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Introduction: Every business needs SEO and search engine marketing

Every business needs SEO and search
engine marketing
As a small business owner, there is a good chance you already have a website. (If not, be
sure to get one right away.) But having a website doesn’t magically create new customers.
There is work that needs to be done before your website delivers leads or sales. Part of that
work is setting up your website to take advantage of the power of internet search engines.
Search engines like Google and Yahoo have become some of the main tools consumers use
to help them make purchasing decisions. When a product or service is needed, most people
perform a handful of internet searches with hopes of finding what they’re looking for. By
implementing a search engine optimization (SEO) and search engine marketing (SEM) plan,
you can help potential customers realize that it’s your business they need.
You may be familiar with the terms SEO and SEM. But what you may not know is that they
both play key roles in driving traffic to your business website, and ultimately generating
business. These days, getting potential customers to visit your website is vital. More
website visits lead to more people visiting your actual business, more people requesting
information such as price quotes, and more people making purchases or scheduling a
service appointment.
The trick is knowing how to use SEO and SEM in a way that makes sense for your business.
This guide will provide you with the SEO and SEM basics, along with the tips, tricks and
best practices you need to help your business website thrive.

Looking for a partner?
Need expert advice or professional insights? Looking for the marketing solutions,
business tools or services you need to succeed? Talk with a Deluxe Small Business
Adviser today. Call 866.240.8691.
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Part 1: Search Engine Optimization (SEO)

Part 1:
Search engine
optimization (SEO)

Search engine optimization — SEO — is the process of
setting up or “optimizing” your website so that it will be
noticed by search engines.

This is increasingly important in today’s digital world. Just think
about the last few times you tried a new product or service. Before
you made a decision, you more than likely searched the internet to
do research. After browsing through a handful of similar offerings,
you then chose the one that seemed best for you.

“At this point, learning about and utilizing SEO is a necessity for small business owners
who want to not only maintain, but grow, their base of customers.”
— Russell Pruitt, Director, Online Marketing, Deluxe Corp.

Now you and your business are on the other side of that process.
Before they visit your website or set foot in your store, potential
customers will size up your business against your competitors
by doing online research. The higher your business ranks on the
search engine results page (SERP), the better chance you have
of attracting these new customers. Recent studies have shown
that the first page of Google search results captures 71 percent
of clicks while the second page only captures around 6 percent.
Google and other search engines use algorithms to rank content
based on its quality, the keywords used and whether it offers what
the searcher expects to find. Follow Google’s lead and, over time,
you’ll likely see your business rank more highly in online searches.
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Why your business needs SEO

4 SEO myths, busted!

On the most fundamental level, SEO is how your business website gets
found online. And while other marketing channels such as email and social
media can help direct traffic to your website, SEO increases your visibility
with new prospects — consumers you don’t have an existing relationship
with — who are actively looking for your products or services.

SEO, along with the true story:

SEO is also a critical marketing tool for small businesses trying to connect
with local consumers. When conducting online research, consumers use
local search terms to find everything from seafood restaurants in their area,
to nearby gyms, to child care providers that are close to where they work.
In fact, 46 percent of all searches on Google are local.
These local searches are powerful because they make it much more likely
that the user will take another step toward doing business with you. Take a
look at these statistics to get a better idea of how important local SEO is:
•

86 percent of consumers search for the location of local businesses
on Google Maps.

•

76 percent of local searches lead to a phone call looking for more
information.

•

Nearly 60 percent of all online searches are now performed on mobile
devices. And 50 percent of those who conducted a local search on
their smartphone visited a store within one day.

•

18 percent of local mobile searches lead to a sale within 24 hours.

Setting up an SEO strategy to increase your business’s online visibility gives
you a better chance of attracting the people searching for the products and
services you offer and turning those searchers into customers.

Here are the biggest myths about

1. Google is the only player
in the game.
Google might be dominant, but it’s
very much worth it to optimize for
other search engines, too. Because these
search engines aren’t used as widely as
Google, they can make it easier for you
to gain new customers, website traffic
and better rankings.

