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Do you have a clearly defined digital strategy that
Is aligned in your organization?

* Yes
* NO
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Why s a Digital Strategy So Important?

B2B buyers conduct
online research in the

buying process.

- Forrester

7/24/20
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Why s a Digital Strategy So Important?

B2C shoppers conduct
online research before they

make a purchase.

- Adweek

7/24/20



N
%’ Chief Outsiders

Why s a Digital Strategy So Important?

Buyer’s journey is now

done digitally

- Sirius Decisions

7/24/20
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Why s a Digital Strategy So Important?

€ Purchase decision is
complete before a

customer even calls a

supplier or company

representative

7/24/20 - Gartner Research
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Digital Experiences Are Key Along The Buyer’s Journey
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Benefits of a Digital Strategy

Competitive
Audit

Improved Enhanced
Marketing Customer
Efficiency Experience

Incremental Lower Customer Company
Leads or Sales Acquisition Cost l Digital Scorecard

Tighter

Messaging

Faster Incremental Higher Sales
Scale Revenue Multiple at Exit
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Disadvantage of No Digital Strategy

* The world is rapidly moving to digital (expedited by COVID-
19)

* Your competitors are there

* You'll risk falling behind

7/24/20
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ey el €ree Competitors Website the Brand

hat Strategic Questions Do You Want Answered?

* Where are their website visitors coming from?

7/24/20

How is their unique value proposition and messaging hierarchy differ?
What is their approach to content? Is it effective?

Do we have any gaps in our customer experience?

What is the effectiveness of Search Engine Optimization (SEO)?

Does Social Media impact sales?

Where can we improve advertising efficiency?

Where are the opportunities to shorten the sales cycle?

What are benchmarks for ongoing optimization?

Social Media

Deep Dive

Advertising
Strategy
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Plot Your End Goals

Leading Competitors Industry Influencers Aspirational Brands
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plastic injection molding companies X Q

Aspirational Brands

QA Q Maps B News < shopping [ Images i More Settings  Tools

About 23,300,000 results (0.61 seconds)
Ad - www.advanceplastics.com/ v

Plastic Injection Molding Companies - USA Plastic Injection...

Plastic Injection Molding for all industries, order 1 or 1,000 parts. AS9100 CERTIFIED for high

quality parts and tooling. Get a quote online. 30 Day turnaround. Shorter lead times. Flexible

production. On-demand orders. Custom made orders.

Mold Design And Building - Machines Information - Recent Technologies

Ad - www.icomold.com/ ~ (419) 867-3900

Instant Injection Mold Quote - Get A Quote In 30 Seconds

Simply upload the 3D CAD model of your part & specify quantity, material & other options.
Instant Quotes For Custom Plastic Injection Molding. Low Cost, Fast Turnaround.

Plastic Injection Molding - Instant Quote for Plastic - CNC Plastic Prototypes |"¢“""Y Influencers
Ad - www.protolabs.com/ ~
Plastic Injection Molding - Quotes in Hours, Parts in Days
Leading plastic injection molding source for prototypes and low-volume production parts.
Ad - www. ic/injecti Id v (800) 523-8792
Plastic Injection Molding - Mold Design & Building Experts
Quality Custom Plastic Injection Molding Solutions. Request A Quote Today! Free Quotes.
Qe G i pLustin Limestone
JB Plastics |nc9 Canyon
Regional Park
Fountain NCRTHWOOD Modjeska
Valley SOUTH COAST, (5} Canyon
METRO
JGPIas!icsGroupLLco Irvine FOOTHILL/RANCH
. R AN Computerized T Tebato
Jé‘é:‘gﬁo" Costa Mesa ) AT Plastic Molding o
SPECTRUM
TURTLE ROCK center - Lake Forest VT A
Leading Competitors

Rating ~  Hours ~

J G Plastics Group LLC

4.8 % & & kK (4) - Plastic fabrication company () L3
Costa Mesa, CA

(714) 751-4266

© Their website mentions injection molding companies

WEBSITE DIRECTIONS

JB Plastics Inc

4.0 %k % % (4) - Plastic fabrication company © Q
Santa Ana, CA

Closed - Opens 9AM Wed - (714) 541-8500

® Their website mentions injection molding services

WEBSITE DIRECTIONS

Computerized Plastic Molding
No reviews - Plastic fabrication company 0
Ivine, CA DIRECTIONS

