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WHAT IS SEO
SEO: SEARC H ENGINE OPTIMIZATION
Much is written, and many hands have been wrung over this topic. If we can be quite honest
for a moment, there are a lot of people giving advice on SEO and only a few that can
demonstrate results. Why is that so?

SEO: A Marketing Tool Above All Else
First, SEO is a catchall phrase. You can have an “Optimized” picture, but what good would
that do you? Likewise, you can have an “optimized” website, but if it’s irrelevant to your
target demographic, it’s irrelevant to your business. In reality, what we’re talking about
when we say SEO is the idea of Search Engine Marketing. But, for the sake of keeping it
simple, we’re stuck, for better or worse with the acronym, SEO.
Back to the point, why is demonstrating results using SEO challenging? Well, it’s not
diﬃcult to see marginal results from a couple easy to implement best practices. Beyond that,
however, you need a commitment to an SEO strategy, a methodology to measure results,
and a commitment to grinding away on the fundamentals for months before you see sizable
results.
If you do commit to the eﬀort, however, you will see your firm, your business, on that
coveted front page of search results. You will have placed your website in the best real-estate
Google, Bing, Yahoo, DuckDuckGo and other search engines have to oﬀer. If you have done
this correctly, you will have pulled oﬀ your marketing masterstroke for less expense than any
pay-per-click advertising campaign.
And that’s the goal of SEO. More clients, less $ outlay?
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Elements of SEO
If you’re committing to dominate search results (like Google), these are the three core
concepts for which you will need to have a firm grasp. Of course, there are many more
abstract concepts that will help you climb/stay on top of the search results, but mastering
these three items will be the 20% work that gets you the 80% results.
The three SEO tenets you should initially concern yourself and your business with are
Content, Website Optimization, & Community.

Content: The most important thing you can EVER do for SEO is to answer the questions
that your readers, your clients, are looking for when they use their search engine. Your
answer is not a phone number; it’s not a picture of your team; it’s not a picture of you
standing stoically with your arms folded. If you’re getting the gist here, quality content is
King. This statement will never, ever, be untrue. As you explore SEO, you’ll see a lot of “tips
and tricks” lists. Be cautious if any of these lists do not ultimately ground themselves in the
utility that high-quality content provides for your client base. Every part of your website
should answer questions that your clients are asking, or should be asking, especially your
blog!

Website Optimization: Your website needs to be under control. It is best if it is scalable
(you’re going to be developing content and bringing in a lot of traﬃc). Your website needs
to capture people’s attention, and it needs to convert that attention into action. Your
website also needs to speak to diﬀerent audiences: stakeholders, peers, clients, potential
clients, among others. Beyond speaking to your audience(s), you also need to make sure
your website speaks the ‘language’ of Search. Search is not a person; it doesn’t understand
the context of what you’ve written. Search is an algorithm that takes keywords from your
content and builds an intricate web using math and experimentation. If Search does a good
job, it delivers answers for searchers’ queries. If it doesn’t do a good job, e.g., it delivers a
poor result for a query; it cycles through other possible answers (websites). This is the very
short way in which sites climb or fall from the graces of search engines’ top page. For these
reasons, each piece of your website needs to be structured in ways that teach search engines
what your message is, and to whom it is targeted.
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Community: Your content and your website need to be sharable, and they need to be seen
when and where they are shared. More to that point, if your site is not listed somewhere,
you’ll need to make sure that is addressed, asap. Your website and your content site need to
be listed on directories, search engines, maps programs, basic social media profiles (at a
minimum), review aggregators, forums, and more.

How Much Does SEO Cost?
The answer to this question is tough to pin down. If you’re doing all of your SEO, what is
the value you place on your time? Simply creating content can come at a high cost.
For the sake of discussion, let’s say your time is billable at $60 / hour ($1 / minute). How
long will it take you to write 1000 words on something related to your business? If you are
comfortable researching good content, you know your industry and have a plan – it might
take you between 30-minutes and an hour to lay out the bones of a great blog article.

Writing the article: 60 minutes – $60
Total Time Investment (so far): 60 minutes – $60

Drafting blog content is only part of the work; now, you have to publish it. You can certainly
post it in your WordPress page and click, [publish]. However, remember, you are writing
this for an audience. You want them to find the content when they search for your product
keywords in Google or Bing. Have you defined keywords? Good blog developers keep this in
mind.
This is the point where you have to ask yourself, are you aiming for excellent or good
enough? Is your brand, your product, extraordinary or just, o.k.? If your answer is good
enough or o.k., the rest of this article will not be of value to you. If, however, you seek to
establish excellence as a hallmark of your brand, publishing and walking away is not
enough. You need to edit and optimize your blog content for readability on all devices.
You’ll want to make sure to optimize your content for search engine traﬃc (SEO – search
engine optimization). This optimization includes making sure you have defined meta
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descriptions and added visuals. Great visuals, images, or videos almost always cost $, even if
you measure that $ as time lost to the creative process.