2. All that matters is your
site content.
While content is really important,
other factors, such as site design,
online business listings and links,
also contribute to SEO success.

3. Paid search helps organic
search ranking.
Your organic search ranking is very
separate from your paid efforts, so don’t
be fooled into thinking pouring cash into
a paid campaign will help your organic
results. Paid search is a way of getting
clicks, but in the long run, focusing on
your organic listings will yield more
sustainable results.

4. SEO is free.
While it may not cost you any money to
optimize your site, it does take time and
effort to pull off successfully.
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Looking beyond Google
While there are several online search engines, Google dominates the market. There’s a reason people say
“I’m going to Google it” rather than “I’m going to search the web for it.”
In September 2018, Google claimed more than 86 percent of all searches performed in the U.S. That leaves the
other major players, Yahoo and Bing, with 7.1 percent and 5.6 market share, respectively. This doesn’t mean you
should ignore Yahoo and Bing, however. Here’s a look at some of the strengths of each major search engine:

Google processes 3.5 billion
searches each day. That’s more
than 2 trillion searches per year,
more than 100 billion per month
and 2.3 million per second.

Yahoo Search reaches 117 million
unique searchers each month,
which is still incredibly high.
Yahoo is more common among
older users.

Google also owns many other
popular web properties, including
YouTube, Gmail and the Chrome
web browser.

Yahoo offers many of the same
types of advertising formats as
Google.

On average, Google has 89
percent market share of the U.S.
mobile organic search market.

Yahoo’s email service remains
popular and can also be utilized
for marketing.

More than half of all the searches
on Google are performed on
mobile devices.

Because of the lower volume of
users, advertising on Yahoo can
be less expensive than on Google.

Bing is owned by Microsoft, and
its Bing Ads service places ads
across three search engines:
Bing, Yahoo and AOL.
Ads on Bing reach 63 million
searches each month that aren’t
reached with Google Ads.
Roughly 40 percent of the Bing
audience is between 35 and 54
years old, a group that generally
has plenty of spending power.
Ads on Bing cost only 20 to 35
percent of equivalent ads on
Google.
If you run a campaign using
Google Ads, you can import
that campaign into Bing.

Looking for a partner?
Need expert advice or professional insights? Looking for the marketing solutions,
business tools or services you need to succeed? Talk with a Deluxe Small Business
Adviser today. Call 866.240.8691.
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Improve your organic search
ranking with SEO
Now it’s time to put SEO to work for your business website.

Do your keyword research
The first thing you need to do is make your website relevant for specific keywords and phrases, ideally those
that potential customers will use to find your business. For example, if you run a food truck that sells tacos in
Naperville, Illinois, you might consider using keywords like “best tacos in Naperville” in your website content.
Or, if you run an auto shop in Boise, Idaho, and specialize in timely oil changes, you may consider “quick oil
change in Boise.”
There are a number of online tools available to help you identify the best keywords for your business. Keep in
mind, however, that even the best SEO efforts will not guarantee that your business appears on the first page
of search results, let alone at the top of page one. However, making SEO a regular and important part of your
web strategy gives your website the best chance to do so.

The typical web
searcher uses
roughly three
words in the
average search.
— Moz, Inc.
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Where to put keywords
Page title: The title of each webpage is the most important SEO element on your site. Include keywords
as close to the beginning of the title as possible. Limit the title to 60 characters. The title appears in the
browser tab and is the blue, clickable text in a search result.
Page URL: Including keywords in the URL will help search engines better understand what the page’s
content is about.
Meta-description: The meta-description does not show on your website, but rather appears as the text
underneath the blue, clickable text in a search result. Each page’s meta-description should be relevant to
that page’s content.
Primary headline: The primary headline is the second most important SEO element. Include keywords
within the H1 tag, which is the HTML language that indicates a headline.
Body content: Make sure to include keywords where appropriate, but don’t overdo it. Ensure the content
reads well. Update it frequently to keep it fresh and relevant.
Image names: When placing important images on your webpages, include keywords in the file names as
appropriate.
Image alt tags: Most website platforms allow you to append alternate (alt) text to images. This is the
information that describes the image. Include keywords as appropriate, as these alt tags are picked up
by search engines as well.

