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What We’ll Do, Learn, Discuss

Ready for the fun?

9:00-10:00am: Welcome & SEO 
Overview
10:00am – 12:00pm: Keyword 
Research Deep Dive + Hands On + 
SEO Analytics 101
12:00-12:30: Lunch

12:30-12:50:Technical SEO
12:50 – 1:15: Analytics

1:15pm – 2:00: On-Page SEO + 
Hands-On 
2:00-2:20pm: WordPress SEO
2:20pm – 2:45: SEO Blogging & 
Content Marketing & Hands On

2:45pm –2:46pm: BREAK
2:46-3:15: Linkbuilding & Social
3:15-3:45: Recap + Hands On
3:45-4:00: Questions and Next 
Steps/Finish Your Plan



Goals 

• Not an SEO expert – but more educated, 
empowered, and enlightened 

• Understand how the activities you do impacts 
SEO website traffic and digital results  so you 
can provide/get more value and ROI in this 
realm

• Get your plan together – take it upon yourself 
to walk away with what you need 



REAL Goal:

• Wherever you are, you know what to do NEXT

• You’re EMPOWERED and have a starter plan

• You have to take it upon yourself to take the 
info (everything that contributes to SEO and 
getting the results you want), prioritize and 
make decisions.



Workbook



“Traditional”SEO Is Out… 
Back to the Basics 

are IN

SEO is simpler than ever, but not easy. 

This is due to the mesh of activities and 
disciplines that need to come together in order 

to realize long-term, sustainable success



Keyword Research:
The foundation of your 

SEO efforts

SEO Bootcamp



Keyword Research Goals

• Open up your world to the keyword possibilities

• Intermediate: Endless choices – always “more and 
better”

• No “right” answer, only your best guess

• Run-through of using a free keyword research 
tool and the importance of it

• Getting to the ultimate deliverable – a “Master 
Keyword” spreadsheet 

• Understand this is a muscle you build – and 
you’re going to have to suffer 



4 Phases of 
Keyword Research

1. Brainstorm Keyword Possibilities
2. Verify the Data
3. Keyword Selection and 

Prioritization
4. Assign Keywords to Content



Phase 1: 
Brainstorm 

Keyword 
Possibilities



Phase 1: Brainstorm Keyword 
Possibilities

1. SEO Home base: Open up Excel

2. Brain Dump: Take 5-10 minutes and brainstorm 
ALL the words you think you should rank 

3. Add to that list: 
• Google Autosuggest

• Poll a partner

• Poll your customers

• “Spy” on competitors with Spyfu

• Look in your analytics

4. Get a good solid list – and let’s VERIFY these 
words



Keyword Research Tips

Group Like Words Together … Put In As Many As You Can 
Think Of

park city utah fly fishing
park city fly fishing
park city utah trout fishing
park city trout fishing
service, guide, excursion, activity, etc.

Tips: 
*don’t 
forget 
plurals
*don’t 
forget 
synonyms
*person, 
product or 
service?

Horsinality: 
Disconnect:
“horse training” vs 
“natural horsemanship”

Love coach
Dating coach
Matchmaker
Matchmaking 
professional
Dating coaches
Matchmaking 
for men

Meeting planner
Conference organizer
Independent meeting 
planner
Freelance meeting 
planner
Event coordinator



Questions to Generate Keyword Ideas

• What problems does your product 
or service solve?

• What if they were trying to 
SHORTLIST providers who do what 
you do?

• What words/themes/pain points 
do you hear from your customers 
and prospects?

• If not they’re not looking for you –
what “alternatives” are they 
looking for?

Start Different Tabs 
(ex. Core kws, competitor, specific products/services, blogs, etc.