Optimizing for readability, SEO & publishing: 60 minutes – $60
Total Time Investment (so far): 120 minutes – $120

Now your article is published, it is optimized and gorgeous. You have great blog content!
You can use SiteAnalyzer or another SEO tool to look at your page and see that you measure
your success. However, that is, unfortunately, only half the post-production challenge. How
are you going to make sure you are engaging with social media?
It’s a new world out there, and in that new world, Social media now drives more traﬃc to
many websites than search engines. If you were concerned about Search Engine
Optimization, you should be focused at least as much on Social Media Optimization.
While SEO must be part of any successful blog building plan, you cannot forget about social
media engagement.

Optimizing for Social Media & Publishing: 30 minutes – $30
Total Time Investment (so far): 180 minutes – $180

Finally, you need to analyze your success or failure. If you cannot measure how eﬀective the
work you are doing is, it is not work - it is gambling. How are you going to establish
whether the phone call you received today is related to the words you drafted on your
website three months ago? How can you justify spending $3,000 on a site upgrade if you do
not even know where your website gets its traﬃc? How can you build an eﬀective online
marketing presence if you do not even know where your clients are finding you in the first
place? The answer to all these questions is that you analyze your traﬃc, always!
You need to know the eﬀectiveness of your writing, including how your copy is being read,
acted upon, and/or dismissed. You cannot short-change this. Err, well, you cannot if you are
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committed to improving your bottom-line and your marketing eﬀectiveness. An insightful
and actionable analysis is not easy when you are already juggling a business to run and a
blog to write.
Note: One of the benefits of working with someone experienced in blog development is that they
often already have a great system in place to dig into your traﬃc patterns and build
conclusions that you can put to work.

Analysis, conclusion building, and evaluation: 30 minutes – $30
Total Time Investment (so far): 210 minutes – $210

As you are already someone focused on making sure you manage your time and budget
eﬀectively, ask yourself, is creating one 1000 word article worth three and a half hours of
your day? Moreover, keep in mind that for you to see any value in writing a blog, you will
want to post original and excellent blog content at least once every 7-10 days.
Creating and publishing content is the best approach to building sustainable website traﬃc
over time. It’s probably the most cost-eﬀective and safe path to guaranteed long term
website growth. However, to do it yourself means accepting a significant opportunity and
financial cost.
Opportunity Cost = (your billable rate) * (3.5 hours per post) * (3-4 posts per
month)...About 12 hours per month... Would you pay yourself 12 hours per month to create
content?
Coming back around to the cost of SEO. The answer to SEO cost is highly dependent upon
you and your desire/capacity to do the work yourself vs. your willingness to hand it oﬀ to
someone you can trust. A secondary concern is also your tolerance and ability to wait for
results to present themself; SEO is about inertia and is slow to turn around results at first.
The costs we’ve seen for SEO support start around $400/month from a third party, and
we’ve seen prices go above $10k/month for truly dedicated support. Here’s a good rule of
thumb regarding SEO cost: Don’t pay more for SEO than you can get from SEO.
If your SEO team cannot give you data you can act on and understand, they are taking
your $…Or, more succinctly, you’re giving it to them.

© 2 019 - 2 0 2 0 : C O R E VA L U E S C O N S U LT I N G

PAGE 8 OF 37

Know Thyself
Socrates is said to have used this maxim to organize and motivate many of his dialogues.
Should it be any surprise that even now, in such a far removed topic, the proverb is relevant?
As we continue our discussion in SEO, the first thing you’re going to need to do is to get to
know your situation. You need to know your competition, your goals, your risk tolerance,
financial situation, and you need to come to terms with where you want to be in your client
intake goals.
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E VA L UAT I N G YO U R W E B S I T E & YO U R C O M P E T I T I O N
SEO is a critical tool that will give your law firm website a substantial competitive advantage
over your competition. However, to gain that leverage, you need to know what’s working for
you. Moreover, you need to have a keen insight into what’s working for them and where the
gaps between your website and their website exist.
A brief note here - even if you’re starting from scratch, that’s not bad at all! In fact, that might
be a good thing.
After evaluating the comparative eﬀectiveness of yours and your competition’s SEO &
marketing strategies, you’ll want to know how you can use that knowledge. In this section,
we’ll cover how to identify your competition, evaluate their game, and how to beat them.
These insights will help you with the next step in your SEO journey, Creating Your Own
SEO Plan.

What’s Working for You?
Your SEO strategy - do you have one? Perhaps not. If so, it’s not as robust as you’d like it,
right? You’re paying an opportunity cost for reading this e-book after-all. Surely there are
other things you could be doing for your business at this very moment. Still, you have
decided this is worth your time and mental energy! It is.
The first thing you need to know about SEO strategy is that while there are several tools we
recommend. They often will cost $ upfront. Fortunately, for you, many other tools are
available with free trials or for free with diminished, but still helpful, functionality. Often,
what you’re paying for is a tool that brings dozens of things together in one place. Moreover,
a not so small part of any the overhead of any agency you may wish to work with in the
future will include the cost of enterprise-level access to these tools.