Keystone Boxing & Mixed Martial Arts | Bristol Borough, PA

http://keystoneboxingmma.com/

Keystone Boxing & Mixed Martial Arts

Keystone Boxing & Mixed Martial Arts Gym | Bristol Borough, PA
keystoneboxingmma.com/
At Keystone Boxing & MMA Gym, we offer training and courses for kids, teens, and adults
in boxing, muay thai, jiu jitsu and the mixed martial arts.
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The importance of body content
We’ve already mentioned your website’s body content as an area to
include relevant keywords, but since this is the content that web visitors
see most often, it deserves a slightly deeper look.
To enhance your organic search results, the bulk of the content on your
website should address the needs of your potential customers. You want
the content to sound natural, but you also want to pepper it with the words
and phrases you believe potential customers will use when searching for
businesses like yours.
As an example, say you run a flower shop in Dubuque, Iowa. Examples of
keywords and phrases you might consider include “flowers in Dubuque,”
“flower shop in Dubuque” or “best flowers in Dubuque.” You can also tailor
your content seasonally to match specific events throughout the year,
such as “Valentine’s Day roses,” “flowers for Christmas,” or “Memorial Day
flowers.”
These are the types of words and phrases potential customers will use to
search for businesses like yours, so be sure to include them naturally in
your website’s content.

What if I don’t have
a website?
Very few businesses these days can
survive without a website. If you don’t
have one, here are some reasons why
you should get one immediately:
5 reasons you need a website
1.

Potential and existing customers
expect you to have one.

2.

A website allows you to control the
voice of your business.

3.

Maintaining a website is
relatively easy.

4.

A website helps you showcase the
products or services you offer.

5.

Most or all of your competitors
have websites.

5 reasons to optimize your site for
search engines
1.

Potential and existing customers
expect you to have one.

2.

A website allows you to control the
voice of your business.

3.

Maintaining a website is
relatively easy.

4.

A website helps you showcase the
products or services you offer.

5.

Most or all of your competitors
have websites.

4 ways to ensure your website
inspires visitors to take action
1.

Include your contact information
on every page of your website.

2.

Give users contact options: phone
number, email and physical address.

3.

Set up your website to allow for
online orders or price quotes.

4.

Link to your social media pages, so
visitors can easily follow you.

Speed matters: Research finds that
revenue increases by 3.2 percent if you
improve the average loading speed of
your website from 4 to 2 seconds.
— Ecommerce Genome by Compass
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6 SEO best practices
The entire SEO process can be complex, but here are six simple things you can do right now to start building a
solid SEO foundation for your business website.
1. Envision yourself as one of your customers.
Ask yourself what you would search the internet for if you were looking for a business like yours, and then try to
implement those words and phrases into your website content.
2. Learn to use “long-tail” keywords.
As opposed to traditional keywords, “long-tail” keywords are phrases that are three words or longer. These are
helpful for more specific searches and can help your business stand out.
3. Make your site mobile-friendly.
More than half of searches are performed on mobile devices, so be sure your business website is optimized for
smaller screens.
4. Consider adding a blog to your website.
A blog can help you establish yourself as an expert in your field by giving you a platform for sharing industryrelated information and insights. It allows you to continually add fresh content to your site, which will keep
visitors coming back. And, it gives you more opportunities to utilize SEO keywords that can help drive new
traffic to your site.
5. Make sure you have a high-speed website.
Since your website’s speed is determined by how long it takes to load your pages, large images or videos are
likely slowing it down. A pokey website can irk online visitors and negatively affect SEO, so plan to optimize any
large files in a web-friendly format.
6. Create a page for specific products and services you offer.
Keep in mind that the titles of your products or services should be SEO-friendly, or along the lines of what you
think people would type in when searching for your offerings. If you’re selling products, include multiple images
of each product from different angles.
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Boost SEO by putting directory
listings to work
Online directory listings such as those found on Yelp or Angie’s List are
key to boosting SEO. They give your business credibility on the web, and
they can help drive people to your business’s physical location if you have
a storefront or an office. Making sure your business information — name,
address and contact info — is up to date will improve your chances of
showing up in local web searches.

