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Danielle Leitch 
     DLeitch@MoreVisibility.com 

   @DanielleLeitch 

•   Executive Vice President for full-service, Digital Agency in Boca Raton, FL 

•   13 years experience Online Advertising / Search / Social / Mobile / Web Analytics 

•   Top 1% most viewed LinkedIn profiles during 2012 

•   First 100 to reach Google Advertising Professional Qualified status 

•   Worked with LinkedIn on pilot program to launch “Company Pages” 

•   Served on MSN Agency Council consulting on their advertising portal, AdCenter 

•   Alumna and Board Member for College of Business at Florida Atlantic University 
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Agenda 

•  SEO Fundamentals 
•  Keyword Research & Selection 
•  How To Optimize Content 

– Blogs & Press Releases 
– Social Media 

•  Content Sharing 
•  Summary 
•  COURSEWORK J 
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SEO Fundamentals: Onsite & Offsite 
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Keyword Targeting: Onsite 



Keyword 

Keyword Targeting Offsite 
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Keyword Selection 

#prbootcamp 
@DanielleLeitch 
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Keyword Research 



How Do You Select a Keyword? 
Tips for Keyword Decisions 

1.  Relevance: Selected word must “make sense”; 
content needs to be able to “support” it. 

 

2.  Reach: Cast a wide net during research and then 
pick and choose how to match as content is 
created. 

 

3.   Overlap: Review current website targeting and 
rankings – use PR efforts to expand reach. 

9 



Tips for Keyword Decisions (Cont.) 

4. Tone: Some words are more formal than others; 
match words based on type of content. 
– Formal =“regular” web pages, Releases 
–  Informal = blog posts, offsite content. 

 
5. Intention: Selected word should mesh with user 

need. 
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Stages of Search – 
User Need & Keyword Selection 
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Narrowing Choices / 
Branded 

“Broad”  
Research /  

Just Getting Started 

Ready to Choose 
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Step #1 - Collect Data: Traffic/Competition 
Collect competition and volume data for “wide” net of words 
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Step #2 - Collect Data: Trends 
Google Trends 
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Keyword Research Tools 

•  Google Adwords External Keyword Tool: 
https://adwords.google.com/select/KeywordToolExternal  

•  Google Trends (formerly Insights for Search): 
http://www.google.com/trends/ 

•  Keyword Discovery: http://keyworddiscovery.com/  

•  WordTracker: http://www.wordtracker.com/  
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Optimize Content 

#prbootcamp 
@DanielleLeitch 
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Cycle of Content Development 



Types of Content: Text 

•  Checklists 
•  PDFs & Downloads  
•  News Articles 
•  White Papers 
•  Blog Posts 
•  Press Releases 
•  Case Studies 
•  Testimonials 
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Types of Content: Multimedia 

•  Catalog so you can leverage / repurpose over time. 
– Duplicate content “issues” are different / less with 

non-textual content. 
•  Diagrams 
•  Charts (Comparison or otherwise) 
•  Custom Graphics 
•  Logo Options 
•  Video 
•  Pictures 
•  Infographics 
                         
                   ** Brand your media content before offsite use ** 
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Tips for Content Optimization 

•  200-500 words  
•  Written for users 
•  Utilize lists 
•  Showcase clear calls to action 
•  Include imagery, when possible – charts, 

graphs, infographics, static images. 
–  descriptive file names and alt text. 

•  Use the main key phrase in the H1  
  (Headline tag) 



Keyword Density 
 

•  The percentage of time the keyword appears 
relative to other content on page 

•  The “right” percentage depends on the copy, the 
competitiveness, and length of key phrase. 

•  Good target is 2% - 4% 
•  Don’t over do it! 
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Overall Content/Total number 
Of words  
 

Number of times you used  
the targeted keyword/phrase 

8-16 400 



Tools for Checking  
Keyword Density  

 
•  www.morevisibility.com/tools/keyword-density/ 
•  www.live-keyword-analysis.com/ 
•  http://textalyser.net 
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Blogs & Press Releases 

#prbootcamp	  
@DanielleLeitch	  



Search Engines Like Blogs 
 
•  Multiple opportunities to optimize around core terms. 
•  Link-worthy and keyword-rich, descriptive content. 
•  Topical and informative. 
•  Relevance. 
•  Search engines are addicted to content. 
•  Blogs show up in the search results quickly and with 

high volume.  
 