7/2 4/20 (949) 768-7600

More places
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Identify Dissect Their Experience Conduct SEO Social Media Advertising
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Competitors Website the Brand Audit Deep Dive Strategy

Insights

* Amount of traffic

* Sources of traffic

e Referral partners

* Ability to retain visitors
e Strength of their brand

7/24/20
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Plot Your End Goals : : !
Competitors Website the Brand Audit Deep Dive Strategy

Actions to Take

* Media investment

* Social media strategy

* Modifications to web sites

* Change in content

* Add tools (chat, calculators)
* Change site UX

s * Hire SEO agency
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Impacts

7/24/20

_ower media cost

_Lower customer acquisition costs
ncreased leads

Shorter sales cycles

Reallocate personnel for savings




Identify Dissect Their Experience Conduct SEO Social Media Advertising
Plot Your End Goals . : !
Competitors Website the Brand Audit Deep Dive Strategy

Insights
BRS¢+ Yot Firm Unique? * How are the services/products
e presented?
* What makes their product/service
unique?
* What type of language is used to
communicate?

7/24/20
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Actions to Take
B Uniaue * Position products/services in the
e “white space”

* Develop claims or reasons-to-
believe to counteract

7/24/20
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Dissect Their Experience Conduct SEO
Website the Brand Audit

Social Media

Deep Dive

Advertising
Strategy

What Makes Your Firm Uniqu

7/24/20

Impacts
* Brand Unity

* Increase in SQLs



|dentify Dissect Their Experience Conduct SEO Social Media Advertising
Plot Your End Goals . . !
Competitors Website the Brand Audit Deep Dive Strategy

Insights

* Industry focus

* How do they solve pain points
* Lead generation content

e Cadence

e Use of videos

 Calls to action

7/24/20
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Actions to Take
* Fill in gaps in messaging
| T * Improve underperforming content

'ITGY‘ * Tweak blog strategy

* Help consumers connect the dots

E

7/24/20
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7/24/20

Customer Experience

Things to Do

* Sign up to their email list

* Read their blog

* Test the purchase experience
* Sign up for Google Alerts
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Insights

D ¢ * Type of content to transform leads into
TGXA customers
' scomar Exselionce * Topics that resonant
* Quality of the product and packaging
* Customer service experience

* Monitor industry changes

7/24/20
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Actions to Take

* Tweak, revamp or rebuild all facets of
customer experience
* Features
* Content
* Delivery system

Customer Experience

7/24/20
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Impacts

* More informed roadmap

* Better reviews

* Higher repeat purchase rates

Customer Experience

7/24/20
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Why Is SEO Important: People Trust Google

“Based on information I've found on Google, | have made important...”

Financial decisions Medical decisions

Never Never

10% 12% 1% 9%
\ery frequently \ery frequently

19%

Rarely sz%ly
- . re!
Legal decisions 37%
. Often
ever
7%
3(9)::\ 13% \ery frequently
21% 20% ‘
Sometimes sometmes
32%
24% Often
Rarely

23%
7/24/20  soyrce: 2020-goog Sometimes
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Why Is SEO Important: Top Position Wins

GOOGLE ORGANIC CTR BREAKDOWN BY POSITION

POSITION

0.0 0.1 0.2 0.3

7/24/20
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Why Is SEO Important: Top Position Wins

B Fi et [ Secons Resun [ e Resin | Remainder

Aitnes 8% % 4
Broadcast Media 64% 9% A I
Financafinsurance 64% 12% DA
Onine Games 2% 8% BV
A LY ) 16%

Apparel & Beauty 28%
Cellular/Paging 2‘%
Government & NGO W n%

Mass Merchandiser

Corporate Information , ]zl/l Bl/'

Hardware

7/24/20 it ™ %
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Components of Google’s Ranking Algorithm

12% - 15% Infrastructure

o o . * Mobile first (not friendly)
10% - 13% Off-Site (local) ® » Security & Accessability (HTTPS, redirects, AMP,

‘ + Real business information (Google My Business) robots.txt file, xml sitemap)

+ Citation Lisitings (NAP consstency, citation volume) + Page Loading time (size, hosting server
location)
« Domain Reference (domain age & name,

® 7% - 10% On-Site (technical)

+ Keywords usage (relevance, demand & density)

+ Reviews (quantity, velocity, diversity)

2% - 5% Off-Site (social) @

+ Social Metrics (shares, tweets, pins, likes, comments)

+ Meta tags (title, description, canonical, alt, social, header)

