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Digital Marketing

Search Engine Optimization
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To understand SEO, you must first understand the distinction between outbound and 

inbound marketing. 

SEO is an Inbound Marketing Channel

With outbound marketing, advertisers try to cast their

message as wide as possible in hopes it will reach its

intended audience.

Inbound marketing is more targeted. It enables you to

get your message “found” by folks who are already

researching or shopping for your unique set of

products and services.
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What is SEO

Beyond achieving favorable rankings in search 

engines, SEO is a marketing discipline that aims to 

increase brand discovery and engagement across 

any digital channel where people may be 

searching for that brand’s products and services.
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Search Engines Are the Most Important Channel for SEO

Awesome resource to learn how Google’s search engine works:
https://www.google.com/insidesearch/howsearchworks/thestory/

https://www.google.com/insidesearch/howsearchworks/thestory/
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SEO at its Simplest

Search engine visibility can be influenced by two major ranking factors

Content 
Relevancy

Authority

Top 
Rankings
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Content Relevancy
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It Begins with Knowing What Your 

Audience Is Looking For

There are several methods to help us better understand 

audience behavior on the web:

Keyword Research

Identifying popular (high volume) search terms and phrases 

relevant to your brand’s products and services.

Social Listening

Uncover recurring themes, frequently asked questions, and 

discussion topics related to your brand or vertical.

User Journey

Defining your audience’s needs as it relates to a product or 

service can have the most impact on your SEO and content 

strategy. This can be accomplished through focus groups 

and consumer surveys. Often times however, the easiest 

way is through creative thinking and putting yourself in your 

audience’s shoes.
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Keyword Research

Google Keyword 

Planner

Google Trends Google Auto Suggest

https://adwords.google.com/ko/KeywordPlanner/Home

Competitive Research

https://www.google.com/trends/

https://adwords.google.com/ko/KeywordPlanner/Home
https://www.google.com/trends/
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Optimizing for Content Relevancy

Semantic Relevancy

Reinforce your most 

important keywords 

and their synonyms.

Content Breadth

Serve a wide of 

breadth of related 

topics.

Content Depth

Provide adequate 

details around your 

topic. 

Matches User Intent

Provide information 

users are expecting 

to find based on 

their query.

Experience

Better functionality, 

clear calls-to-action, 

and more engaging 

content.

Content Freshness

Regularly update 

your content to 

prompt search 

engines to crawl it 

more frequently.

Internal Linking

Internally link to your 

most important 

content. 

Accessible

Remove barriers that 

could prevent 

search engines from 

finding your content.

There are multiple ways to improve the content relevancy of your site.
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Content Strategy

In addition to targeting popular and 

relevant search terms, our content should:

• prompt the user to take action.

• engage the reader on an emotional level. 

• address the implied intent of the user who

lands on that content and address the 

questions, desires, fears, and anxieties they    

may associate with a given topic.

• ladder to the larger story-telling approach the 

brand aspires to deliver across all digital 

touchpoints.
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Building on a Strong Technical Foundation

The SEO team is constantly monitoring our clients’ websites for technical roadblocks that prevent search 

engines from finding or attributing value to our content. These include:

Server Errors: Pages that can no longer be found or loaded in the browser.

Duplicate Content: Search engines may attribute less value to our content if it’s repeated throughout the web or even within our 

website.

NoIndex Directives: Special tags used to prevent search engines from indexing low-value content are sometimes accidentally 

applied to important pages.

NoFollow Links: Special tag to prevent search engines from passing link value to specific pages may be incorrectly applied to 

important links on your website.
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Keyword Usage
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Title Tags

<head>

<title>Top 10 San Diego Hotels from $40/night | Expedia</title>

</head>

The Title tag defines the title of a web page. Title tags are one of the most important elements that search engines 

use to discern the keyword relevancy of a web page. Also, the page title is the most prominent feature of a 

webpage when it appears in search engine results pages.