Braindump keywords 

you want to rank for

(paper or Excel)

Deliverable:  
A list of brainstorm keywords in 
column A



Keep Adding Words: Google Autosuggest



Keep Adding Words: Look in your analytics



Keep Adding Words: “Spy” on competitor
Spyfu.com: Free but limited 



Poll a Partner

Instructions: 
1. One person will give their 20-second elevator pitch
2. The other person will suggest keywords that they – or the 

desired target market – might type in to Google if they 
were looking for that product, service, or information

3. Record good ideas your partner suggests into Excel
4. Switch



Take 1 More 
Minute… 

• Make Sure You Have a Good 
Set of Keywords

• Let’s go!



Phase 2: Verify the Data 
–

Using Google’s Free 
Keyword Planner



Google Keyword Planner















Keyword Research Tips

1. Put in lots of 
combinations of 
words into your 
research tool

2. Look through every 
option

3. Advanced: 
“include/don’t 
include” options

4. Add all the 
reasonable 
keyword choices -> 
export to Excel



YOUR Keyword Research Time
Deliverable:



“How to Find 

Keywords” 

Free Report 

Jenny Munn

 http://jennymunn.com/are-
you-an-seo-beginner/

• “Where do I 

LOOK for 

keywords?”

• “How do I know 

that I am using 

the RIGHT 

keywords?”

• “Why am I not 

RANKING for 

my keywords?”

http://jennymunn.com/keyword-
research-googles-keyword-
planner/

Video: Keyword 

Research with 

Google’s Keyword 

Planner

Step-by-step 

instruction plus 

screenshots 

training packet

http://jennymunn.com/are-you-an-seo-beginner/
http://jennymunn.com/keyword-research-googles-keyword-planner/


Phase 3: Keyword 
Prioritization and 

Selection



-Large companies have the 
benefit of an SEO team

Why Competitive 
Research Matters





Phase 3: Keyword Prioritization and 
Selection

Dive in to the Excel Data….
• Sort/FILTER the keywords from 

1) high monthly search count to low 
2) low competition to high 
3) PAGES/POSTS

• Look through words one by one
• Goal: process this list into something WORKABLE

• Eliminate
• Bold
• Highlight

• Understand the competition you’re up against 
• Google keywords

Advanced Tip: FILTER



Danger – Make a Decision

The most important thing is 
to get started. A half decent 
keyword is better than NO 

keyword



YOUR Time

• Bold
• Highlight 
• Filter 
• Take that next step
• This is your plan



Phase 4: Assign 
Keywords to Content



Keywords Need a Home

Website Pages

• General/Broad 
pages: Home, 
About, Services, 
Contact

Content

• Specific: specific 
blog posts, 
articles, press 
releases, etc.

“Which Page Could I Envision Using This as the H1?



Know What Existing Pages You Need to Optimize 

• General/Broad pages: Home, About, Services, 
Contact

• Specific: specific services pages, location 
pages, blog posts, articles, other interior 
website page

• Tip: Map out in Excel

Take a minute and list out your 
most important 5-10 pages



Refine Your List
Dive in to the Excel Data….
• Sort the keywords from 

1) high monthly search count to low 
2) low competition to high 

• Look through words one by one
• Goal: shorten this list

• Eliminate
• Bold
• Highlight

• Understand the competition you’re up against 

• DELIVERABLE -> 10 best-guess words 
• 5 for a blog/article

• 5-10 for a website page



Top 10 Tracker



Agenda

Ready for the fun?

9:00-10:00am: Welcome & SEO 
Overview
10:00am – 12:00pm: Keyword 
Research Deep Dive + Hands On + 
SEO Analytics 101
12:00-12:30: Lunch

12:30-12:50:Technical SEO
12:50 – 1:15: Analytics

1:15pm – 2:00: On-Page SEO + 
Hands-On 
2:00-2:20pm: WordPress SEO
2:20pm – 2:45: SEO Blogging & 
Content Marketing & Hands On

2:45pm –2:46pm: BREAK
2:46-3:15: Linkbuilding & Social
3:15-3:45: Recap + Hands On
3:45-4:00: Questions and Next 
Steps/Finish Your Plan



Lunch:
30 minutes



Technical SEO 



Analytics: 
How Do I Know if My 

SEO Is Working?