Start with Google
The very first thing clients often say, with frustration and bewilderment, is, “I typed in
Personal Injury Lawyer Timbuktu, and I didn’t show up in the search results!”
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Often these conversations occur after the firm has been in business for several years, and
after they’ve already spent a good chunk of cash on various marketing vectors. How can a
firm that has bought $30k in Google Ads and paid who knows what on billboards, park
benches, and commercials, not show up in a simple keyword-based Google search?!?!
It’s going to take a minute to unpack everything involved in answering why they, or you,
aren’t showing up in that search. If this is your current situation, it’s because you don’t have
an SEO plan, or you aren’t working the plan, or your plan was lousy in the first place. Keep
reading to get a better grasp on this analysis.
Let’s start with Google as a best-first step.
What’s Working for You, Step 1: Start searching key phrases and terms on Google, Bing,
Yahoo, Duck-Duck Go, Etc.

Did You Show Up?
What did you see when you looked at Google?
Timbuktu, as a location, probably isn’t helpful for anyone reading this e-book, so let’s look
at a more typical setting.
Here is a random location in Washington State and a random area of law: Spokane & Social
Security Disability
A typical search query or parameter would be: “disability appeal lawyer Spokane.”
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What do you see?
The first firm below is from page 1 of the search; the other firm is from page 5.

Here’s what we saw
• Content from firm #1 identifies what they do in a concise statement (seemingly written
for Google search phrases). Phrases like SSI Appeal representation, SSDI Appeal
representation, VA appeal representation, Estate Planning, Kids protection plans, etc.
• Content from firm #2 is not explicitly written for search results. Google is pulling
content from the website that it believes may match the search response.
• The search listing displays several of the key webpages on the website for firm #1
(Contact US | About US | Services | Blog)
• Title from firm #1 doesn’t say anything about what Lilac City Law does, whereas firm
#2 does mention that Kirsch & Clark are indeed attorneys at law.
• The search result for firm #1 is referencing the firm’s home page, whereas the results
from firm #2 appear to reference a secondary page (not the home page).
This last point is essential to note. It is possible that in this short search, we’re skewing
some of the results. We will show you a tool, using these same search results to verify and
examine the traﬃc of these sites. We’ll cover that in What’s Working For Your
Competition, Evaluating Their Game section, that follows.
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This random search query method highlights some primary good-practice goals for search
engine optimization through comparative analysis. But it does not help you do much in the
way of evaluating your website for substantial improvements. And it does not adequately
target what is or is not working for your competition’s website. So, we need a tool to start
digging deeper into SEO analysis.

Identifying Your Competition
Sticking with Spokane, WA, as a setting, we’re going to explore the competition for a
fictional disability firm in Spokane, WA. Since we already have some idea of the players from
the previous search, “disability appeal lawyer Spokane,” we’ll start creating a list of firms
from the front page of that search. Our goal is to find 2 or 3 that are crushing the search
game in Spokane.
Note, we’re not looking for those that have great Advertisements. The goal of SEO isn’t great
ads; it’s to lead people to your website because of its excellent search appeal, e.g., superior
content. One other thing we’re going to avoid is the aggregators, sites like AVVO or Justia. The
fact is they are getting excellent placement on search engines oﬀ of your work. You’re going to
get great placement oﬀ of your own work from now on - and not need to pay them a
‘commission’ for referrals.

Here’s what we see from various disability searches in Spokane:
https://www.russellandhill.com/social-security-attorneys-spokane-wa/
https://markenlawgroup.com/
https://garypenar.com/
http://burkelg.com/disability-and-injury-claims-1/
https://www.ssdlawyerspokane.com/
https://lilaccitylaw.com/
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This list is a great start and will help us build out some data for our future SEO plan. But
first, we want to know who’s doing what, how well they’re doing it, and who needs to have
a metaphorical target on their back - because you’re about to dissect their marketing plan.
As mentioned earlier, there are many tools available for this, but we prefer https://
ahrefs.com/ as a great place to begin.
Note: If you have any questions during any of this analysis, please feel free to reach out to us,
and we’d be more than happy to help you set up your initial analysis as well.
We are looking for root domain URL’s on this list. So, for instance: https://
www.russellandhill.com/social-security-attorneys-spokane-wa/ - we only care about https://
www.russellandhill.com/. This approach might seem at first to add more work for us later
on. For example, if the root domain is for a firm that covers many diﬀerent areas: divorce,
disability, bankruptcy, personal injury, etc. - it might be hard to parse what traﬃc is relevant
to your business. However, we want to get an idea of whether the traﬃc to the site (as a
whole) is due to any particular SEO practice, dumb luck, or ad-buy. We’re focusing on broad
strokes at this point. The details will become more important soon enough.
For the sake of this experiment, let’s take a cursory at the competition’s game and start to
break it down to the point we can pick 2 or 3 firms to do a deep dive dissection of.

