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THIS REFERS TO THE
BEHAVIOR OF USERS THAT
CLICK ON A RESULT, THEN
BACK AND
FORTH BETWEEN THE
SEARCH RESULTS AND
DIFFERENT WEBSITES,
SEARCHING FOR
SATISFACTION.
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GIVES GOOGLE

SATISFACTION






CREATE HIGHLY

SO THAT USERS DON’T
RETURN TO SEARCH
RESULTS TO PICK
ANOTHER URL.



BUILD SITES THAT MEET

EXPECTATION OF
HIGH QUALITY.






TIPS TO IMPROVE
VISITOR SATISFACTION







[ [ www.google.com/insights/consumersurveys/publishers

e HTMLS ... How to setup local s.. [ Celer grading and fi.. [ + bitm... [ Test with GTmetrix

nl GOOS]E consumer surveys = Create your first survey = Sign out

For Market Research For Website Owners

Help us improve this webaito B X

How satisfied are you with the overall
quality of this website?

Measure site
satisfaction in real _
time, for free. —— r——

Website satisfaction, automatically analyzed through
a simple but powerful interface.

Add feedback surveys to your site [EEEEENEYELIVE

Hear from your customers Set up in minutes Free to use, affordable to customize
A free satisfaction survey is placed directly on  To use our simple satisfaction survey, just We provide a monthly satisfaction tracker for
your website so you can get feedback right copy and paste the code snippet into the page  free, and you can customize questions for just
when it's top of mind. where you want to survey your users. 1¢ per response.

WWW.GOOGLE.COM/INSIGHTS/CONSUMERSURVEYS/PUBLISHERS




* Get feedback
directly based from
the questions you
get from your online
help. This reflects
what is lacking on
your site.



REMOVING BARRIERS




* If you have pop-ups
or must-view pages
before users can
get to the
information they
need, it affects your
“user satisfaction.”






€« »§ [ www.webpagetest.org 0

Login | Register | Login with Google

¢ WEBPAGETEST -monitor Yor 30 Days

web application and performance monitoring

HOME TEST HISTORY FORUMS DOCUMENTATION ABOUT

: 1
Test a website's performance
6 matcaven | v conpro
START TEST
Enter a Website URL

Test Location Dulles, VA LSA(IE 6-10,Chrome, Firefox) Select from Map

Browser

Advanced Settings W&

1 run, Gable connection, results are public
Run a free website speed test from multiple locations around the globe using real browsers (IE and Chrome) and at real L\;:)
consumer connection speeds. You can run simple tests or perform advanced testing including multi-step transactions, video
capture, content blocking and much maore. Your results will provide rich diagnaostic information including resource loading waterfall
charts, Page Speed aptimization checks and suggestions for improvements.




* If you have a lot of
content, explore
improved SQL and
cloud support.

 Watch out for “bad
neighborhood effect” -
your site slows down as
a “bad neighbor”
consumes more
resource.







* Have live help desk
to answer questions.

* Improve site look and
feel to see if it
Increases conversion.

e Surprise users with
great offers.



LINKING OUT



* Provide links to
other sources that
can provide
additional
information.



STOP THINKING ABOUT
OPTIMIZING YOUR PAGE
AND THINK ABOUT
OPTIMIZING THE
SEARCH EXPERIENCE
INSTEAD.

1] hohn



REFERENCES:

 http://moz.com/blog/seo-satisfaction

 http://www.searchenginejournal.com/infographic-googles-200-ranking-factors/

64316/

 http://moz.com/google-algorithm-change

 http://visual.ly/google-penguin-20-algorithm-update-may-2013-infographic

 https://www.google.com/webmasters/tools/disavow-links-main?pli=1

 http://www.google.com/insidesearch/howsearchworks/thestory/

* http://static.googleusercontent.com/external_content/untrusted_dicp/
www.google.com/en/us/insidesearch/howsearchworks/assets/
searchqualityevaluatorguidelines.pdf
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PILLARS OF INFLUENCE

nesuvnance

I
Foundation for Influence




PILLARS OF PERSUASIVE MARKETING

* Reciprocation”

« Commitment”

« Social Proofing (credibility)”
* Likeable content”

* Authority”

e Scarcity”




KLOUT’s Influence Matrix with notes
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CONTENT

* Keyword research”
* Keyword structure”
* Content optimization

”

* User experience”
* Site design”
* Regularly updated”
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INBOUND LINKS

Guest blogging or writing”

Press release distribution”

Repackaging existing content (versions)”
Links from offline / online activities”
Quality directory listing”




SOCIAL MEDIA

* |Interact in social media channels”

Build your brand”

Make content easy to share”

Which platform is most effective for you?”

Googlet+”
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SOCIAL MEDIA MAINTENANCE
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Thoroughly
Fill Out Your

Social Media
Profiles.



SEARCH FOR LIKE-MINDED PEOPLE TO
CONNECT WITH




START CONVERSING AND BUILD
RELATIONSHIPS




Strategize




Creative
Stellar
Content



Share via your
Social
Networking
Accounts




Curate Content from
Well-Respected
Blogs in your Niche



Schedule



Choose How often
you'll post to each
Social Network (and
when)