The top places to list
your business
This is by no means an exhaustive
list, but here are 21 popular online
directories to consider using:
1.

acompio

2.

Bing Maps

3.

Brownbook

4.

EZlocal

There are three main reasons why your business needs to be listed in online
directories, all of relatively equal importance:

5.

Facebook

6.

Foursquare

1. Listings boost SEO.
The more listings you post online, the better chance you have of appearing
in web searches.

7.

Google Maps

8.

Google MyBusiness

9.

Hotfrog

2. Listings give your website credibility.
More than half of searches are performed on mobile devices, so be sure your
business website is optimized for smaller screens.

10. infobel

3. Listings make it easier to discover your business.
Potential customers looking for particular goods or services often visit
directory listing sites to help find what they’re looking for.

Why you need directory listings

11.

Instagram

12.

Manta

13.

Mundo Hispanico

14. My Local Services
15.

n49.com / n49.ca

16.

Opendi

17.

Pages24

18.

ShowMeLocal

19.

YaSabe

20. Yalwa
21.

Yelp

See how you show
up online
Deluxe offers businesses a free scan
of more than 40 online directories,
social networks and search sites to
ensure your business and contact
info are listed correctly in each.
GET YOUR FREE REPORT NOW
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How to optimize listings
We mentioned this previously, but the most important thing about optimizing and maintaining your online
directory listings is to keep them consistent. You need to make sure that everything in each listing is exactly
the same across the board.
If your listings aren’t identical, it will confuse search engines. If the name of your business is Gabe’s Tap Room,
then make sure that’s how it’s listed across websites, down to the apostrophe. Even if some customers refer
to your business as Gabe’s Bar, Gabe’s Restaurant or simply Gabe’s, you need to make sure you use the exact,
official name of the business in each listing so it doesn’t confuse search engines.
If you already utilize online listings, go back and make sure your business is listed consistently. And if any
information about your business changes — its name, phone number, address, etc. — go back to each and
every listing to make sure the updates are made. Yes, it can be a tedious and time-consuming task, but the
SEO benefits are well worth it.

“Negative online reviews are just as important as positive ones, maybe even more so.
They help you learn about areas where your business can improve, and a quick and
friendly response shows others that you take customer service seriously.”
— Noah Turner, Senior Manager of SEO, Deluxe Corp.

How to respond to online reviews
Online reviews are great. It means someone has taken the time to give you feedback about your business. That
said, not all reviews you receive will be positive. Responding to any review is a good move, but it’s absolutely
vital that you respond to negative reviews in a timely manner. This will, hopefully, resolve the issue the customer
had, and it shows other customers that you take customer satisfaction seriously.
Here are five things to keep in mind when responding to online reviews:
1. Respond to both positive and negative reviews.
Thank those who give you praise, and commit to
resolving issues quickly for those who might leave
negative reviews.
2. Don’t be defensive. If someone does leave you a
negative review, don’t make the problem worse by
being defensive. This could make it look like you’re
simply dismissing an issue to potential customers.
3. Respond quickly. When you respond quickly to
reviews, you show the person who wrote it that you
really care, and it shows others that you have fast
customer service.

4. Acknowledge negative reviews and apologize.
When a customer gives you a negative review, it’s best
to apologize for the situation, then offer a valid
explanation. You may also consider offering to help
the customer resolve the issue offline.
5. Make your response consistent to your brand voice.
Every form of communication with customers is a
reflection of your business. Be prompt, courteous,
friendly and professional, assuming those are some of
the values you would like your business to exemplify.