What’s Working For Your Competition?
Here’s what we’re looking for in a firm. We don’t care, at this point, what the traﬃc value is.
The traﬃc value is the traﬃc to a keyword multiplied by the estimated cost to get traﬃc
from that same keyword through ad-buys. When we work with a client, we expect that
traﬃc value to be higher than what they are paying us - otherwise …what’s the point, right?
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We are primarily looking at the history of the listing. How long has it been crawled? In this
case, the image above, Marken Law looks like it started getting indexed in December 2018.
And the number of referring pages jumped pretty quick right away.
Things like spikes in referring pages or keywords are also indicators that something is worth
examining further. With a little bit of elbow grease, we can figure out the nature of many of
these spikes. Based on our experience, this looked to us like a new URL spike. See where
Marken Law had a previous URL with traﬃc metrics roughly equivalent to what’s shown in
approximately January of 2019.
Running a quick check of the URL registration date,
May 2018, we’re pretty confident with that
hypothesis.
At this point, nothing untoward appears to be
happening, at least on the surface — a relatively
new website for a likely already established practice.
Taking a look at the organic traﬃc information, we
can start to guess at another couple of factors
regarding the history of this firm’s traﬃc.
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Looking at other data from the same source above. Organic traﬃc is up steadily. Often there
are mild drops and rises due to Google or other search engines re-working their search
algorithm. For good SEO practices, you will often see a decline, such as what appears to
have occurred around March 2019, and a rebound. Those with poor SEO practices will
continue to drop if they begin to drop at all. Moreover, the table will often display more
chaotic data as they frantically use other ethically dubious methods to attempt to prop up
traﬃc. Again, this is not the case in this example.
Based on what the chart shows above, keywords are growing, and there is a strong
correlation between keyword growth and estimated organic traﬃc to the website. Again,
from experience, when we see a pattern like this, we are pretty confident that the growth of
keywords is likely related to either additional pages or a regular attempt at blogging. The
higher likelihood being that the traﬃc is related to blog development.
When we look deeper into the keywords and top pages for the website, the truth of our
hunch is borne out. Three of the top keywords on the website are from Blog articles (note
the date of the blog articles are from before the establishment of the URL. Again this bears
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out the hypothesis that the sudden spike around Dec 2018 was due to a switch of URLs to
this new domain).

Moreover, four of the top five pages on the website are blog articles. You can see how
Marken Law is crushing search for Social Security Lawyers in Spokane. They are doing this,
unsurprisingly, by building a robust content portfolio via their blog.
Going back to the bigger goal of finding the right competition, we can make a rudimentary
rubric to see where to start focusing our eﬀorts.
Note: If you want to explore any firm you can, but for the sake of taking control of organic
search, now and always, in any given market, you want might want to use some similar
criteria to the one we start with below.
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To start building an SEO plan for our fictional firm, we’re going to begin dissecting Marken
Law and Lilac City Law above. We aren’t going to look at Russel & Hill because they are
regional multi-focus firms that will be time-intensive to dissect. SSD lawyers & Penar Law
are both not growing, and in the case of Penar Law, there is an investment in Google Ads.
This ad investment will skew the results we are looking for. Lilac City Law and Marken will
give us useful, fresh, quality data to parse through and begin our guerrilla marketing SEO
plan.
Here (below) is the data we discovered for Lilac City Law. You will see similarities between
the stories of Marken Law and Lilac City Law. Both have had steady growth. Both draw
traﬃc from a keyword strategy and utilize Organic search to recognize traﬃc vs. buying
advertising. In the case of Lilac City Law, the commitment to this strategy seems to have
been more robust and long-lasting. But both are on a strong trajectory, and we can use the
methods of both to carve out space for our fictional firm.
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Beating Your Competition
Ok, there’s no magic bullet here. The firms above, if they spend $0 on advertising this
month, are going to bring in >$1700 in traﬃc. You’d have to pay more than that in
advertisement buys just to get their same level of traﬃc. AND they are going to be
recognizing this dividend every month from now until more-or-less forever unless better
content or a better website comes along to woo their traﬃc.
If your fictional firm is going to do that, you need to get strategic. You need to start thinking
about what it will take time-wise, cost-wise, and how you might start looking for help. Or
do you want to do the SEO hustle yourself?
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B U I L D I N G YO U R S E O P L A N
THIS SECTION ALONE IS WORTH $3,000!
In this section, we are going to go through all the elements of a strategic SEO plan. The plan
we detail will target all three components we covered in What is SEO - Content,
Community, & Website Optimization.

About Anytime Law
Ok, Anytown Law doesn’t exist. At least the fictional law firm we are building this strategic
plan around. However, the data in this report is pulled from several firms, which will remain
anonymous. The goal is to walk you through creating your own strategic plan and, more
importantly, your own ACTION plan.

