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About Me

Started using Google in 1999
15 years experience in Digital PR
@sallyfalkow

WWWw.proactivereport.com

2014 Top Social Media Influence
(Cision)

2014 25 Women who Rock Socia
(TopRank)
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http://www.proactivereport.com/




What Does Google Want?

Google’s mission:
To organize the data on the Web

To give people using their search engine the
most relevant and useful results.
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Algorithms
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Content Requirements

High Quality

Fresh

Unique

Relevant (keywords and concepts)
Information rich

Visual

In-Depth

Useful

Trusted Authority
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Go g[e QUALITY CHECKLIST

Would you recognize this zsite as
an autharitative source when
mentioned by name?

Would you trust the information
presented in this article?

|z thiz article written by an expert
or enthugiast who knows the topic
well?

Does the site have duplicate or
redundant articles on the same
or gimilar topics?

Does the article provide original
content or information, original
reporting, original research or
analkysis?

Does the page provide
substantial value when
compared to other pagesin
s=arch results?

Does the aticle descrba both
sides of a story?

s the site a recognized authonty
on its topic ?

g Iz the content mass-produced by,

or outzourced to, a large number
of creators

Was the aricle edited well, or
does it appear sloppy or hastily
produced?

Does thiz article have speling,
stylistic, or factual erors?

Does thiz article contain insightful
analysis or interesting information
that is beyond obvious?

s this the sort of page you'd want
to bookmark, share with a friend,
of recommend?

Would you expect to see this
article in a printed magazing,
encyclopadia or book?

Are the articles short,
unsubstantial, or othenwise

lacking in helpful specifics?

Are the pages produc ed with
great care and attention to
detail vs. less attention to detail?

https://meritusmedia.wishpond.com/google-checklist/



What is Unique Value?

* An upgrade in aggregation, accessibility, design You
might have seen this information before, but never like
this. How can you use your expertise and approach to
make content that is different?

+* Information not available anywhere else

Find aspects of your expertise and information that no
one else has yet published.

** Content presented with a totally differentiated
voice/style

Sometimes the content is available elsewhere, but the
style is so engaging that it offers unique value.
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Content Types

Video
nfographics

mages

Listicles
Case Studies

Blogs — with embedded videos, infographics,
Images

#GoogleConf meritus-\cDiA



Content Strategy

“A lot of SEO still seems to focus on coming up with
really clever ways of creating content, and then
more content. They don’t ever mention the word
customer, nothing about customer insight, nothing

about the customer journey buying cycle and so
forth.

In order to function effectively it is not about more,
it’s about quality. It’s about experience. It’s about
providing the right information at the right time.”

Lee Odden TopRank Marketing



THE PUBLIC RANK'NG

CUSTOMERS

STAKEHOLDERS VISIBILITY




Content Strategy

* Discover your audience’s likes,
dislikes, intent, sentiment,
problems

e See what resonates with them —
what content do they respond to
and share?

e Look for gaps in information you ?

can fill e

#GoogleConf meritus-\DiA



Content Process

; Monitor and
PRI ol analyze online
. conversations,
| \ sharing and
Analytics responses
provides the .., cgfaﬁfa?‘m

learning

Develop

Launeh Approach

N\

Invest in
content
creation skills

— Objective

and
Feedback (il Channels
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Sprout Social

sproutsocial
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In 45 minutes we'll show you how
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you manage social media
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Google Analytics
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Resources

SMART News: how to create branded content that gets found in search and
shared on social media Amazon Kindle

Listening tools:
Sendible — one of my favorites
http://sendible.com/pricing/

It also allows you to post to all accounts and networks and even email
reporters and bloggers

Sprout Social
http://sproutsocial.com/pricing
Has a good spread of features

Trackur
http://www.trackur.com/options



http://sendible.com/pricing/
http://sproutsocial.com/pricing
http://www.trackur.com/options

Resources

Graphics tools:
Powerpoint
PicMonkey
Canva

Fiverr ?

Video:

Smart phone
Tablet
KineMaster Pro
Camtasia
iMovie

Final cut




d

How to Get Into Google News

Use a paid service like the wire services,
syndication or promoted stories — resource:
www.pressreleasetoolbox.com

Find a relevant news source that covers your
topic that is already a Google News Source

Build a relationship with a reporter/editor at
that outlet

Write stories and pitch those outlets

Some Google News sources allow you to submit
stories directly
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Questions?

@sallyfalkow
sally@meritusmedia.com

meritus-VEDIA

www.meritusmedia.com

#GoogleConf meritus\cDA


mailto:sally@meritusmedia.com

	Slide Number 1
	About Me
	Slide Number 3
	What Does Google Want?
	Algorithms
	Content Requirements
	Slide Number 7
	What is Unique Value?
	Content Types
	Content Strategy
	Slide Number 11
	Content Strategy
	Content Process
	Sendible
	Sprout Social
	Google Analytics
	Twitter
	YouTube
	Slide Number 19
	Slide Number 20
	Crowdbooster
	Resources
	Resources
	How to Get Into Google News
	Questions?