Looking for a partner?
Need expert advice or professional insights? Looking for the marketing solutions,
business tools or services you need to succeed? Talk with a Deluxe Small Business
Adviser today. Call 866.240.8691.
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Part 2:
Search engine
marketing (SEM)

Often referred to as paid search, SEM involves pay-for-play
efforts that give your business more visibility on search engines.
It’s similar to SEO in that it’s based on a defined set of keywords
and phrases. The difference is that you pay for higher placement
on search engines like Google, Yahoo or Bing.
To get an idea of what paid search advertising looks like, simply
type “electricians near me” (or something similar) into Google.
At the top of the results page, you’ll likely see three paid listings
— each with the word “ad” beside them — for electricians in your
area. This is the essence of SEM. While your ongoing SEO efforts
give you a better chance of appearing in the first page of search
listings over time, SEM essentially gives you an even better
chance of appearing at or near the top of search results in a
shorter amount of time.

7 reasons your business
needs SEM
Just about any business can benefit from SEM, so we recommend
that every business owner at least give it a try. Here are seven
reasons why:
1. It’s cost-effective.
Businesses can get started with SEM for as little as $5. While you
can (and probably should) spend more, the entry cost is so low that
even a small investment can give you an idea of what SEM can do
for your business.
2. It can deliver strong ROI.
Compared to other forms of advertising, SEM has a track record of
giving businesses favorable return on their investment (ROI).
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“The best thing about paid search advertising is it
reaches consumers who are ready to buy. They’re doing
the web search for a reason, and the goal is to get them
to spend their money with your business.”
— Megan Green, Senior SEO Specialist, Deluxe Corp.

3. It offers flexibility.
With SEM you can change many different variables in an instant, including
when and how often your ad runs, and what the ad actually says. Most other
forms of advertising don’t give you this kind of flexibility.
4. It’s trackable.
One of the best things about any type of online advertising is that you can
easily gauge how many views and clicks your ad receives. With other types
of advertising, such as TV, radio, print or outdoor, there is no way to really tell
how many people see your ad.
5. It helps build your brand.
The more you use SEM, the more you will appear in search results and the
more local consumers will see the name of your business. Furthermore, as you
remain in the consciousness of potential customers, your business will build
credibility as a legitimate player in your industry and local area.
6. It connects you with “ready to buy” customers.
SEM isn’t advertising to a passive audience. The people who will see your
ad are those who have typed in one of your keywords or phrases, so they’re
already actively looking for products or services similar to what you offer. And
in most cases, they’re ready to open their wallets.
7. SEM works.
A cynic might believe that no one clicks on paid search ads, but that’s simply
not the case. Many people actually find the ads relevant to their search and
useful when trying to track down a specific product or service.

What is PPC?
As you begin to dive into SEM, one acronym you’ll come across is “PPC.”
This stands for “pay-per-click,” or advertising campaigns in which you only
pay when an internet user clicks on your ad and is sent to your website.
•

When you set up your campaign, you bid on a set of keywords and
phrases and pay each time your ad is clicked.

•

The amount you pay per click varies on how much you bid on keywords.

•

Common or basic keywords such as “flowers” or “flower shop” are
typically in higher demand, thus higher in price.

•

More refined or specific phrases such as “flower shop in east Little Rock”
are usually in less demand and will cost you less per click.

The amount you bid on keywords isn’t the only factor that determines whether
your ad appears, however. For example, in the case of Google Ads (the
most popular form of PPC advertising), your “quality score” is also taken
into account. Simply put, your quality score is a metric that scores your
clickthrough rate, the quality of your landing page and relevance. Businesses
that have a higher quality score typically get more clicks at lower prices.
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Search is the most
popular type of
digital advertising in
the U.S. In 2017, U.S.
paid search spending
surpassed $40
billion, an 18 percent
increase over the
previous year.
— Forbes
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Should you use PPC?
Again, every business should consider giving SEM (including PPC)
a try, if only because the cost of entry is low. The beauty of PPC
is you can set your maximum budget for an entire campaign. For
example, if you set your budget at $100, you will pay for clicks at a
price determined by the factors previously discussed. Once you’ve
reached enough clicks to hit that $100 limit, the campaign will
automatically end.
Most small business owners are rightly hesitant when it comes to
spending money. But PPC advertising is a good investment that can
deliver huge returns. If you’re paying $1.50 for each click your ad
receives but the majority of those clicks lead to actual sales, you
won’t even notice that PPC fee because you’ll be too busy counting
your profits.
In addition, it’s worth reiterating the flexibility that PPC advertising
offers. You can tinker with different budget sizes and keywords to
find a mix that makes sense for your business.

