
MARKETING INTELLIGENCE
ASSESSMENT:

DISCOVER W HAT YOU KNOW —
W HAT YOU DON’T—

AND W E’LL HELP YOU FIGURE OUT
W HAT TO DO ABOUT IT



Tim e fora
M arketing Intelligence Re-
view...
This docum entwillserve two purposesforyou.

First,you can fillitoutto geta solid idea ofwhatyou know and whatyou don’tknow—
whatyou should be tracking and analyzing,and waysto use thatinform ation.

Secondly,you can share yourresultswith usduring a free consultation and we’lldis-
cuss with you waysto im prove yourm arketing intelligence and integrate itwith SEO
and otherm arketing system s.

Ifyou’d like to review youranswerswith usduring a consultation,printoutand fillin the
following Assessm entand faxbackto usat310.736.2441.

Ifyou have notalreadyscheduled an appointm entwith us,be sure to m ention your
availabilityforthe nextweekwithin yourfax.

Do you know where yourprofitis?
In

PartO ne.D eveloping
YourO nline M arketing
B enchm arks
Let’s look ateach item you’ve
tracked forthe past12 m onthsor
longer:

o  Num berofunique visitorsto your
website

o  Am ountoftim e average visitor
rem ained on yourwebsite  

o  Num berofunique visitorsthat
converted into a lead 
o  Num berofunique visitorsthat

converted into a sale
o  Revenue earned perwebsite
sale 
o  Revenue earned perunique
visitor
o  Costperacquisition generated
byonline m arketing efforts
o  Grossrevenue generated by
online m arketing efforts
o  Num berofTop 10 search listings
o  Num berofTop 30 search listings
o  Revenue generated byeach
keyword query



Now thatwe have looked atdeveloping benchm arksagainstwhich we can com pare
yourfuture m arketing initiatives,we need to review youroverallonline m arketing ap-
proach to see how SEO and ourotherofferingsfactorin.

Now let’s look ateach item you’ve
recently begun to track,orplan to
track:

o  Num berofunique visitorsto your
website

o  Am ountoftim e average visitor
rem ained on yourwebsite  

o  Num berofunique visitorsthat
converted into a lead 
o  Num berofunique visitorsthat
converted into a sale

o  Revenue earned perwebsite
sale
 
 
 
o  Revenue earned perunique
visitor
o  Costperacquisition generated
byonline m arketing efforts
o  Grossrevenue generated by
online m arketing efforts
o  Num berofTop 10 search listings

PartTw o.R eview Your
O nline M arketing Ap-
proach
Telluswhich ofthe following online
m arketing strategiesyou are cur-
rentlyem ploying (orhave em ployed
in the past6 m onths):

o  PayPerClick(PPC)
o  BannerAdvertising  

o  Search Engine Optim ization/
Subm ission 

o  PressReleasesOnline
o  SocialNetworking or
Bookm arking
o  LocalSearch 
 
o  RetailSearch Engines

o  eBayorAm azon Storefronts
o  Offering Affiliate orReseller
Item s
o  Im plem enting Affiliate orReseller
Program s

o  Podcasting orLive Telesem inars



Notonly can we help you im plem entm anyofthe above m arketing strategies,butm ore
im portantly,we wantto ensure thatanySEO orotherm arketing initiativeswe launch
foryou workhand-in-hand with yourotherm arketing effortsto ensure a profitable syn-
ergy.

Okay.Now we have a holisticoverview ofyourcurrentand planned m arketing efforts,
along with an idea ofyourcurrentbenchm arksfortracking and analyzing perform ance
ofany new m arketing initiativeswe launch foryou.

On the following pages,we willlookatyourwebsite specificallyto gauge yourcurrent
SEO effortsand yourcurrentidentified needs.

W hich ofthe following online m ar-
keting strategieswould you like to
considerem ploying now orin the
nearfuture?

o  PayPerClick(PPC)
o  BannerAdvertising  

o  Search Engine Optim ization/
Subm ission 
o  PressReleasesOnline
o  SocialNetworking or

Bookm arking
o  LocalSearch
 
 
 
 
o  RetailSearch Engines

o  eBayorAm azon Storefronts
o  Offering Affiliate orReseller
Item s

PartThree.D escribe
Your C opyw riting
N eeds.
W hattypesofcopyassistance do
you expectto have now,orwithin
the nextsixm onths?

o  W ebsite Copy
o  DirectResponse  

o  Em ails/Newsletters 
o  Blogs/SocialProfiles(M ySpace

Page)
o  Advertising Copy 
o  PressReleases
o  Collateral(Brochures,Case
Studies,etc.)

o  RetailProductDescriptions
o  eBooks



Now let’s take
YourW ebsite’s Traffic Tem perature
Yourwebsite isthe keystone ofyouronline m arketing efforts.Ifsom e aspectofyour
website isn’tperform ing,orifyourtargeted audience can’tfind it,allyouronline efforts
willsuffer.

This nextsection willtake a quicksnapshotofyourwebsite’s currenttem perature,i.e.
how HO T orCOLD itisin relation to three elem entsofperform ance:

A.O n Page Optim ization
B.Sales/Lead Conversion
C.Stickiness& Interactivity

W ith thisinform ation,we’llbe able to fine-tune notonlyyourwebsite’straffic,butits
ability to convertthattrafficinto m eaningfulrevenues.