+ Schema markups
o g e * URLs (structure & naming conventions)

« internal links (anchortext & quantity)

18% - 21% Off-Site (links) @
+ Domain-level features (quantity & quality of root domain

Ranking Signals

links, total vs. root domain links ratio)

18% - 21% On-Site (content)

« Page-level features (anchor text distribution, link location )
+ Keywords usage (topical relevance & demand)

on page, quantity of links to page & quality of link source) + Content composition (relevance, format, type, structure,

length, readability, uniqueness, load speed)

® 20% - 23% Engagement

+ Rank Brain (click-through rate (CTR), bounce rate, dwell time)
7/24/20 + Usage Signals (traffic, clickstream, goal completion)



Plot Your End Goals Identify

Competitors

Dissect Their
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Social Media

Deep Dive

Components of Google’s Ranking Algorithm

10% - 13% Off-Site (local) ®

+ Real business information (Google My Business)
« Citation Lisitings (NAP consstency, citation volume)

—)

+ Reviews (quantity, velocity, diversity)

2% - 5% Off-Site (social)

+ Social Metrics (shares, tweets, pins, likes, comments)

18% - 21% Off-Site (links)

+ Domain-level features (quantity & quality of root domain
links, total vs. root domain links ratio)

« Page-level features (anchor text distribution, link location
on page, quantity of links to page & quality of link source)

7/24/20

2020
Google

Ranking Signals

® 20% - 23% Engagement

12% - 15% Infrastructure

* Mobile first (not friendly)

* Security & Accessability (HTTPS, redirects, AMP,
robots.txt file, xml sitemap)

+ Page Loading time (size, hosting server
location)

« Domain Reference (domain age & name,

7% - 10% On-Site (technical)

+ Keywords usage (relevance, demand & density)

+ Meta tags (title, description, canonical, alt, social, header)
+ Schema markups

* URLs (structure & naming conventions)

« internal links (anchortext & quantity)

18% - 21% On-Site (content)

+ Keywords usage (topical relevance & demand)
+ Content composition (relevance, format, type, structure,
length, readability, uniqueness, load speed)

+ Rank Brain (click-through rate (CTR), bounce rate, dwell time)

+ Usage Signals (traffic, clickstream, goal completion)

Advertising
Strategy
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+ Domain-level features (quantity & quality of root domain

links, total vs. root domain links ratio)

« Page-level features (anchor text distribution, link location

on page, quantity of links to page & quality of link source)
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2020
Google

Ranking Signals

® 20% - 23% Engagement

12% - 15% Infrastructure

* Mobile first (not friendly)

* Security & Accessability (HTTPS, redirects, AMP,
robots.txt file, xml sitemap)

+ Page Loading time (size, hosting server
location)

« Domain Reference (domain age & name,

7% - 10% On-Site (technical)

+ Keywords usage (relevance, demand & density)

+ Meta tags (title, description, canonical, alt, social, header)
+ Schema markups

* URLs (structure & naming conventions)

« internal links (anchortext & quantity)

18% - 21% On-Site (content)

+ Keywords usage (topical relevance & demand)
+ Content composition (relevance, format, type, structure,
length, readability, uniqueness, load speed)

+ Rank Brain (click-through rate (CTR), bounce rate, dwell time)

+ Usage Signals (traffic, clickstream, goal completion)

Advertising
Strategy
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Components of Google’s Ranking Algorithm

12% - 15% Infrastructure

o o . * Mobile first (not friendly)
10% - 13% Off-Site (local) ® » Security & Accessability (HTTPS, redirects, AMP,
robots.txt file, xml sitemap)
+ Page Loading time (size, hosting server
location)
« Domain Reference (domain age & name,

® 7% - 10% On-Site (technical)

+ Keywords usage (relevance, demand & density)

+ Real business information (Google My Business)
« Citation Lisitings (NAP consstency, citation volume)
+ Reviews (quantity, velocity, diversity)

2% - 5% Off-Site (social) @

+ Social Metrics (shares, tweets, pins, likes, comments)

+ Meta tags (title, description, canonical, alt, social, header)

+ Schema markups
o g e * URLs (structure & naming conventions)

« internal links (anchortext & quantity)

18% - 21% Off-Site (links) @
+ Domain-level features (quantity & quality of root domain

Ranking Signals

links, total vs. root domain links ratio)

18% - 21% On-Site (content)