“The beauty of pay-perclick advertising is you can
start slow, see your results,
and then adjust accordingly.
Business owners should
invest more in campaigns
that are profitable and cut
back on those that are not.”
— Don Phan, Senior SEO
Specialist, Deluxe Corp.

Measuring your success
with SEM
One of the best things about online advertising is the ability to track
the performance of a campaign using data. While the amount of data
collected in SEM campaigns can be overwhelming, here are five things
to monitor that will help you measure the success of your
SEM campaigns:
1. Impressions
This refers to the number of times your ad shows up in searches.
If your ad isn’t showing up very often, it could mean your list of
keywords is too narrow. On the flip side, if your ad shows up quite a
bit, your keywords might be too broad. Let’s take a slightly deeper
look at how each situation might affect your business:
•

•

Too many impressions: Remember, this is a pay-per-click system,
meaning a lot of clicks could dry up your budget quickly. Clicks
are desired, of course, but the most valuable clicks come from
your target audience, or those most likely to do business with you.
Not enough impressions: On the other end, too few impressions
means that not very many people are seeing your ad, so you have
fewer opportunities for potential customers to click through to
your site. The trick, then, is to find a balanced list of keywords
that delivers a solid amount of impressions while also not burning
through your budget too quickly.

2. Ad clicks
Straightforward enough, this is the number of people who saw your
ad and then clicked on it to visit your website. Clicks are what you’re
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looking for, but it’s important to keep in mind that not all clicks are created equal. Many internet users click on
links that had nothing to do with their original search, and then back out. So while clicks are what you want, it
doesn’t mean that every single one is from a potential customer.
3. Clickthrough rate
This measure combines both impressions and ad clicks. As a very basic example, imagine your ad had 10
impressions and three of those people clicked on it. That would give you a clickthrough rate of 30 percent. A
higher clickthrough rate means you did a good job with your keywords and enticed searchers to click on your
ad. A lower rate means you probably need to work on your mix of keywords and make sure your ad is relevant
to your target audience.
4. Conversion rate
Getting searchers to click is nice, but real progress is made once those clicks are converted to specific actions,
such as:
•
•
•
•

Orders: Those who purchase a product or set up a service appointment.
Subscriptions: Sign-ups for email newsletters or other regular content, such as “members only” deals.
Lead forms: Forms that require visitors to submit their contact information, such as a request for a quote.
Phone calls: You can use a phone number dedicated to your website to get a sense of how many clicks lead
to phone calls.

5. Cost
This is often the big one for many small businesses, but cost can be looked at in a variety of ways. You
can calculate your cost-per-click to see how much it costs to get visitors to your site. Or you could look at
cost-per-conversion to see how much you’re paying to get people to take action.
Success looks different from business to business. It all depends on what your goals are going into a
campaign. However, these key metrics can be used in combination to help you determine how your SEM
campaign has performed.

Looking for a partner?
Need expert advice or professional insights? Looking for the marketing solutions,
business tools or services you need to succeed? Talk with a Deluxe Small Business
Adviser today. Call 866.240.8691.
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Part 3:
Stand out with SEO
and SEM

One of the main goals of SEM and SEO is to stand out from your
competitors, which will in turn help you create relationships
with new customers and, of course, drive revenue. That said,
how you go about using search marketing to make your business
stand out could vary based on the type of business you run. To
show you what’s possible, let’s take a look at three examples.

1) Retail businesses
Retail has always been a competitive business, and the
competition is even tougher in this era of e-commerce and
online shopping. Here are some ways retail businesses can stand
out using SEO and SEM:
Create a blog.
This tip applies to just about any type of business, but starting
and maintaining a blog is a great way to produce a steady
stream of original content. This keeps visitors coming back,
and also allows you to strategically use keywords and phrases
throughout your content.