Title tags are most effective when they:

•mention your highest priority keyword targets as close to the front of the title as possible

•offer a unique value/selling proposition 

•include a call-to-action or communicates a sense of urgency to compel users to click-through and visit your site



T
H

E
 

D
I

S
C

O
V

E
R

Y
 

A
G

E
N

C
Y

Meta Descriptions

Meta Descriptions are most effective when:

• all pages on your site have their own unique, keyword-rich Meta Description that summarizes the contents of 

that page in 150 characters or less

• they contain a call-to-action & value proposition

<head>

<meta name=”description” content=” Browse 792 Orlando hotels &amp; save money with our Best Price 

Guarantee. Read user reviews of over 271,000 hotels worldwide. No Expedia cancellation fee.”> 

</head>

The Meta Description tag is an HTML attribute that provides a concise description of the contents on a web page.  

This description often appears below the page title in search engine results pages. Optimizing the Meta Description 

tag can improve click-through rates to your website from those results pages.
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Header Tags

Header tags are used to define HTML headings. For SEO, the H1 tag is the most important 
heading for improving keyword relevancy on a webpage.

<body>

<h1>Orlando Hotels from $30</h1>

</body>

Tips on Headers:
• All pages on the websites should have a unique H1 tag (pages should only have a single H1 Tag)
• When inserting additional header tags to a page, apply a content hierarchy using header tags (H2 – H6).  Having 

multiple H1 tags on a single page may adversely affect that page’s relevancy for its target keyword phrase
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The PACIFIC Keyword Assignment (KWA)

The KWA is a process document we use to provide clarity 

to the content team on the highest priority words and 

phrases that we want to rank for on a given page.

• The KWA should only supplement the face-to-face 

collaboration necessary for SEO and Content to 

effectively work together. We cannot rely on it alone 

to produce high quality content.

• The mandatory phrases and themes are only a 

starting point. Content writers are encouraged to 

incorporate synonyms and semantically relevant 

themes.
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Synonyms and Close Variants

Google's own research shows that synonyms 

actually play a role in up to 70% of searches.

Search engines possess vast quantities of 

synonyms and close variants for billions of 

phrases, which allows them to match content 

to queries even when searchers use different 

words than your text. 
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Content Consolidation Vs. Fragmentation

The Old (Outdated) SEO Philosophy:
In the old days, SEO’s would fragment the contents of 

their sites across as many pages as possible because 

hyper-targeting a page to a singular keyword phrase 

could improve your chances of ranking for that phrase.

It didn’t matter how similar or closely tied the pages 

were or how shallow the content was on those pages. 

The more pages you published, the better!

New York 

Vacations
New York 

Vacation 

Deals
New York 

Excursions New York 

Expeditions

Current Best Practice:

Now more than ever, the quality of your content is 

evaluated by how robust and well-written it is. Today, 

Google rewards:

• More robust content experiences: We should aim 

to produce longer form pieces that provide 

relevant meaningful information (Note: we 

should NOT inject fluff for the sake of word 

count).

• Keyword diversity: Although keyword frequency 

still plays a role in organic visibility, search engines 

evaluate pages based on the synonyms, 

keyword diversity, and contextual associations 

you employ to enrich your content.

• Content freshness: To search engines, this could 

signify that the information on the page should 

be crawled and served out more frequently to 

searchers.
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Beware of the Panda

Google’s Panda Update is a search filter introduced 
in February 2011 meant to stop sites with poor quality 
content from working their way into Google’s top 
search results. - Search Engine Land

These algorithm updates seek to penalize low-
quality, shallow content pages that provide 

little-to-no-value to users. 

It’s also important to remember that although 
the majority of spam content removal is 
automatic, “Google Quality Raters” examine 

questionable pages by hand and can take 
MANUAL ACTION.
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Authority



T
H

E
 

D
I

S
C

O
V

E
R

Y
 

A
G

E
N

C
Y

Search engines rely on multiple signals to determine trust including the following:

1. Link Quantity: To search engines, each link pointing to your site/page is treated like an endorsement or vote 

of confidence towards the quality, usefulness, and value of your site/page.

