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Essential Footprint Content
Overview

* Creating and optimizing content is a
critical part of SEO

* With multiple stakeholders involved,
identifying and prioritizing content across
an entire organization can be difficult

* Essential Footprint Content:
1. Identifies business critical content at scale

2. Streamlines the development and
performance measurement of that content




What is Essential Footprint Content?

EF CONTENT...

* Aligns to audience interest
e Supports business needs and core competencies

* Evergreen in nature
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Essential Footprint Content Examples

YourPet,Oue Passion

Purina v | Produsts ~

PUPPY FEEDING

How Much Should | Feed My Puppy? A
Complete Puppy Feeding Guide with
Chart
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Cloud security | g s

solutions

Move confidently to hybrid multicloud and
integrate security into every phase of your cloud
Journey

Subseribe for updates =

Overview  Cloud security benefits  Solutions  Cloud se Casestudies  Resources  Sex

Reliable and innovative
security

Integrating cloud into your existing enterprise security program is not just about adding a

Overview

few mare controls or point solutiens, It requires an assessment of your resources and
business needs to develop a fresh approach to your culture and cloud security strategy.

To manage  cohesive hybrid, ud security program, you need to establish

wisibility and control. I8M Secu ducts and experts can help you integrate the [ ]
appropriate controls, orchestrate workioad deployment and establish effective threat

management.
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Common Content Pitfalls

No cohesive strategy alighed to .
content goals " Search Capabilities

Content driven by short term Maturity Model
internal needs ‘

-
E -
Not addressing all stages of =
>
sales cycle 3
w
Multiple teams creating similar = Inglision expacted/
< mandatory. Pre-
o
CO nte nt - Alignment to value of pla“_“ec" Aduanc.ed
SEO basic best SEO, early inclusion SErfc; mplemeniatrzn.
0 P . . rmance n
Brand story vs customer first practces, adhoe 00 8909 ntegration, B g on Best.
: Hlon-existent search . inclusion, work meets | [y nrfnore cohesi\?e and  practices plus testing
. , ) Outdated, spammy efforts, no knowledge; industry standards but : and learning.
I nte fna I J a rgO NnvVvsS Cu StO mer ’ or harmful behavior new program T ., strategic

Ia nguage CHAOS ABSENT TACTICAL STRATEGIC PRACTICE -

ORGANIZATIONAL MATURITY

https://www.pageonepower.com/linkarati/seo-maturity-how-to-grow-
search-at-your-company
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Why is Content

Strategy Important?

A Search-First Content Strategy Can Help:

* |dentify evergreen content needs

* Build a content roadmap

* Prioritize customer needs

e Align content to different stages of user journey

* Organize topical content together

e Send signals to search engines that you have a robust authoritative content footprint
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A METHODOLOGY IS
NEEDED TO IDENTIFY THE
RIGHT CONTENT OPPORTUNITIES IN
ORDER TO BUILD A COHESIVE USER
EXPERIENCE
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It All Starts with
Customer Intent Modeling (CIM)

* Understand search behavior

* |dentify content gaps and optimization
opportunities

* Align content to customer language

* Inform content and channel strategy
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How does CIM

Customer Intent Modeling (CIM), provides detailed
: analysis of the digital landscape as well as opportunity
Contribute to Content T A
Strategy?

o L
Keyword Research Keyword Categorization

Search Volume and Ranking
‘G_SI ’ GLOBAL STRATEGIES

Insights and Recommendations
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Identifying Content Opportunities

* CIMresearch allows us to surface all the content opportunities that exist within a given
landscape by providing...

.|II Market Interest

Db Intent

[0}
v=| Relevance
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Scaling CIM-based Content CHALLENGE
Creat|0n ACfOSS the Maintain cohesiveness between CIM projects

Organlzatlon * Track performance of recommendations

Ensure created content matches intent

How can we create a framework that will
enable us to identify the content needs to
meet interest across the topics critical to
the business and then systematically make
sure those needs are well met?
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Scaling Content Production

Blending machine and human intelligence to:

v Identify foundational content needs by topic
v' Govern topic, audience, & page targets

v' Evangelize content strategy through engaging
form factors
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GSI

Lg@- Arriving at the Essential Footprint

D

MARKET RESEARCH - CONTENT PRIORITIZATION

o o=

- L.
eliverable: CIM Research Deliverable: Content Architecture
* Size market interest & growth * |dentify existing quality content
* |[dentify opportunity * |[dentify content gaps
» Competitive analysis * Organize content by topic

* Ranking content analysis * Prioritize content based on data

GLOBAL STRATEGIES

NEW PAGE CREATION

Deliverable: Content Briefs

* Description of page goals
* Qutline of page contents
* Meta data recommendations

* Linking recommendations

CAB |
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CIM Research

Searches - Annual Growth - YoY
Topic 1 _ 2.330K I 27
Topic 2 - 1,558K
Topic 3 - 1.401K 27% R
‘ Topic 4 . 615K I 5%
Topic 5 .507K | k3
@ Topic 6 [z
’ Topic 7 IZUK
Topic 8 I259K
Topic 9 I244K [ g
Topic 10 I2-11I< -32%
Topic 11 I21'5K -14% i
Topic 12 IEGSK
Size market interest & growth . ropic 13 [0 e
Topic 14 I1:58K -35% [

|dentify seasonality

What is the 4-year search trend? How has the trend changed each year? What is the seasonality? (% above/below avg )

|dentify content opportunities

20M
Conduct competitive analysis )
EISM § =
Analyze ranking content /\ : o - .
SEPLAG AN S
Jan-20 Jan-2 an-2. an-2 2023
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Content Architecture

’
¢ Page
s
1 )
N s
o —— y ®
Page Page
’
L
7
- age

| 2 — I [ ] [ ]
r—r | 35 o o o . .
e e ® @ ® ®
A visual representation of: o ° o o
«  What content exists and s Y e e e e Topical Equity
performs well today . . ® -
What content exists but needs ‘ o Moderate
to be optimized e - ® -

What new pages to create
based on CIM research and
business priorities

A loose site hierarchy and
linking strategy
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Page Title - Content Strategy Development

Content Briefs

Page recommendation overview providing guidance on page goals, tone, target keyword, and competition.