On-Page SEO



Goals:

• Get more comfortable understanding how to 
work keywords in the copy

• Become comfortable with hearing 
foundational on-page terms: title tag, title 
tag, title tag

• Build that muscle a little stronger

• Integrate the SEO piece in moving forward –
expect it!



SEO Content Best Practices
• Any content piece with its 

own URL can be optimized for 
its own keyword 

• QUALITY Content is the bigger 
part of SEO nowadays

• Balance ENGAGEMENT with 
findability: 

– Great content and copy

– Does anyone see this 
page as a good resource

– How much time are they 
spending on the page

– SEO best practices

– Working in the keyword



On-Page Optimization Overview

2 parts: 

• “Behind” the Page: title tag, meta description, 
alt text

• Front of the page: copy, H1, image, 
formatting, internal links, etc.



SERPS
1. Type in your main keyword

2. Note the website, title tag, URL, and meta description. 
3. Put yourself in your prospect’s shoes. 
4. Look for what YOUR result looks like



“Behind” The Page: Title Tags

• 60 characters Front load your keywords – this is 
VALUABLE real estate; put your name/brand at the end

• Use enticing and descriptive language
• ALWAYS include your primary keywords, 

secondary if you can
• Write unique title tags for each page



Meta Description

• The size of a tweet – 120 characters
• 1-2 sentences that succinctly summarizes what that page is about
• Use engaging, descriptive language
• ALWAYS include your primary keywords, secondary if you can –

frontload when possible
• Write unique descriptions for each page



“Behind” the Page: Title Tag & Meta 
Description

• In SERPs….
– How people determine whether or not to click on 

your results

– Ranking is only half the battle

• Google one of your primary keywords and note 
the SERPS, title tag, meta description, etc.



Meta Description Tips

• Less than the size of a tweet – 120 characters

• 1-2 sentences that succinctly summarizes what that 
page is about

• Use engaging, descriptive language

• ALWAYS include your primary keywords, secondary if 
you can – frontload when possible

• Write unique descriptions for each page

Tip: Google your keyword to see what your competition is/get 
ideas for what to write



“Front” of the Page: On-page SEO

SEO Bootcamp



SEO On Page Optimization Gone Wild

If you need career counseling, look for a 
professional counselor. Career counseling 

can help you in many ways. The first benefit 
of career counseling is finding a job quickly. 
Career counseling can also help you avoid 

making interviewing mistakes that cost you 
the job. When you need career counseling 

services, don’t hesitate to call the best 
career counselor in Atlanta. 



Top 10 Tracker



On-Page Optimization

• On-page is just good, 
solid SEO copywriting

• Good, ETHICAL on-
page optimization has 
not changed in a 
number of years

• Don’t be worried 
about the algorithms



On-Page Optimization

Photo courtesy of Moz
Google: The Perfectly Optimized Page



SEO Content Page Template



Flow of On-Page and Keywords 



On-Page SEO Case Study BEFORE: Teresa 



SEO Case Study AFTER: Teresa 



SEO Case Study BEFORE



SEO Case Study AFTER:



On-Page Optimization

Most Important On-Page SEO Elements:

1. Google wants original, unique, useful content
2. We want visitors to engage with the content 
3. Content that is focused/niche does better
4. Must include the keywords in the headings, sub-heads, 

and copy without going overboard or sounding spammy
5. Don’t forget your CTA on every page



Content

• Any content piece with its own URL can be optimized for its 
own keyword (website landing page, individual press release 
page, blog post, etc.)

• 99% of we put online can and should be optimized

• Content is the bigger part of SEO nowadays

• The goal of content is ENGAGEMENT: 
– Does anyone see this page as a good resource?

– How much time are they spending on the page?



What Should a Page LOOK 
Like?



SEO Copywriting Tips & Tricks

• Awkward Keywords
– Copywriter Atlanta

Jenny Munn, Copywriter: Atlanta-Based Professional Writer Serving 
Small Business Owners

– Marketing conference atlanta
Looking for a great marketing conference? Atlanta has a plethora of 
interesting events, but one in particular, WordCamp Atlanta is the 
best. 