2. Link Quality: Receiving fewer links from higher quality sources is more valuable than a greater number of links 

from lesser quality sites.

3. Link Anchor Text: The words used by others to link to your site can boost your site’s search rankings for those 

words.

4. Contextual Relevance: Links count more when the content surrounding the link are relevant to the anchor 

text of that link and/or the destination landing page on your site.

5. Brand Mentions: Search engines can determine a brand’s authority for a given topic based on how 

frequently the brand is mentioned in the context of that topic.

6. Social Signals: The direct impact social signals have on content is a hotly debated topic among SEOs. What is 

clear, however, is that social media success often correlates with greater search engine visibility. Higher social 

metrics are also an indicator of the content’s extended reach which could also drive more traffic to that 

content.

What is Authority?

Domain/Page Authority is the Level of Trust Search Engines Attribute to Your Brand 
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Link Quantity Vs. Quality

PageRank calculates the number and quality of links to a page to estimate its level of 

importance/authority. 

Did you know PageRank was named after Larry Page

PR: 8 PR: 9

is more valuable than…

PR: 1

PR: 1

PR: 3
PR: 2

PR: 1

PR: 1

PR: 3

PR: 2
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Until today many websites try to game the search engine algorithm by building cheap spammy 
links across the web

The best way to build quality links to your site is by developing amazing content that can easily go 
viral because of how well it resonates with its intended audience.

Gaming the System

directories, low-quality press releases, link wheels, link exchanges, article spinning

& syndication, link farms, paid blog networks, site wide side-bar links, site wide

footer links, forum spam, comment spam, profile spam, social bookmarking spam,

single page websites, buying expired domains, plugins, wordpress themes, badges

with exact-match anchor text links, obvious paid link schemes
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Beware of the Penguin

Google launched the Penguin Update in 

April 2012 to better catch sites deemed to 

be spamming its search results, in particular 

those doing so by buying links or obtaining 

them through link networks designed 

primarily to boost Google rankings.

- Search Engine Land
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Google May Penalize You for Having an Unnatural Back 

Link Profile

Your website may be in risk if:

• the majority of your backlinks are exact match keyword pointing to your money 

pages

• you have too many links pointing to the same landing page (besides your 

homepage which is the most natural destination for the majority of your links)

• you have too many links from the same types of websites or websites that share 

certain IP characteristics that could indicate a common relationship across those 

sites

• too many links exclusively from high ‘domain authority’ sites
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Manual Actions

Manual actual penalties have negative implications for any business. They can hurt traffic, 
conversions, and revenue. Worst of all, your website cannot reap the benefits of new content 
initiatives and technical optimizations until these manual action penalties are resolved.

1. Comprehensive Audit (GWT, DeepCrawl, Backlink Analysis)

2. Necessary Actions (Disavow Files, Source Code Adjustments, etc.) 

3. Resubmit to Search Engines and continue to monitor.
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Back links are a key factor for improving domain authority & keyword rankings

• Link building however, is one of the riskiest tactics in SEO

• Since Google’s guidelines are always changing Expedia established a new process of acquiring links

Link Building Process

RESEARCH

• Locate potential content partners

• Review potential sites in-depth for type of content opportunity (content series, images, 
etc.)

• Review key site metrics for indication of “quality”

OUTREACH

• Contact potential partner up to 3 times 

• If/when partner responds; schedule a call to discuss details further

• Define agreement between both parties

PARTNERSHIP

• Decide & research content topics & photos

• Commission writer, edit content, Track link placement is live and record

• Schedule social promotions, track partner’s social, track metrics for after partnership is 
live

EVALUATION

• Continually review the process for areas to improve
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We can’t rely on blog posts alone to 

transfer link equity to our highest priority 

commercial landing pages. 