Keyword Analysis & Methodology
The reason we are looking into a keyword exploration is to help provide a roadmap for
future website SEO focus. The keyword analysis and planning will drive link outreach and
internal blog hierarchy.
To determine our best set of focus keywords, we looked at the existing website:
AnytownLaw.com. We also looked at other websites that rank well in the Spokane & North
Idaho Market for generic terms related to Anytown Law’s core business. Namely: ERISA Long Term Disability Law.
We looked at three local firms and two agencies that have a local presence but also rank
exceptionally well nationally. In looking at these companies, we focused on determining
their keyword profiles. We also wanted to discover their incoming links to their websites.
Comparing and contrasting keyword profiles gave us a seed list of terms they have focused
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on (intentionally or otherwise). Looking at incoming links gave us an idea of where we
should focus on website outreach in Stage 2.
Once we had a list of keyword and key-phrase combinations, we sought to turn the list into
an actionable plan. The original keyword profile for all five websites is about 500 words,
many of them not related directly or tangentially to your core business. Since each one of
the firms we looked at has a diﬀerent profile of services, this was expected.
The next step was to manually reduce the list to terms and phrases that reflect the core
business of Anytown Law. By doing this, we were able to develop a list of ~140 words and
phrases to act as our first filter for our seed list.
Once we had a seed list of terms, we went through each keyword/phrase individually and
looked at related terms that might not have made our list. We were able to increase the
number of terms related to our goals and start applying filters.
Since our seed list started at about 140 terms, our related terms search resulted in a
somewhat bigger list of keywords and combinations. It was at this point that we
implemented our first filter. We wanted all the terms and phrases that had a minimum
search volume of 200 users per month. If any lesser performing terms were particularly
poignant, or provocative in some way, we added them to our filtered list as well.
This process helped us get our final keyword list to 99 keywords/phrases.
Note, there are many terms related to Anytown Law’s business that simply does not have a
lot of search volume. While at first glance, it seems like a big hole to omit seemingly
obvious terms/phrases, the goal is improved and focused traﬃc. The value-work ratio to get
noticeable traﬃc from those terms is not reasonable for the foreseeable future.
Once we had a keyword/phrase list of 99 well-performing keywords (200 searches + per
month), we wanted to set up a defendable way to sort, analyze, and turn the list into an
actionable plan. To do this, we looked at search volume, factored in the diﬃculty of each
term for first-page ranking, and utilized the click per search impression ration for that term.
This analysis gave us the three factors we used in creating the final list shown in this report.
We label this final formula the Adjusted CVC Rating (ACVCR), and it is our key metric for
determining the order of importance in our analysis. The ACVCR gives the ability to
compare all the factors against each other consistently. For instance, if Keyword(1) has
2,000 impressions per month but only takes two links to reach the first page of Google, then
it will score much higher in the ACVCR than Keyword(2). Even though Keyword(2) has
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5000 impressions per month, it would require ~12+ high-quality links (and excellent
content) to reach the first page.
There is one other factor weighted in the final score of the ACVCR, the click rate per
impression. This measure is perhaps the last critical filter and helps us continue to whittle
our screened list of 99 keywords and phrases down to ~40 or so keywords. Some keywords
and phrases look as if they would be excellent to focus on initially; they have high search
volume #’s and low diﬃculty for first page listings. However, looking deeper into the data
shows that the search terms themselves result in variable click rates. We do not just want
items showing up more in search; we want to focus on phrases that get clicked on too.

Creating a List of Keywords
We prefer to use AHREF’s for keyword research; however, it is not the only tool available.
Here is a wonderful article that breaks down alternative tools (free and paid), including the
following:
• Google Keyword Planner
• Google Trends
• Keyword Tool.io
• Term Explorer
• Moz’s Keyword Diﬃculty Tool
• SEMRush
• Ahrefs
• Accuranker
• HubSpot’s Content Strategy Tool: https://blog.hubspot.com/blog/tabid/6307/bid/22842/4-helpfultools-for-identifying-the-right-keywords.aspx
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Using these tools (AHREFS), we found the following for one of the firms (duplicate this
process for others).

As you can see, there is a clear approach to at least some SEO development. Organic traﬃc
is increasing. The keyword strategy is…existent, though not a core focus. Also, it appears
that the firm pays ~$850 in ad spend per month on search engines. We can also see they
have about 700 keywords.

Fortunately, or unfortunately, many of the keywords for this site are either related to a part
of the business not associated with Long Term Disability, or they are otherwise
extemporaneous. You’ll want to export the bulk list to a file format you can more easily
work with. Excel, for instance.
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In the appendix materials, we are including the exported keywords for this particular
research.

File: 02_01_Keywords_Unfiltered.xlsx
In this file, we placed the raw (unfiltered) keywords for all the comparison firms. In the first
tab are the keywords broken down by the firm, and the second tab is all the keywords in a
list. From here, we need to select the keywords that best match the goals/business of
Anytown Law. You’ll end up with a list that looks similar to the list in the file:

File: 02_02_Keywords_Filtered.xlsx
Now we’re down to about 120 focused keywords. The keywords are at least related to the
area that Anytown Law represents. From here, we need to look deeper at the keywords and
see which ones are high value, low competition. Essentially, we’re looking to get the best
bang for our eﬀorts. In the methodology above, we call this the ACVCR score.

File: 02_03_Keywords_ACVCR Final List.xlsx
In the third file, we have a calculator for calculating an ACVCR score.
There are three key calculated metrics. First is the “Build Links From” calculation. This
metric takes the “diﬃculty” score from each keyword/key-phrase. It assumes how many
quality links it will take to be competitive for the front page. By links, we’re tipping our hat
that these keywords will become the core component of the developing content strategy.
Second is the “Rating” calculation. This metric assumes a diﬃculty of 1 is 10x more
preferable than a diﬃculty of 10. 1 link being easier to build than 10, for example. With this
assumption, we aim to figure out what the preferable keywords by volume are when
compared to the diﬃculty. The calculation is (Volume*(10/Diﬃculty)).
The third is the ACVCR calculation. This metric closely follows the rating metric and also
takes into account the actual estimated traﬃc for the keyword/phrase. If you notice, the
order from best to worst score between rating and ACVCR closely track. The calculation is
((Clicks*Rating)/Volume)).
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Note: If you want to be fancy and are good at math, you might notice that you can get to the
ACVCR by removing several steps and calculating (Clicks*10/Diﬃculty). However, you lose
some context that can help you further refine your list of keywords/phrases along the way.
Our final list of keywords and phrases after being paired down is now ~31 with a Links to
Front Page count of 189.