– Insurance iphone
We understand you want to do your research to find the best insurance.

iPhone users won’t shy away from paying well to protect their 
beloved gadget (as long as they’re getting the best value….)

SEO Bootcamp



On-Page Optimization Rule:

Always write 
for the reader!

NO exceptions



WordPress 
SEO/Yoast and 

other SEO Plugins



Ongoing Content, 
SEO Blogging & 

Content Marketing



Content Creation & Optimization

• Create keyword-driven content
– Go back to your keyword research spreadsheet 
– What keywords are a great match for your business but 

don’t fit core website pages? 

• Niche pages
– Example “Travel Insurance” -> Mexico Travel Insurance, 

Backpackers Travel Insurance, Golf Travel Insurance, etc.
– “Sales speaker” vs “sports speaker” vs “executive team 

building” “corporate team building”

• “Phase 2” keyword pages set aside

Tip: Back to Excel!





Intermediate Peeps: Phase 2

• Internal linking campaign

– Existing blog posts: internal link to newly 
optimized website pages, add CTA.

– Find website pages that should link back to a 
core website page we want to rank



Idea: Audit Your Content Assets

• On your site

• On other sites: SlideShare, YouTube, etc.

• What is evergreen vs what is outdated?



Blogging for SEO

• More keyword opportunities

• Google LOVES fresh content

• Long-tail keyword opportunities

• Better linking – internal and inbound 

• Hub of Your Content Marketing Plan

• Social Media Fodder



On-Page Optimization & Promotion Best 
Practices

How to make it findable

– Foundational on-page optimization

– Clarity trumps cleverness – every time



Idea: Create Blog Content Around Keywords



Integrate Keyword-Driven Posts into Your 
Editorial Calendar



Use the Blog SEO Template



SEO Blog Case Study - BEFORE: Molly 



SEO Blog Case Study - AFTER: Molly 



SEO Blog Case Study - AFTER: Molly 



Go back through 
keywords

Write down next to keywords: (carry filter across)
• Blog post
• Phase 1 (Top 10) – Primary or Secondary

• Existing pages
• New pages you want/need to create

• Phase 2
• Niche pages
• Keyword driven pages



On-Page Optimization/
Social + Content Promotion Best Practices

– Template for blog 
post 

– Social media copy

• Right away create 2 
social media posts

• Writing the content is 
only HALF the job

– Use images



SEO Blogging & Content Guidelines

• Where to put keywords

• Follow an editorial calendar

• Follow the on-page/blog template

• Internal link

• Images
– Alt text and image file name for images

• Formatting page critical 

• Title tags/meta descriptions needed (template will 
help) – bake into the process of content creation

• CTA – especially for “SEO” blog posts



Takeaways

• Always more you can do

• Opportunity is all around: future + existing 
content

• Plot it out because you CAN’T and shouldn’t 
do it all at one time

• Goal: more and better results 



Break:
1 minute



Linkbuilding 
and Social 

Signals



Off-Page SEO/Linkbuilding



Off-Page SEO
• Quantity used to be important - now it’s all about QUALITY

• A link is a “Vote” for your site

• Linkbuilding is one of the top reasons websites get penalized 
in Google, and that there are so many algorithm updates. 



2015 Concept: Linkbuilding

• You can’t live in a 
bubble

• Make news or make 
friends

• Think of linkbuilding
as “community 
building”



Blogs Get More Link Love



Back Links in Real Life

Let’s visit links…



Linkbuilding Ideas

• Pursue your competitor’s links: 
http://www.opensiteexplorer.org

• Do expert interviews, write testimonials, do blog 
reviews 

• Leverage organizations, associations, etc.
• Going to events or sponsoring events
• Speaking 
• Being part of a community 
• Guest blogging
• Blogger outreach
• Blogging & Social Media Participation

SEO Bootcamp

http://www.opensiteexplorer.org/


Intermediate - Outreach Examples



Linkbuilding: Your Turn
• What things are you doing in your everyday 

business? 

