oy ccoun | Hop | CortactUs im0
3
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Tracking & Analysis: Key Performance Indicators  @marcelmedia

Pages per Visit
A Average number of pages viewed during a visit to your site -
repeated views of a single page are counted

Average Time on Site
A Average duration of a visit to your site

Percent New Visits

A Percentage of visits by people who had never visited your site
before

Bounce Rate:

A Percentage of single-page visits (i.e. visits in which the person left
your site from the entrance page). Over 60% is below is standard.
40%-60% is ideal. Below 40% is optimal.
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Tools: Website Grader @ marcelmedia
S,

Run an analysis of your website and compare your site with competing
associ attess o0 or grade your own websitedc

Getting found sure is fun. You're writing articles and producing videos {creating remarkable content), you're an SEO ninja by now {Optimize),
and you're using all the social media sites and running erail and ppc campaigns (Promote). At the end of the day, however, we aren't in this

for fun. Ve're also not in this for traffic. The goal is quality sales leads and customers, so let's focus now on converting as much of your traffic
as possible to leads and customers.

A. RSS Feed : Found

RES (Really Simple Syndication) is a standard way to easily deliver cantent to visitors after theywe left vour wehbsite but they're still interested in your subject. RES
i commonly usedwith blogs, news feeds, and other formatted news or other sources of information.

& AnRSES feed was detected in this web page. The feed linkwas correctly setup so that it can be auto-detected by feed readers and
contemporary browsers. The feed URL for this site is bttp hwasaee marcelmedia.comiblogfeeds,

B. Conversion Form : Found

Conversion forms are the primary weay to get leads from yourwehsite, Caollect contact information from your visitors so that you can follow up with them later and
he in touch. Without forms, you cant convert your website traffic into customers.

& e found atleast ane web farm on your website.

4

Enter vour e-mall address o recel Blog Found

Blog URL: httpcimarcelmedia.comiblon (Last Post March 18, 2010)

Send e updates from Hubd
per mmoth ), We won't sell, rd
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Tools: Google Insights for Search @marcelmedia
e ——

Google Insights: Provides trending forecasts for keyword searches.

Regional interest (@ Regioen City

. nolish (US) v
1. United States

Canada ———

United Kingdom

Jirnbabwe
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“enezuela
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Search terms 5 &
Top searches @ Rising searches @ Benl ee numbers
1. american healthcare associat. . 1. basic life support Breakout
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@ marcelmedia

Social Media for Associations

Linked[f]} = I
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Social Media Marketing Is an Opportunity @marcelmedia
e ——

Strategy

Promote user-generated content

Create a platform for feedback

Start conversations

Create urgency around events/promotions

Create informal social environment for association members

To To o Do I

Benefits

Boosting SEO

Maximized community growth

Consistent communication

Addressing the demands of your online users/members

To To Io Do
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The Value of Social Media ©®marcelmedia
e

Through social media, associations are able to actively and
consistently target their members.

Social Media Advantages:

o Io Io Do Do

T> T
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Engagement: a step beyond search
Increasing online visibility

SEO (search engine optimization)
Promoting new products and services

Finding new trends within the specific verticals (what members
want)

| ncreasing association and obrandod
Maintaining a competitive edge

18



Ohio Education Association (OEA) Example @marcelmedia

The Ohio Education
Association (OEA) put out a
memo in Fall of 2008 strongly
advising teachers to
completely and totally avoid
social networking sites.

fIickr. S

Home TheTour  SignUp  Explore

ohio_¢ s Flickr - so can you'
F\:wr eat way to st l ay in touch with people and explore the world. It's free and funl

®Z8 ohio_ea's photostream ==
[DEAON Sets Galleries Tags People Archiv Favorites Profile

They have since revised their
protocol and created a
professional standard for
social networking

Tin
Sc

““““ Hey there! OhloEA is using Twitter.

Twiter is a free service that let ts you k p o : vith people through
g fq k fre q to of nple question: What'

happening? Join today to gOhI EA tweets

Currently OEA has
Twitter and Flickr
profiles:

RT @nwevaluation: Not All Ohio
Schools Seeking Stimulus Dollars:
http://ow.ly/10fxE

------

Source: http://www.ohea.org
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The Solution @ marcelmedia
S

Dondot 1 gnore t peaitansdstyigr sat |
front of it!

*Send your employees a 0Getting St a
this sets the stage for success.