Using Keywords to Build out Blog/Content Plan
Our next step is to start building those links. To do that in the most fundamentally sound
and permanent way, we are going to develop good content that answers questions or
addresses topics, including those keywords in a natural way. (no keyword stuﬃng or
awkwardness here).

File: 02_03_Keywords_Articles-Content
We/You’re going to take a while to get through this next step. Your task now; take the
keywords & phrases you have and brainstorm article/blog/page titles for the keyword * the
“Build Links From” number.
If you find yourself running out of ideas, take a break, or simply put as many naturally
sounding titles together as you can. You can review the file above (02-03), to get an idea of
what your goal should be at this step.
Once you have those articles, you can choose to populate the strategic plan with your data in
the “KEYWORDS & PHRASES” section or keep the list to the side. You’re going to come
back to it in a moment, regardless.
In the second tab of the file, we’ve included a =rand() calculation. Every-time you hit
{Enter} on your keyboard, the number to the right of the articles will generate a new
random number. In this way, you can filter by lowest to highest and get a random order of
articles to build into your plan. To see an example of a randomized order, look to the Sample
Strategic Plan, Page 45. The proposed blog order is randomized. Randomization isn’t
necessary; it is a stylistic choice for how you want to build out your content, and when.
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Backlink Plan Fundamentals
One of the most important things that can be done to improve a website’s search engine
exposure is focusing on ensuring the website marketing focuses on building backlinks.
Focusing on backlinks is both a big challenge for SEO and a high reward activity if done
correctly. There is some caution that needs to be advised on this path, however. Not all
backlinks are created equal.
In SEO terms, the path to SEO is split into three categories: White Hat, Grey Hat, and Black
Hat. We will cover all three below. However, for the sake of this plan and our work, we only
focus on White Hat eﬀorts, especially regarding link-building activities. Why? These are
reputable, eﬀective, and in the end - the longest lasting of all the eﬀorts.

White Hat: White Hat SEO is about building high quality and long-lasting website
optimizations and relationships through ethical and responsible eﬀorts. For instance,
writing things that help people find answers to questions related to a given niche is a white
hat eﬀort. There’s no trickery involved, just a lot of sweat equity and deep & eﬀective
analysis. The goal of White Hat eﬀorts is to make a website more dynamic and relevant to a
given core demographic. White Hat promotes natural growth of website traﬃc and is the
most sustainable approach for long term success.
White Hat eﬀorts may include making a site easier for search engines to understand, building backlinks
with tangentially related content, and guest posting and exchanging ideas with other content creators and
thought leaders.

Grey Hat: Grey Hat SEO is questionably ethical but not illegal. Regardless the value might
appear significant upfront but is temporary in nature. These methods of SEO development
often include items likely to be seen as non-beneficial in future search engine algorithm
updates.
Examples of Grey Hat SEO: Spun content - using a program to write articles that are grammatically
incorrect to natural readers, but seem genuine to a computer program (gaming the content creation
strategy). And, of course, paying for reviews or low-quality traﬃc.
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Black Hat: Avoid Black Hat SEO. At best, it is ethically dubious; at worst, it is illegal.
Examples of Black Hat SEO: Redirects for traﬃc manipulation, Duplicating pages & content across
pages/networks, Blog Comments Spinning/spam, Writing negative reviews of competitors, Creating
private blog networks (registering many of URLs that have minimal content and all refer back to your
page).

Building Your Backlink Plan
Our goal with the backlink plan is two-fold. First, find all useful backlinks of Anytown
Law’s competition and make sure that Anytown Law is listed there as well. This can be
citations, comment links, directory listings, blog compilers, letters to the editor, or really
anything else. Second, while the majority of these links will be low eﬀort, low return links,
they give you a sense of the work that the other firm’s SEO team has been doing.
In some cases, you’ll come across pay-to-list your articles listings, and in other cases, you’ll
see a firm heavily invested in AVVO or other similar platforms. It’s up to you how much you
want to engage those pay-to-play services. You certainly do not need to in order to see
benefit from this plan, however. For instance, we’ve built many law firms’ search profiles
without paying for a single listing.
Similar to how we used AHREF’s to identify keywords, we can use AHREF’s or another one
of the tools listed earlier, to determine the backlinks for competitors’ websites.
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In the following file, we share an example of how to organize the backlink data and filter it
out for junk backlinks, including Pro Blog Networks (PBN- Black-hat), redirects, dead-links,
and other useless links.

File: 02_03_Keywords_Articles-Content
Once you have a filtered list of backlinks, now you can start creating lists of what to tackle,
such as listed on pages 54-59 of the Strategic SEO Plan. Again, like the content Blog Plan we’ll come back to these lists, so hold on to them.