Instead we need to build campaigns 

around relevant themes that could justify 

partnership strategies through which we 

build links to our editorial content and 

commercial landing pages.

Link Building Model

Commercial 

Landing Page

Blog 
Post

Blog 
Post

Blog 
Post
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Measuring Performance
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Measure Keyword Rankings
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Targeted Digital Marketing

A Case Study
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Jacuzzi Location Analytics

o Where are the franchise stores located?

o What is the trade area of each franchise?

o How do we determine market potential?

o How do we focus digital marketing on 

these markets?
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Jacuzzi Dealer Locations
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Jacuzzi Dealer Trade Areas

Trade Areas Based on Drive Times
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Jacuzzi Dealer Trade Areas

Trade Areas Based on Drive Times with Zip Codes
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Jacuzzi Dealer Keywords

How Search Marketers Saw the World

110 searches / month
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Jacuzzi Dealer Keyword Evolution

How Search Marketers Need to See the World Now

110 searches / month

houston

baytown
pearland
galveston

pasadena

+ 22,000 searches / month



T
H

E
 

D
I

S
C

O
V

E
R

Y
 

A
G

E
N

C
Y

Jacuzzi Dealer Search Locations

Integrating Search with Location 
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Jacuzzi Dealer Search Locations

Integrating Search with Location 
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Jacuzzi Dealer Search Locations

Integrating Search with Location and Demographics
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Jacuzzi CRM Data

CRM Data by Dealer
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Jacuzzi CRM Data

CRM Data by Zip Code
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Tapestry Segments

Ludlow, Vermont

Cluster               Median
Group                Income

6E – 68.2%            $ 46,000
8F – 25.9%            $ 39,000
6C – 5.9%             $ 53,000

Overall                 $ 50,341

6E – Resort Dwellers
8F – Old & Newcomers
6C – The Great Outdoors
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Tapestry Segments
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Tapestry Segments



T
H

E
 

D
I

S
C

O
V

E
R

Y
 

A
G

E
N

C
Y

Tapestry Segments

Encinitas, California
Cluster             Median
Group              Income 

2A – 26.8%      $ 98,000
3C – 11.4%      $ 51,000
9B – 10.8%       $ 61,000

Overall            $ 87,452

2A – Urban Chic

3C – Trendsetters

9B – Golden Years
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Tapestry Segments
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Tapestry Segments
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Targeted Digital Marketing

Model Building
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Model Building

1A Top Tier 6C     The Great Outdoors
1E Exurbanites 6E      Rural Resort Dwellers
2A Urban Chic 7A      Up and Coming Families
3A Laptops and Lattes 8B      Emerald City
4C Middleburg 11B    Young and Restless

Significant Tapestry Segments
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Model Building

Significant Tapestry Segments

0

1

2

3

4

5

6

7

8

Wgt_1A Wgt_1E Wgt_2A Wgt_3A Wgt_4C Wgt_6C Wgt_6E Wgt_7A Wgt_8B Wgt_11B

P
e

rc
e

n
ta

ge

Weighted Segments

Average Segment Percentages
Across Top 100 Zips
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Model Building

Descriptive Statistics
Demographic Variables

Demographi

c Variable Mean

Standard 

Error Median

Standard 

Deviation

Sample 

Variance Kurtosis Skewness Range Minimum Maximum

Confidence 

Level 

(95.0%)

Population 33266.86 1571.723 32021.5 15717.232 2.47E+08 -0.07629 0.1659001 75818 1372 77190 3118.639809

Households 12957.89 589.9719 12795 5899.7191 34806686 -0.48874 -0.017943 25691 609 26300 1170.632272

Families 8681.21 403.6756 8564.5 4036.7565 16295403 -0.3664 0.0075478 17845 351 18196 800.9800581