     “Onsite” Blogs are preferred. 

Allows your domain to rank and 
get credit for the inbound links to the blog. 
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Sharing Options 

Compelling Title 

Tags 

Author 

List 

Paragraph & links 

Image 
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Categories 

Call-to-Action 



Blog Post Titles 

•  Creativity counts. 
•  Title Tag & Blog Post Title typically can be 

different. 
•  Be inspiring (“grandeur” works in blog titles). 
•  Be eye-catching (opinions are welcome) – link bait. 
•  Be helpful in topic and format (top # lists, 

checklists, resources). 
•  Answer a common question. 
•  Debunk a myth. 
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Human readership can be gained / lost as a result of tone. 
  

•  Establish and uphold a corporate tone – that doesn’t 
mean it has to sound “corporate.” 

•  Be authoritative, but not overly promotional of 
individuals or the company. 

•  Demonstrate integrity, candor, authenticity, and 
honesty. 

•  Show, don’t tell. 
•  Cite your sources – link to helpful resources. 
•  A “unique” voice by author will be appreciated by the 

audience as it’s engaging and adds an “editorial” 
tone to the blog, but some manner of consistency is 
still important. 
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Tips For Writing Blog Posts 
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Guest Blogging 

•  Another great way to reach your users online is 
to contribute guest posts on the blogs that they 
frequent. 

•  Guest blogging, while time consuming, is a 
great way to expand your presence while 
building quality inbound links to your site. 



•  Google+’s “Authorship” is a great feature that 
enriches the way content displays in Google's 
search results and allows authors to build status and 
recognition. 

•  If you generally publish posts with bylines from 
individual authors, you could tie author tags 
(rel=author) back to a Google+ personal profile. 
–  Note: Author tags must be associated with an individual profile, 

not a brand’s page.  
–  Example: 

Google Authorship 
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Online Press Release Distribution 

•  What is the goal? 
–  Visibility in the SERP’s (reputation/crisis mngt)  
–  Attraction of Media/Journalists/Bloggers 

•  Not all distribution outlets good for SEO 
•  Rule of thumb for hyperlinking within content is 1x/

per 100-150 words 
–  Use keyword-targeted (but varied) anchor text for links 

•  Heading & Content should be optimized around 
targeted keyword/phrase 

•  Incorporate social media accounts & sharing options 
•  Consider how you will post onto website 

–  PDFs not suggested 
–  Possibly revise distributed version so its better optimized 
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Social Media & Content Sharing 

#prbootcamp 
@DanielleLeitch 



Optimized Social Media 
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•  Choose keywords based on targeted theme. 
•  Create a variety of content / post types. 
•  Set up what can be actively supported. 
•  Interlink between your site and social media 

channels. 
•  Descriptive text, titles, headlines, tags, etc. for your 

multimedia content. 
• Descriptive file naming schema also 
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Editorial Calendar: 
One Piece – Several Opportunities 



Image File Names – Hyphens Rule 

•  "Popular_Ice_Cream_Flavors_Infographic.jpg" to 
Google is actually 
"PopularIceCreamFlavorsInfographic"  

 
•  "Popular-Ice-Cream-Flavors-Infographic.jpg" to 

Google is 
  "Popular Ice Cream Flavors Infographic"  
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Image Alt Tags 

•  Bad: alt= ‘ ‘ (nada/zero/nothing) 
•  Better: alt= “Cupcake”  
•  Best : alt=“Popular cupcake flavors”  
•  Avoid: alt= “cupcake flavors like salted caramel or 

red velvet are delicious" 
 

Courtesy of Georgetown Cupcakes 

Alt Tag appears here when hovering 
over an image. In the HTML code. 
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Optimizing Pinterest 

•  Optimize your account name, description & boards. 
– Profile content < 160 characters 
– Board descriptions < 500 characters 

•  Include links back to your website on every pin.  
•  Use keywords in the filename and alt text of images you 

pin.  
•  Take time with each pin’s description to describe the 

image and include keywords.  
•  Incorporate hashtags (#) to amplify the social  
   reach of your pins. 
•  BRANDING – add your logo in the corner of image 
    to maintain original source! 
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Content Marketing  

& Content Sharing Campaigns 
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Where Should You Be? 