“There is a lot of upside to maintaining a blog
on your business website. For SEO, it gives
you a chance to regularly try new keywords
and phrases that might help drive web traffic.
Beyond that, it also helps business owners
keep up with current trends in their industry
and in tune with their customers.”
— Abel Johnson, Senior SEO Specialist, Deluxe Corp.
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Part 3: Stand out with SEO and SEM
Embrace seasonal trends.
In retail, consumers are often looking for items that have some sort of seasonal tie-in: springtime fashions,
Mother’s Day gifts, Halloween attire and so on. Consider updating your website regularly to play off of these
seasons, and also consider using seasonal SEM keywords.
Front-load your SEM investment.
If you’re just starting a retail business or are completely new to SEM, it can be hard to stand out among existing
players. Consider a significant investment at the beginning of your SEM efforts to help build web traffic and a
following among shoppers. Once your business becomes established, you can begin to taper off your spending.

2) Restaurants
If you think retail is competitive, there are many restaurant owners that will quickly say, “You don’t know the half
of it!” Here are some SEO and SEM tactics that restaurant owners can use to stand out in their communities:
Secret SEO weapon: Images.
Most restaurants post images of their dishes to entice potential customers, but they can also be a great asset
for SEO and SEM. Give each image you post a relevant alt tag such as “farm to table breakfast” or “South Bend
pizza delivery” to boost your ranking when people search for images.
Try mobile-specific SEM. Many diners are already out and about when deciding where to eat, and using SEM
on mobile devices is a good way to attract them. Just be sure that your website is optimized to be viewed on
mobile devices.

3) Contractors and construction businesses
Construction and contracting has traditionally been a word-of-mouth game; do good work, and people will start
hearing about you. That’s still largely the case, but SEO and SEM can take that word-of-mouth to the next level.
Get specific with keywords. Keywords such as “contracting,” “landscaping” or “roofing” are far too common,
so make sure you use others that will help differentiate your business more effectively. Keywords such as
“landscaping service in Sioux Falls” or “custom garage construction” are far more unique and will help your
business stand out more.
Ask customers to submit reviews. Online reviews are an important part of how people search for businesses to
work with, and customers want to work with contractors who have a strong reputation. That said, don’t only ask
for reviews when you think they’ll be positive. To maintain your credibility and get a true representation of your
customers’ experiences, ask every single customer for a review.
Display your work using photos. Photographic evidence is one of the best ways to show potential customers
the work your business is capable of. And, as we discussed in the above section on restaurants, photos give you
an opportunity to use relevant alt tags to help improve your business’s ranking in image searches.

Looking for a partner?

Tweets with images are retweeted 150%
Need expert advice or professional insights? Looking for the marketing solutions,
more
often than tweets without images.

business tools or services you need to succeed? Talk with a Deluxe Small Business
—Adviser
Buffer today. Call 866.240.8691.
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Improve your online visibility today

Improve your online visibility today
Ensuring that your site is fully optimized for both paid and organic search is a critical piece of the online
marketing puzzle. Without it, you could be missing out on potential customers.

To get started with SEO and SEM, follow this checklist:
Set your goals. Possibilities include increased sales or revenue, higher in-store foot traffic, more web
visitors, or a combination of all of the above.
Define what a “conversion” is to you. It might be an actual sale or it might be an inquiry generated on your
website. Defining what a conversion is will help you determine if your campaign was a success later.
Decide which metrics are important to you. It could be any (or all) of the ones we previously discussed:
impressions, clicks, clickthrough rate, conversion rate or cost.
Optimize your online listings. One way to connect with people searching for local businesses is by claiming
your listings on sites like Yelp and Google, and filling out all of your profiles on social networks.
Choose your keywords. Select a group of keywords you feel are relevant and will drive business.
Be flexible. Don’t be afraid to edit your keywords as needed. Finding the right set of words and phrases to
use often takes some trial and error.
Determine your budget. If you’re a new business or new to SEM, it might make sense to invest more
initially to help build a solid foundation.
Build your ads. In addition to your set of keywords, make the rest of your ad as enticing as possible.
Set up a schedule. Decide the best days and times to run your paid search ads. This is another step that
may need some trial and error before finding what works best for your business.
Optimize your website. The goal of SEM is to generate clicks, so make sure the page that searchers are
clicking to includes all of the relevant information they need.
Analyze results and keep optimizing. As results begin to roll in, tweak your campaign to make it as
efficient and effective as possible.