« Page-level features (anchor text distribution, link location )
+ Keywords usage (topical relevance & demand)

on page, quantity of links to page & quality of link source) + Content composition (relevance, format, type, structure,

length, readability, uniqueness, load speed)

) ©® 20% - 23% Engagement
+ Rank Brain (click-through rate (CTR), bounce rate, dwell time)
7/24/20 + Usage Signals (traffic, clickstream, goal completion)
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Components of Google’s Ranking Algorithm

12% - 15% Infrastructure

. * Mobile first (not friendly) C—
10% - 13% Off-Site (local) ® » Security & Accessability (HTTPS, redirects, AMP,

robots.txt file, xml sitemap)

+ Page Loading time (size, hosting server
location)

« Domain Reference (domain age & name,

® 7% - 10% On-Site (technical)

+ Keywords usage (relevance, demand & density)

+ Real business information (Google My Business)
« Citation Lisitings (NAP consstency, citation volume)
+ Reviews (quantity, velocity, diversity)

2% - 5% Off-Site (social) @

+ Social Metrics (shares, tweets, pins, likes, comments)

+ Meta tags (title, description, canonical, alt, social, header)

+ Schema markups
o g e * URLs (structure & naming conventions)

« internal links (anchortext & quantity)

18% - 21% Off-Site (links) @
+ Domain-level features (quantity & quality of root domain

Ranking Signals

links, total vs. root domain links ratio)

18% - 21% On-Site (content)

« Page-level features (anchor text distribution, link location )
+ Keywords usage (topical relevance & demand)

on page, quantity of links to page & quality of link source) + Content composition (relevance, format, type, structure,

length, readability, uniqueness, load speed)

® 20% - 23% Engagement

+ Rank Brain (click-through rate (CTR), bounce rate, dwell time)
7/24/20 + Usage Signals (traffic, clickstream, goal completion)
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Components of Google’s Ranking Algorithm

12% - 15% Infrastructure

o o . * Mobile first (not friendly)
10% - 13% Off-Site (local) ® » Security & Accessability (HTTPS, redirects, AMP,

robots.txt file, xml sitemap)

+ Page Loading time (size, hosting server
location)

« Domain Reference (domain age & name,

® 7% - 10% On-Site (technical)

+ Keywords usage (relevance, demand & density) _
+ Meta tags (title, description, canonical, alt, social, header)

+ Real business information (Google My Business)
« Citation Lisitings (NAP consstency, citation volume)
+ Reviews (quantity, velocity, diversity)

2% - 5% Off-Site (social) @

+ Social Metrics (shares, tweets, pins, likes, comments)

+ Schema markups
o g e * URLs (structure & naming conventions)

« internal links (anchortext & quantity)

18% - 21% Off-Site (links) @
+ Domain-level features (quantity & quality of root domain

Ranking Signals

links, total vs. root domain links ratio)

18% - 21% On-Site (content)

+ Keywords usage (topical relevance & demand) _
+ Content composition (relevance, format, type, structure,

« Page-level features (anchor text distribution, link location
on page, quantity of links to page & quality of link source)

length, readability, uniqueness, load speed)

® 20% - 23% Engagement

+ Rank Brain (click-through rate (CTR), bounce rate, dwell time)
7/24/20 + Usage Signals (traffic, clickstream, goal completion)
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Insights

* Which keywords competitors are
banking on and which ones they’re not

* Lessons for how you optimize your
content

e Overall marketing strategy
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Estimated Annual Click Value $2,000

Mid-Sized Trust Company Q

SEO Overview Competitors Keyword Groups SEO Keywords Ranking History Top Pages Backlinks

Most Valuable Keywords v
Rank Ranki
Keyword ( Chanagl:e) A~ Cost/Click Di;':‘cl::‘tg Searches/Mo Est. Clicks/Mo Est. Click Value/Mo
alaska trust 5(54) $1.40 56 90 3.1 $9.17
alaska trusts 5(94) $0.59 55 90 3.1 $0.00

7/24/20
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Estimated Annual Click Value $2,000

Mid-Sized Trust Company Q

SEO Overview Competitors Keyword Groups SEO Keywords Ranking History Top Pages Backlinks

Most Valuable Keywords v
Rank Ranki
Keyword ( Chanagl:e) A~ Cost/Click Di;':‘cl::‘tg Searches/Mo Est. Clicks/Mo Est. Click Value/Mo
alaska trust 5(54) $1.40 56 90 3.1 $9.17
alaska trusts 5(94) $0.59 55 90 3.1 $0.00
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SEO Overview