Template Type Blog
Essential Footprint Page Yes
Recommended URL https://www.yoursite.com/blog/developing-content-strategy/

Keywords - include new primary keyword to page

Primary Keyword Average Monthly Searches

content strategy development

Close Variant Keywords Average Monthly Searches

keyword 2 100

A paint-by-numbers guide for -
content writers that includes: '

 Template Type

U R L p supporting keyword supporting keyword

Sta ge Of Fu n nel supporting keyword supporting keyword

i Title and Meta Tags - primary keyword must be represented in these tags
Audience

Supporting keywords - top ranking content includes these words

supporting keyword supporting keyword

supporting keyword supporting keyword

Page Title - Suggestion How to Develop a Content Strategy | Brand Name
P rl ma ry KeyWO rd (S) Content strategy development involves content ideation, content
Meta Description - Suggestion development and publication, editorial calendar planning, process

Content Length
Media type inclusions
Page Title - S
Meta Description h2 Section 2
H1 h Section3
H2s (content section) - e
Internal Links
FAQ Content/Schema Rich Content G_SI GLOBAL STRATEGIES CAB

and system creation and oversight.

Heading Tags

h1 How to Develop a Content Strategy

h2 Section 4




Measuring Success ‘ THE ESSENTIAL FOOTPRINT DASHBOARD

The Essential Footprint

. . Pages Created For Essential Footprint Month: J:n K23 -
Dashboard is a custom solution - .
: a 327 271 o6
V I S u a | I ZI n g 0 u r p rogress a n d 23% Keyword Count by Ranking Category Keywords Brandis NOT Rankingfor in the Current Month

Searches

illustrating performance. ) o o o
5 7 2 UAnalytics e
% = - « 1200
It tifi hat we' ’ : 111
quantifies what we've . o o 8
accomplished, what's left to do ~-HzEHRE w2 a8
P t tt .o
L 211111 =
1)
and where we still have room to e
. 0 = Edge Computing o 2200
Education
improve.
! Feb22 Mar22 Apraz May22 Junaz Juliz Aug22 Sepdz Oazz Jan 23 —
Ranking Category
aec] Cross BU DPG DZ D (20-30) € (11-20] B (5-10) WA
Root-Resource Keyword Ranking
Category Topic Keyword URL E::;‘urce Aug-22 Sep-22 Oct-22 Nov-22 Dec-22
CCG Busi busi i
D a t a I n c I u d e d o :::I::i:; :cszwealrk;r::i::s compu g::nurce 2 1 213 2 2
computer upgrade Null 22 19 17 14 14
desktops for business . Root 14 12 12 1 14
.. Null 25
device as a service daas R:swrce 8 3 7 7 6
Null 18 10
Pa ges Create d/AWa iti ng ‘ enterprise computer Rgcl 16 = 14 6 8
enterprise pc imaging Null 6 18 5 B 10
.
C re atl O n future of it 222: : ? 215 1 2
hardware security . Root 5 8 6 9 9
hardware security features . Resource 2 2 2 2 3
. . Null 4 3 5 7
Ranking for target keywords S T
intal amt Null 1 1 1 1 1

Potential Impact (Traffic,
Conversions, etc)
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Requirements for Activation

v' Buy-in from key marketing stakeholders
v' CIM research for priority topical landscapes
v' Content creation team (writers, publishers, development)

v" Process for reviewing content prior to publishing and
tracking pages as they go live

@
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RESULTS

GSI GLOBAL STRATEGIES




Results RESULT

 |n 2022, GSl led the creation of nearly
100 pages across different business
units for a tech B2B brand

 The pages represented only 20% of total
pages within the portion of the site they
lived in, while making up 90+% of total _ W Annual Organic Visits
organic search traffic . B of Non £F Pages

 They outperformed other pages in their , | #ofEFPages
same site section by an average of 12x :
based on traffic

* Essential Footprint pages also typically
outperformed other pages for customer |
satisfaction as measured by a third-party ' _—
agency

Client Driven EF Pages
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CIM-Alighed Content Rises to the

Top of Organic Search Results RESULT

Page Rank Distribution
* More than 50% of all Essential Footprint
pages rank in the top-10 organic
positions for their non-branded target
keywords

« 70% of all pages rank in the top-20
organic positions for their target non-
branded keywords

Cirganic Ranking

* Pages not ranking in the top-20 are v s
revisited for page optimization or shiftin . o :il_ga
target topic - W 20+
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Starting From
Scratch

 Company had no organic  CIM research was conducted
search visibility for a business- and Essential Footprint
critical topic while competitors content created and published

did

RESULTS

Url Clicks Impressions Clicks/Page Total

° GSI helped deve|0p 10 neW Web pages Clicks and Impressions for entire directory 43’6 69 1’977’79 5 3'3 59

targeting highly-searched and highly- — UrlClcks — mpressions

400

relevanttopics
 The new directory of content quickly Tt
earned organic search visibility and ll \ y W é
traffic in less than a year "J' i U ' r| =
100 !t | h

Sep 12, 2021 Nov 23, 2021 Feb 3,2022 Apr 16,2022 Jun 27,2022 P ,
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