Although it is possible to handle your business’ SEM campaigns on your own, identifying the keywords that
produce the best results can take time. To ensure that your SEM and SEO efforts are as effective as possible, it
may make sense for you to hire a search marketing professional. Deluxe can develop an SEO plan and manage
your ad campaigns, if you find that you need help.
Whether you handle your search marketing yourself or get assistance, once your strategy is in place and
integrated into your larger digital marketing plan, you will be able to start turning online searchers into customers.

Looking for a partner?

Tweets with images are retweeted 150%
Need expert advice or professional insights? Looking for the marketing solutions,
more
often than tweets without images.

business tools or services you need to succeed? Talk with a Deluxe Small Business
—Adviser
Buffer today. Call 866.240.8691.
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Case Study:

Miguel’s Riverside Barber Shop
Businesses in every industry can benefit from search engine optimization and marketing. To illustrate
the power of search, let’s take a look at how changing online practices paid off for Miguel Velez III,
owner of Miguel’s Riverside Barber Shop in Bristol Borough, Pennsylvania.

It’s never too early or late to style your online presence
Velez had owned his barber shop for more than 10 years, but recognized the opportunity to rebrand
his business. To generate more traffic and communicate with customers, the Deluxe team provided him
with a new logo designed to capture attention, along with a website that was optimized for mobile and
booking appointments. He soon had both:

Now Velez was ready to capitalize on local searches and keywords. The Deluxe team helped him
implement the SEO and search marketing tips in this guide.
The first order of business was listing out the barber shop’s services on the new website, so that
Miguel’s could be found when users searched for terms like “beard trim.” Including images of these
services also allowed him to utilize alt tags — another spot to add search engine-attracting words
and phrases.
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Elsewhere on the website, Velez and the Deluxe team added words and phrases that potential
customers would search for. With phrases such as “Great cuts and good conversation,” Velez was
poised to see a boost in his organic search for customers who want more than just a haircut, making
him stand out from the competition.

Online directories demand
attention — for good reason
Once the optimized website was created, directory
listings became the focus for the Deluxe team and
Velez. It wasn’t a simple wash and dry, though. It
took a lot of scrubbing to standardize the barber
shop’s listings across the internet.
The Deluxe team claimed and optimized Miguel’s
listing on Google My Business, Yelp and social
media by adding helpful information about the
shop on each directory. Some additions worth
highlighting:
•

Location and hours

•

Website URL

•

Photos of the interior and staff (which more
than doubled clickthrough rates)

•

The ability for Miguel’s team to respond
to reviews

•

A business page for the barber shop, separate
from Velez’s personalFacebook page

These changes help communicate to search
engines where the barber shop is located, what
it specializes in, when it’s open and so on.
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Make sure your search is successful
The work to get found online paid off: Out of 3,000 searches a month, sixty percent of new visitors
discover Miguel’s Barber Shop by doing a local barber search. And over 2,000 searchers view the
barber shop on maps. Since the SEO and search marketing overhaul, Velez has been busy with 250
searches leading to phone calls, requests for directions and more. He even had to hire two new barbers
to handle the workload!

Good search marketing is like a good haircut
It takes time but is worth every penny. From keyword research to directory listings, the state of your
search is up to you. Take advantage of the information that’s out there to help you, and watch your
business grow — in person and online.

Looking for a partner?
Need expert advice or professional insights? Looking for the marketing solutions,
business tools or services you need to succeed? Talk with a Deluxe Small Business
Adviser today. Call 866.240.8691.
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