• Without being obnoxious, keep link 
opportunities *always* in the back of your 
mind. “Think of the Link.”

Ex: Out of 44 speakers at WordCamp Atlanta 2013, how 
many linked to their site in their bio? 11

Ex: Are you a member of an association? Have you filled out 
your online profile? With a hyperlink back to your site? 



GWT “Latest Links”



Social Media Optimization

• Social signals are becoming more important

• Trust, authority, and engagement

• Direct links (from your social media profiles and 
activity) and indirect links from your content getting 
promoted by other users

• Another way to drive awareness, drive traffic, get 
your content FOUND (in turn which sends good 
signals to Google, can generate links and prospects)



Overview and 
Recap



Recap of Training

• History of “Traditional” SEO vs SEO in 2015

• Core Fundamentals of SEO:

– Keyword Research

– Technical SEO

– Google Analytics 

– On-Page Optimization

– SEO Blogging/SEO Content/SEO Plugins

– Linkbuilding/Social



Takeaways & Create Your Plan

• SEO is common sense, but people get 
sidetracked (phases)

• SEO is all about the keywords (aka the 
language of your customers)

• Watch out for SHINY OBJECT SYNDROME

• You might experience a dip in traffic, but it 
will be more targeted traffic

• Measure success – can track rankings for 
keywords; can keep up in GA



2 Things It Takes To Grasp SEO

1. SEO is like Tennis. 
Reading and learning 
will only take you so 
far. 

2. Build Your SEO 
Muscle.
You have to hear this 
stuff 10x to sink in. 



Resources: SEO Content Page Template



Resources: “Master Keyword” Spreadsheet



Resources: “Master Keyword” Spreadsheet



Your Workbook



Checklists
• New site checklist – Get Into Action: 

– GA, GWT, technical, keywords (core + next), 
priority pages, one-time + ongoing best practices, 
links + social, ongoing technical, UX,  + other 
refinements, opps

• Existing site – take results to the next level: 

– all based on what SHOULD be working, what’s 
working, what’s not. 1) assess what’s working, 2) 
identify next-level goals, create a plan to bridge 
that gap. See above



The Marcomm
• Marcomm:

– Project Out, Get Realistic 



SEO’s Role – Awareness, Qualified Traffic

However: nurturing and a 
website marketing plan is 

key to conversion and 
results



SEO: Weekly, Monthly, Annually
• One-time: Phase 1, celebrate, competitive audit,
• As needed: Keyword Research, refine technical, improve 

UX, celebrate

• Weekly: blogging, social media, other channels
• Monthly: update editorial calendar, analytics reporting + 

diagnose/opps action, keep up with latest/greatest 
(Mickey, Jenny, SME, Hubspot, etc.), GWT tech review, 
celebrate Quarterly: editorial calendar, keyword 
research, review OSE links, celebrate

• Annually: technical sweep, website marketing refresh, 
core SEO pages refresh, update goals, celebrate , 
competitive review 

Intermediate – more and better results. Rankings, clicks, 
conversions, getting greedy with keywords, buyers funnel)



Need Help?

Jenny Munn  
SEO Consultant/Trainer
www.JennyMunn.com

Jenny@JennyMunn.com
Twitter @JennyMunn

Mickey Mellen
Techical Director

http://www.greenmellenmedia.com
mickey@greenmellenmedia.com 

Twitter @mickmel

“How to Find 

Keywords” – Free 

Report 

(http://jennymunn.com/)

http://www.jennymunn.com/
mailto:Jenny@JennyMunn.com
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mailto:judi@newtricks.me


Most Important Part of the Day



Questions/A-
Ha’s/Takeaways

Jenny Munn  
SEO Consultant/Trainer
www.JennyMunn.com

Jenny@JennyMunn.com
Twitter @JennyMunn

Stay in Touch! 

• Survey

http://www.jennymunn.com/
mailto:Jenny@JennyMunn.com