Website Optimizations
For this portion of your Strategic Plan, we’re going to point you to one of the best tools you
can use for SEO - Screaming Frog. The best part about this tool, the free version is useful,
functional, and all you need for this plan. We’ll cover using this tool in a video for this
lesson. But, if you cross-reference the results you get with scanning your current website in
Screaming Frog with the sample strategic plan, you should be able to build a list of “to-do”
items.
https://www.screamingfrog.co.uk/seo-spider/
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How you need to accomplish those items depends on how your website is built. We’re more
than happy to consult with you regarding this. Here is some useful information regarding
what you need to look for and fix.

WWW Redirect: Your website should be able to be reached via both “www” and naked
URLs. This eﬀort should be accomplished via redirect rather than duplicating content on
two separate web pages. You’ll be able to tell within the Screaming Frog dialogue whether
there are portions of your website that have URL errors (including backlink errors).

URL Rewrite: Your website’s URLs should not contain vague elements that will make them
diﬃcult to read. All URLs should be clean and clear for users. With SEO Friendly URLs, it is
easy to rank your website in search engines and share diﬀerent articles with clear URLs in
social media. Don’t use underscores in your URLs.

Robots.txt: This file helps to restrict access for the selected search engine robots and
prevent them from indexing specific pages or the whole of the website. Robots.txt file
contains the link to the XML sitemap file that helps search engine crawlers to discover and
index the maximum number of the website’s pages.
More Information: https://support.google.com/webmasters/answer/6062608?hl=en

XML Sitemap: An XML sitemap will help search engines crawl your website. It will also
make it easier for search engines to figure out (quickly) if there is new material they need to
index. An XML sitemap is essential for a dynamic and growing website, such as one that
adds new content and articles regularly.
More Information: https://seranking.com/blog/the-importance-of-xml-sitemap-do-you-need-to-generateand-submit-it/
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HTTPS / SSL: Setting your website up for https is an important future-proofing action.
Fundamentally, https is a security protocol designed to help ensure that someone interacting
with the content of your website is not being eavesdropped upon by someone. It is crucial
for websites that take personal or financial Information (transactions, bill presentation, even
contact form info). Https is also being required to avoid pop-up “non-secure” notifications
within newer browsers.
More Information: https://seranking.com/blog/the-importance-of-xml-sitemap-do-you-need-to-generateand-submit-it/

Content Analysis
Unique content plays a vital role in search engine results. Your website structure should
include HTML headings (h1-h6). Try to use relevant keywords in titles. The tag H1 must
have the most relevant keywords. Don’t use duplicate content for heading tags. Write
unique content, no duplicate, or rewritten content. Keep content with 400 words and more.
In addition to the formatting, the way in which the content of the site connects internally
and externally is important to assess and revise as necessary. This eﬀort can be as simple as
making sure all the outbound and internal links are connected to websites and pages that
still exist. The risk in not doing this is in having content that might be compelling and
engaging, but not ranked as well as it could be because it is full of broken links. A plethora
of broken links could signal to search engine algorithms that content is out of date or not
well maintained.
Lastly, every piece of media on a website is a searchable piece of content. Regarding SEO,
this means it is vital to add descriptions, titles, and alt tags for all media on a website. All
media needs to be treated (from an SEO perspective) the same as a web page on the website
and optimized for search. Scheduling Work
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DOING THE WORK
T U R N I N G YO U R S E O P L A N S I N T O A N AC T I O N P L A N
Now that you have a content plan, backlink plan, and site optimization plan - you can put
them all together and build out an action plan. The action plan, or implementation plan, is
what makes this plan strategic.
IF you commit to finishing this plan, you will be strategically and systematically going after
the traﬃc of your biggest competitors while also building a top-notch, fully SEO’d, market
profile!
No one will take your gains from you because few else, if any, will have undertaken SEO at
such a granular level - to get where you are.
To give an idea of time to implement, we created a tool with estimated time to complete
task values.
File: 02_06_Strategic Plan Implementation Plan & Time.xlsx

Building a Workflow from Your Strategic Plan
Fortunately, during your analysis, you did 95% of the work needed to put this plan together.
You should have a list of article ideas, website improvements, directories and citations,
backlink starts, and other items - you now need to decide an order that you wish to
complete them in and a timeline.
If you’re reading through this before jumping into your plans, you might be asking, how
much time am I looking at? Here are a couple of averages that depend on your situation.
If you have a few blog posts and have had your website for some time, you probably have
about 30~60 hours worth of clean-up work to do on your site. Fortunately, a lot of this
work is repetitive and can be sped up by someone experienced with the tools available to
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accomplish the website optimization tasks. It’s probably fair to expect to pay ~$1,500 for
these upgrades.
If you have very little to no website development, your situation is more straightforward.
Optimizing your website situation is greatly simplified because you have very little to
optimize. We’re not trying to sound too derivative here; you can expect about 10~30 hours
of work or about $500-$750 from a reputable agency.
Note: Often, firms with very little website development are utilizing Squarespace or Wix, or
some other similar website delivery platform. Those platforms are wonderful for bootstrapping
a website together quickly with minimal experience, but they do not scale well and do not
provide many options for implementing developing best practices. In short, you will likely want
to move away from them at some point as the needs of your business grow, and the ways you
want to use your website also grow. The cost of building a custom website varies greatly. You
will likely be paying anywhere from $1,500~$5,000 for a new scalable & flexible website
build on a Wordpress or equivalent platform.