Average 

Household 

Size 2.514646 0.031687 2.48 0.3152819 0.099403 3.859947 1.3610733 1.85 1.96 3.81 0.062881867

Owner 

Occupied 

Housing 

Units 8769.13 388.3584 8645.5 3883.5839 15082224 -0.43052 -0.120511 16521 449 16970 770.5872915

Percent 

Owner 

Occupied 

Housing 0.688334 0.010685 0.691196 0.1068493 0.011417 1.161892 -0.527495 0.641564 0.3034087 0.9449724 0.021201213

Median Age 41.137 0.580156 40.5 5.8015612 33.65811 0.279775 -0.085452 29.5 25.9 55.4 1.151155604

Median 

Household 

Income 77571.48 3135.431 72273 31354.312 9.83E+08 5.069001 1.9852305 163524 36476 200000 6221.375809

Average 

Household 

Income 101694 4045.963 92602 40459.634 1.64E+09 3.102093 1.7162796 203719 47110 250829 8028.069148

Per Capita 

Income 40200.35 1530.819 36364 15308.194 2.34E+08 1.597019 1.427069 66520 20529 87049 3037.477896
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Model Building

Descriptive Statistics
Top Ten Tapestry Segments

Tapestry 

Segment Mean

Standard 

Error

Standard 

Deviation

Sample 

Variance Kurtosis Skewness Range Minimum Maximum

1A 7.808 2.089772 20.89772 436.7147 10.02325 3.2169288 100 0 100

1D 4.624 0.821686 8.2168602 67.51679 9.165438 2.7966535 46.3 0 46.3

1E 5.395 0.886586 8.8658621 78.60351 8.658252 2.6428248 50.5 0 50.5

2A 4.509 1.058549 10.585487 112.0525 11.3329 3.1339208 63.1 0 63.1

4A 5.217 0.913343 9.1334335 83.41961 3.38103 1.9742536 41.2 0 41.2

4C 3.357 0.792388 7.9238835 62.78793 12.83153 3.2991767 47.3 0 47.3

5B 4.859 0.86406 8.6406029 74.66002 6.141087 2.3539709 46.1 0 46.1

6A 5.223 1.040644 10.406436 108.2939 18.09151 3.7674331 64.3 0 64.3

8B 3.49 0.951988 9.5198835 90.62818 13.24895 3.6061689 54.1 0 54.1

8F 3.988 0.793604 7.9360357 62.98066 6.940447 2.6650582 34.5 0 34.5
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Model Building

Descriptive Statistics
Weighted Segment Values

Variable Mean

Standard 

Error

Standard 

Deviation

Sample 

Variance Kurtosis Skewness Range Minimum Maximum

Confidence Level 

(95.0%)

Wgt_1A 72.069 18.144947 181.4494747 32923.91186 7.206465291 2.817315603 837.9 0 837.9 36.00351235

Wgt_1E 52.841 8.5962414 85.96241379 7389.536585 4.918506287 2.214736219 404 0 404 17.05680786

Wgt_2A 48.841 13.015381 130.1538057 16940.01315 24.27144305 4.374177743 946.5 0 946.5 25.82533877

Wgt_3A 18.798 10.473364 104.733639 10969.13515 63.98926177 7.598696078 945.6 0 945.6 20.7814262

Wgt_4C 36.448 10.37072 103.707201 10755.18353 24.75054716 4.616603482 709.5 0 709.5 20.57775861

Wgt_6C 37.886 10.271767 102.7176743 10550.92061 17.81612108 4.016996209 625.5 0 625.5 20.38141505

Wgt_6E 34.832 19.8173 198.172996 39272.53634 51.04360992 6.989219957 1636.8 0 1636.8 39.3218218

Wgt_7A 19.107 6.061735 60.61734968 3674.463082 15.40307131 3.854793189 353.6 0 353.6 12.02779728

Wgt_8B 48.39 17.352422 173.5242192 30110.65465 34.15113482 5.57305705 1298.4 0 1298.4 34.43096972