*Create a process for handling feedback (both positive and
negative).
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@ marcelmedia
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Five Tips for Successful Online Video @marcelmedia
e ——

1 Develop a process
2 logerdmesmenbess:
3 incldedetsiled descriptions and tags
4 Create abranded YouTube Charnel and syndicate
5 Track your results
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Develop a Process @marcelmedia
e ——

Begin with a powerful, creative message

A You dondt need adgetstarieedwith a hamd-held e w
video recorder

Prepare the file:

A All video files must be accessible on your site by search crawlers
via standard HTTP requests

A Search crawlers can read the following video formats: .mpg,
.mpeg, .mp4, .mov, .wmv, .asf, .avi, .ra, .ram, .rm, .flv

Include branding/logo in your video
A Protect copyright with watermarks and visible cues

Upload your video on YouTube

qv) 01
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Longer Doesnot Mean Bet {gmafcelmedia

Online viewers have notoriously short attention spans. If your
video goes on needlessly, you will lose potential members.
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@ marcelmedia

Create keyword -rich file, detailed tags, titles, and descriptions to

identify video topic.

| National MS Society . ;...
NationalMSSociety's Channel

I MS Learn

Uploads Favorites

Online

0:06/2:00 o] | @D 360pa| 52

Info ConwreTIS Favorite Share Playlists Flag

Heat and Fatigue in Multiple Sclerosis - National MS Society

From: Nationalh ty | January 26, 2010 | 195 views

MS Learn Online is the National MS Society's online educational webcast series. This video features Mary
I Hughes, MD, who answers a viewer's question about the effect on heat on fatigue in multiple sclerosis.

Playlists

3 =

We Keep Moving - Church
Hill, Tennessee - National

NationalM... - 1,156 views

see all

Heat and Fatigue in
Multiple Sclerosis -

Nationalk.., - 195 views
Managing Symptoms in
MS: Bladder Dysfunction -

NationalM... - 116 views

Managing Symptoms in
MS: Bowel Dysfunction -
Nat

onalt... - 110 views

see all

MS Learn Online - Basic Fac... (32)
Clinically Isolated
Syndrome and Optic
NationalM,.. - 240 views
Coping with an MS
Diagnosis - National MS
NationalM... - 239 views
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Create a Branded YouTube Channel and Syndicate @marcelmedia
e

Create an optimized, branded channel in a category that best
Suits your topic

Socialize the channel dutilize the community

A Seek subscribers dreach out to your audience
A Seek ratings dthey are the key to prominence

A Upload videos during the week 8 Wednesday & Thursday between
12p.m. and 1 p.m. in time zone where you want it viewed

American
A Diabetes "™ o®
Association. ~ wa
e
" An
L

Y 142 people ke this.
LJ wiew all 43 comments
American Diabetes Association Are you a Red Rider? The purpose of the Red Riders

s o support everyone who lives with diabetes and showcase the courage It takes to
lve every day with this difficult disease. And being a Red Rider means you are not

Ky Red Rider: u are why we ride!
wwwy Ut b 2,00

This d thth smnr h ut the Rde Dgam part
4 erlcan

vlg
t\

it ralse rnUn ny th Amaru: Di b

B march 30 at 2:40pm * Shan

mmmmmmmmmm

. 2009 13,201 i
M E E T | NGS"® Stop Diabt Jish) seesll
NH: AM_:A

" 188 people ke this.
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Track Your Results @ marcelmedia

Use tools such as:
A YouTube Insights (user metrics)
A TubeMogul (distribution and analytics)

My Account v / Insight / Dancing with Soulja Boy Impressions

! 1:10
Feb 22, 2008 11:5009 AM
28766
- Sep 22, 2008 - Mar 20, 2009

Views Popularity Discovery Demographics Community Hot Spots

> Views 27
AULSDIar Views AH

* Playtime/vew 04

| Show urique usars L)

Zoom:ld 34 1m Jo o Ay Max o Views | March 20,2009
1 «00 w
| 300
| 260
A M
N\ s f a AMAN WU W
AW 2 A NVANLY WY™V 108
f vl YW v
vV || =WV
an'o

1:%0
§ Fob 22. 2008 1150090 AM
L 28766

Views Populanty Discovery Demographics Comenunity Hot Spots

Actions

Faceboot shares

Twite

£ mad sha

Age ranges for both genders Genders for all age groups
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Summary & Marcel Media Tips @marcelmedia
e ——

Optimization Tips

Do Io Io Do Do

T>o
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Utilize tools/resources that gauge online performance.

Determine what a conversion means to your site.

Examine website usability.

Join the online conversation, 1If vy

Create a Social Media policy for professional networking and
Interaction.

Utilize video as a creative and call-to-action medium

28



@ marcelmedia

Thank you!
Questions?

Kelly Cutler
312.280.1974
kelly@marcelmedia.com
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