How Long Will It Take?
Within the Strategic Plan & Implementation Document that is included in this discussion,
we incorporated a column for projected hours. Typical website optimization will run about
40 hours in total work. And an average Workplan for each time you undertake the analysis
we’ve discussed will require 500-1000 hours of work. You’ll want to split this up over 1-2
years as it does no good to rush through it all and be sitting on stale content for the rest of
the lifetime of your website. This work needs to be spaced out so that it demonstrates your
site is growing, it is fresh, and the content is consistent.
Takeaway:
Optimizations (1 month to clean-up, then ongoing)
Workplan (12-24 months per Workplan cycle)
You should expect to see initial results within a couple of months (1-3). More clear results
will take about six months. At about 6-9 months, most (50-75%) of your top ten traﬃc
generating pages will likely be from blog articles. And from 9+ months, you’ll undoubtedly
see the value SEO and search engine marketing using a content development strategy has
played and will continue to play in your business success.
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How To Measure Success or Failure
An adage we like to use says that if it can’t be measured, it cannot be improved. For SEO
services, the methods of measurement are critical. If you measure the wrong things, you’ll
never know. There are several essential tools you’ll need to become acquainted with to build
a regular monthly evaluation. These tools include:
Google Analytics
Google Search Console
Google My Business
Google Data Studio (optional)
Moz Local (optional)
AHREFS (optional)
Facebook Pixel (optional)
Wordpress (optional)
As a bonus for reading this ebook, we’ll work with you on a complimentary basis to build
out a custom report for your website. At the end of this book are various ways you can reach
out to us for assistance (including about any aspect of this).
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THIS CONVERSATION C AN’ T END: TIPS FOR THIS
SPACE
There are truly so many ways to take the information presented to you in this ebook and
turn it into a referral stream for your business. In our years helping teams like yours to find
success, here are a few learned lessons.

Don’t be an Absentee Landlord
Your product is a reflection of you. Your website is the portal to your business. If you have
events coming up, awards being won, ideas for your business, communicate these things to
your content/SEO team. You are a product worth selling, and even if it’s only a concise piece
in your blog, it might end up being something that brings in a client.

Don’t be too Invested In Every Paragraph
Refer back to the earlier discussion about the economy of your time. If you want to be a
professional blogger, do that. But if you want to run your business, find a team you can trust
to help develop your content and then back oﬀ to the point you’re comfortable. In many
cases, an over-cautious business owner is the biggest barrier to search engine success.
Articles in a queue to be reviewed are not generating traﬃc. And if you require everything to
be reviewed in depth by you before posting, you have made yourself the roadblock to
consistent content. It’s a romantic idea that you’ll be at the center of everything, but
practically, it’s ineﬀective, ineﬃcient, and very easily can work against your goals. Manage
SEO & content from 30,000 feet, not from ground-level.

Cultivate a Relationship with Your SEO Team
Your team or agency wants to help build your business. You’ll be surprised in how they can
and will bend over backward to make your website reflect the ideas you have. Even if you
have a wild idea, let them help you work it out and see if it flies. On this note, if your SEO/
content team is not that invested in your business that they will go this far for you, get a
new team! Don’t pay for a subscription; invest in a relationship that benefits you and them.
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The Market is Changing
Search engines are constantly reworking their search algorithms. Moreover, your business
will grow, and new opportunities for content and content creation will present themselves.
You may have no videos today, and in three years, videos may make up the majority of your
communications engagement because of an app that takes the business world by storm next
week. You should seek to work with a team that is flexible enough to move with new
market trends but is also grounded in the timeless strategy that is high-quality content
creation and SEO fundamentals.

Your Competition is Copying You
There is no monopoly on these strategies. The only barrier that exists is your (or your
competition's) willingness to commit to smart and consistent growth. If you are successful,
others will reverse engineer your success. If you become complacent, they will erode your
gains. If someone else is successful, we've given you a roadmap to erode their gains.

This Conversation is Never Over
SEO, Search Engine Marketing, Content Marketing - these are all variations of the same
digital space marketing. The overall point of these concepts is to get your business placed in
front of the eyes of people that need your support. As we continue this discussion in future
ebooks or through working together, you’ll see that as long as there are others seeking the
same clients as you are, there will be innovative new ways to connect with them. In this
space, your business is growing or it’s withering. Choose to work with a team that will help
you grow.
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GETTING HELP
Thank you so much for reading this ebook.
We are committed to helping businesses like yours grow and thrive. We seek to not just
provide a service to our clients but to provide meaningful support to help them achieve their
business goals.
If you would like to discuss developing a professional SEO & Marketing Plan, please reach
out to us via the contact information below.

Joshua Penner
CEO - Core Values Consulting
josh@corevaluesconsulting.com
(253) 987-6655
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