Wgt_11B 15.046 4.314141 43.14141047 1861.181297 16.69033889 3.949975243 239.8 0 239.8 8.560191796
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Model Building

Correlation Matrix
Weighted Segment Values

Variable Wgt_1A Wgt_1E Wgt_2A Wgt_3A Wgt_4C Wgt_6C Wgt_6E Wgt_7A Wgt_8B Wgt_11B

Wgt_1A 1

Wgt_1E 0.072882 1

Wgt_2A 0.36812 0.14498 1

Wgt_3A -0.01285 -0.06964 0.09734 1

Wgt_4C -0.14007 -0.08708 -0.13298 -0.06372 1

Wgt_6C -0.14366 0.021302 -0.12784 0.018365 0.119224 1

Wgt_6E -0.07052 -0.09869 -0.06659 -0.03187 -0.04586 0.322891 1

Wgt_7A -0.11664 -0.11764 -0.11946 -0.05715 0.076669 -0.10839 -0.05541 1

Wgt_8B -0.08721 -0.08232 -0.01814 0.725146 -0.08867 0.155728 0.007759 -0.03713 1

Wgt_11B -0.05696 0.043076 -0.10869 0.030625 -0.11455 -0.10809 -0.06178 0.231009 0.308248 1
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Targeted Digital Marketing

Regression Results
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Regression Results

Regression Statistics

Multiple R 0.810732158

R Square 0.657286633

Adjusted R Square 0.618779513

Standard Error 11240.66057

Observations 100

ANOVA

df SS MS F Significance F

Regression 10 21567381951 2156738195 17.06922339 8.00309E-17

Residual 89 11245368049 126352450

Total 99 32812750000

Coefficients Standard Error t Stat P-value Lower 95% Upper 95% Lower 95.0% Upper 95.0%

Intercept 43371.26242 9622.754461 4.507156719 1.99195E-05 24251.05428 62491.47056 24251.05428 62491.47056

Percent Owner 
Occupied Housing -8762.829505 13396.77158 -0.654100091 0.514733964 -35381.92927 17856.27026 -35381.92927 17856.27026

Wgt_1A 3.80589679 7.507963202 0.506914684 0.613468347 -11.11226617 18.72405975 -11.11226617 18.72405975

Wgt_1E 31.16551308 13.72149638 2.271291133 0.025540967 3.901192035 58.42983412 3.901192035 58.42983412

Wgt_2A 31.41802104 10.23098784 3.070868769 0.002830631 11.08926612 51.74677596 11.08926612 51.74677596

Wgt_3A 72.82886934 11.55562329 6.302461366 1.09566E-08 49.868092 95.78964667 49.868092 95.78964667

Wgt_4C 46.18584073 11.38990754 4.054979426 0.000107222 23.55433707 68.8173444 23.55433707 68.8173444

Wgt_6C 57.80030301 12.03972605 4.800798854 6.33896E-06 33.87762381 81.72298222 33.87762381 81.72298222

Wgt_6E 35.28444096 6.111897094 5.773075105 1.1203E-07 23.14023162 47.4286503 23.14023162 47.4286503

Wgt_7A 31.6969354 20.18460478 1.570352045 0.119881834 -8.409444361 71.80331516 -8.409444361 71.80331516

Wgt_11B 118.1708364 29.19786853 4.047241883 0.000110255 60.15529357 176.1863793 60.15529357 176.1863793
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Statistical Potential

• Hot Spot Analysis

• Time Series Studies

• ARIMA Models

• Factor Analysis

• Space-Time Cubes

• Input-Output Analysis
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Targeted Digital Marketing

The Future
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SEO + GIS - Implications for Digital Marketing

Location Matters!

Rank Where it’s Important!

Rank with your Customers!

Long Term Evolution

Multi Platform Customer Targeted 

Content Specific Paid Search
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