On Page Optim isation
Youron page optim ization are those elem entsthatare included in yoursource code
and yourviewable textto encourage search enginesto visit,index,and highlyrank
yourweb pages.W e wantto getan idea ofhow wellyourwebsite iscurrentlyopti-
m ized.Ifyou don’thave a website,orare com pletelyre-designing it,then sim ply m ake
note ofithere and skip to the Sales/Lead Conversion section.

Checkoffallthe optim ization ele-
m entsortasksyou currentlyim ple-
m enton yourwebsite:

o  Keyword Optim ized Content
o  Unique,Keyword Targeted Title
foreach page  

o  Keyword Optim ized M eta Tags&
AltTags 
o  Optim ized and Tagged Blog
Posts(for ranking on blog
search siteslike Technorati)

o  Proactive,ConsistentLinking
Strategy
o  LinkM onitoring (do you know
who islinking to you,and to what
page?) 
o  RSS Feeds(Internaland
External)
o  HTM L versionsofallPDF and
PrintCollateral

o  ConsistentlyNew,Updated
Content



SalesorLead Conversion Analysis
Do you trackyoursalesand leads,where theycom e from ,whattheyresponded to,
and how m uch they’re worth? How often do you splittestyourvariousm arketing and
conversion elem ents—such ascopy,headlines,placem ent,colors,offers,and pricing?

Getting trafficto yourwebsite willonlybenefityourcom panyifyou can optim allycon-
vertthattrafficinto revenue.W e can help you increase yourcurrentconversion ratios
by atleast37% .M anyclientssee an increase of75% orm ore.

Let’s look athow wellyou’re currently testing and tracking yourm arketing and conver-
sion elem entsso thatwe can laterdiscusswaysto increase yourconversion rates.

PartO ne.Testing.
Identifywhich elem entsyou cur-
rentlyteston yoursalespage,lead
acquisition page,orotherm arket-
ing/conversion pages:

o  Headline
o  FontorBackground Colors/
Typeface  

o  TextVariations 
o  Offer

o  Guarantee orDiscountOffer
o  Subscription Form & Button Type

o  Sub Headers 
o  Photos
o  Pricing

o  Layout
o  Callto Action
o  Freebies,Giveaways,
Downloads

PartTw o.Tracking.
Identifywhich elem entsyou cur-
rentlytrackforeach visitor:

o  ReferrerURL (where visitor
cam e from )
o  EntryPage  

o  ExitPage 
o  Length ofTim e On-Site
o  OfferResponded To (ifvisitor
takesan action on yoursite,do
you know which offerhe

responded to?) 
 
o  SpecificOfferIteration (ifyou
provide the sam e offerorcall
to action in m ore than one place
on yourwebsite,do you know
which iteration resulted in the
action?)

o  VisitorFeedback(do you provide
a feedbackm echanism ?) 
o  ReferralSystem s(do you
provide and trackreferral
m echanism s?)



Stickinessand Interactivity
A site’s stickinessisdeterm ined byhow often visitorsreturn to yoursite and how long
they rem ain there.Stickinessisim portantforseveralreasons.Firstofall,the m ore ex-
posure yourvisitorshave to yourcom panyand itsofferings,the m ore likelytheyare to
purchase from you.

Secondly,ifyou choose to selladvertising on yourwebsite,oryou choose to partner
with anothercom panyto offertheirproductsorservicesto yoursite visitors,the length
oftim e yourvisitorsrem ain on yoursite,and how often theyreturn,willfactorlargelyin
yournegotiations.

In advertising,stickinessisoften referred to as “Depth ofEngagem ent.”

Interactivityis also im portant—to build a trustand rapportbetween yourcom panyand
its visitors.Thisencouragesrepeatsales,loyalcustom ers,and positive word ofm outh.

Let’s look athow yourwebsite currentlyapproachesstickinessand interactivityand
then we’lllook athow you’d like to turn up yoursite’s tem perature in thisarea.

And last,butnotleast,yourgoals...

Checkoffeverydynam icorinterac-
tive elem entyourwebsite cur-
rentlyhasin place:

o  Blog Update
Frequency:________
o  Com m unityForum s Popular?
YES/NO  

o  New Content Frequency:
________  

o  User-Generated Content
o  Podcasts,Vcasts,OtherM edia
o  SocialNetworking/Bookm arking
Checkoffeverydynam icor
interactive elem entyou’d LIKE your
website to have:

o  Blog
o  Com m unityForum s  



Let’s See
W here You W antto Go...
W e’re justaboutfinished.Allwe need now isan idea ofyouroverallobjectives.Later,
we’lluse these to develop projectm ilestonesand overallefficiencyanalysis.

Excellent.You’re alldone.Thank you fortaking the tim e to filloutthisassessm ent.

Please callAustralian Online SEO

Andrew Clacy0400 607 207

Orvisitourwebsite’s contactusform .

http://w w w.australianonlineseo.com /contact-form .htm l

Fillin yourball-parkgoalforeach of
the following areas(we can refine
these later):

o  # Unique Visitors/M onth _______
o  % Increase in OverallTraffic
_______  

o  % Increase in Conversions
_______  

 
 
 
o  # Top 10 Rankings
_______

http://www.australianonlineseo.com/contact-form.html