Which content marketing opportunities you take on 
depends upon how much time you have. 

 
•  Guest blogging = large time commitment 

–  Immediately reach your audience and gain quality inbound links 
•  PowerPoint presentations = small time commitment 

–  Rank in the SERPs & gain inbound links 
•  Social media content = medium time commitment 

–  Immediately reach your audience & build relationships with 
influencers 

•  Video content = medium time commitment  
–  Rank in the SERPs & ability to repurpose content across all 

other channels 
 



Summary & Coursework 

#prbootcamp 
@DanielleLeitch 



Put Into Action! 

•  Select keywords/phrases wisely 
–  Competitiveness, Tone, Regional, User-focused language 

•  Content must emphasize relevancy of the term 
–  250+ words of text with 2-4% keyword density 

•  Leverage other digital assets, in addition to text 
–  Videos, Images, Presentations 

•  Don’t forget your audience when optimizing content 
–  Never forgo well written content, just for optimization! 

•  Have an offsite content strategy to boost visibility 
–  Social Media, Guest Blogging and Releases all will help. 

•  Measure and monitor progress and success 
–  Shares, likes, site traffic, inbound links, positions, etc. 
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#prbootcamp 
@DanielleLeitch 
 

Tools on Slides 13 & 22 



KEYWORD TAG(S): vanilla bean ice cream OR vanilla ice cream 
TITLE: Amazing Vanilla Bean Ice Cream – Our Secret Recipe 
URL: www.FrozenDesserts.com/blog/vanilla-bean-ice-cream-recipe  
 
What was missing?  
•  Images     
•  Anchor text / Links 
•  Bullets; ordered lists 
•  Sharing buttons (Share This) 
•  Author 
 
What needed to be improved? 
•  Optimal keyword density 
•  Target keyword (very broad) 
•  More content recommended 

COURSEWORK 



How to Make World Famous Vanilla Bean Ice Cream 
By: Danielle Leitch 
 
 
Frozen Desserts, Inc. makes the rarest, all natural, old fashioned vanilla bean ice cream in the world and we want to 
Teach you how to at home. Before we can start the ice cream making process, Frozen Desserts, Inc. hand selects only 
the finest ingredients and you need to as well, which include:  

 * Sea salt  
 * Hand chiseled ice from the Lambert glacier in Antarctica 
 * Fresh milk from Ice Cream, Inc. grass fed cows 
 * Free range eggs right from the Ice Cream, Inc. on-site chickens  
 * Premium Turbinado cane sugar from Maui 
 * Vanilla beans from Madagascar 

 
Fun Fact: Most ice cream makers use only 25% natural ingredients for flavoring 
their vanilla bean, Frozen Desserts, Inc. only uses 100% natural ingredients to make their vanilla bean ice cream. 
 
From here you can begin to make our famous vanilla bean ice cream. The Ice Cream Making Process: 
*You will need 1 large and 1 small metal ice cream mixing bowl, a freezer to freeze your ice cream over night 
 and a hand whisk. 

 1. Using your large ice cream mixing bowl carefully mix the glacier ice and sea salt into it.  
 2. Nestle the smaller ice cream mixing bowl into it which contains all of the rare vanilla bean ice cream ingredients.  
 3. Mixing:  
  Vigorously mix your ingredients with your hand whisk for 20 minutes.  
  Put mixture into your “ice cream freezer” for about an hour. (Repeat the above process 3 times)  
 4. Let the almost vanilla bean ice cream rest in your “ice cream freezer” where it will become some of the  

            rarest vanilla bean ice cream in the world over night.  
 
Enjoy!  
 
 

ice cream – 9.1% KW Density 
vanilla bean ice cream – 3.3% KW Density 

Use Alt Tag 