Most Valuable Keywords

Keyword

alaska trust

alaska trusts

7/24/20

Estimated Annual Click Value $2,000

Competitors

Mid-Sized Trust Company Q

Keyword Groups

Rank

(Change)
5(54) $1.40
5(94) $0.59

Cost/Click

SEO Keywords

Ranking
Difficulty

56

55

Ranking History

Top Pages

Searches/Mo Est. Clicks/Mo
90 3.1
90 3.1

Backlinks

Est. Click Value/Mo

$9.17

$0.00
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alaska trust

alaska trusts
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Competitors

Estimated Annual Click Value $2,000

Mid-Sized Trust Company Q

Keyword Groups

Rank
(Change)

5(54)

5(94)

Cost/Click

$1.40

$0.59

SEO Keywords

Ranking
Difficulty

56

55

Ranking History

Top Pages Backlinks

Searches/Mo Est. Clicks/Mo Est. Click Value/Mo
90 3.1 $9.17
90 3.1 $0.00
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Estimated Annual Click Value $235,000

SEO Overview Competitors Keyword Groups SEO Keywords Ranking History Top Pages Backlinks

Most Valuable Keywords v
Keyword ( Ch:\aglll; ~ Cost/Click D?:f:‘cl:::g Searches/Mo Est. Clicks/Mo Est. Click Value/Mo
trustee services 1(0-) $10.42 49 1k 164 $1.9
trustee ira 1(0-) $0.00 64 390 64 $248
south dakota trust law 1(0) $8.24 46 70 11.5 $48.76
what is a directed trust 1(0) $3.33 45 40 6.56 $21.39
directed trust ] 201%) $3.70 49 260 21.8 $95.56
directed trusts 2014) $10.32 44 260 21.8 $54.09
trusteed ira 3(0) $18.47 45 390 22 $208
trust protector 4(54) $0.44 43 2.9 124 $49.58
bank trust co 5 (New) $3.06 83 yn 2.55k 3.6k
7/24/20 trustee fees 5(0-) 50.73 54 480 165 $10.74
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Estimated Annual Click Value $235,000

SEO Overview Competitors Keyword Groups SEO Keywords Ranking History Top Pages Backlinks

Most Valuable Keywords v
Keyword ( Ch:\aglll; ~ Cost/Click D?:f:‘cl:::g Searches/Mo Est. Clicks/Mo Est. Click Value/Mo
trustee services 1(0-) $10.42 49 1k 164 $1.9
trustee ira 1(0-) $0.00 64 390 64 $248
south dakota trust law 1(0) $8.24 46 70 11.5 $48.76
what is a directed trust 1(0) $3.33 45 40 6.56 $21.39
directed trust ] 201%) $3.70 49 260 21.8 $95.56
directed trusts 2014) $10.32 44 260 21.8 $54.09
trusteed ira 3(0) $18.47 45 390 22 $208
trust protector 4(54) $0.44 43 2.9 124 $49.58
bank trust co 5 (New) $3.06 83 yn 2.55k 3.6k
7/24/20 trustee fees 5(0-) 50.73 54 480 165 $10.74
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Helpful SEO KPI

 Domain authority is the
most accurate
representation of the search

results landscape.
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Insights

e Can they be found?

* Platform approach

* Are they active?

* Followers and engagement

* Types of content (brand, product,
company)

* Impact on website traffic
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|dentify Dissect Their Experience Conduct SEO Social Media Advertising
Plot Your End Goals . : !
Competitors Website the Brand Audit Deep Dive Strategy

Action Items

* Level of effort to this channel

* Start/stop tactics

* Adjust marketing team or budget
* Refine content

7/24/20
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What Is the Second Most Used Search Engine?
* Amazon
* Baidu
* Bing
* Facebook

* Yandex

 YouTube

7/24/20
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What Is the Second Most Used Search Engine?

(1] Tube
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What Is the Second Most Used Search Engine?

Y T h YouTube has over 65 million
ou u e searches daily

7/24/20
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(1] Tube
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Experience Conduct SEO Social Media Advertising
the Brand Audit Deep Dive Strategy

Video Strategy Benefit

Reach a Wide Audience
More Searchable on Google
Utilized for a Lot of Things
Increases Website Traffic

Improves Conversions
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Views/Vi

deo

(1 Tuhe IS
Trust 45 1,420 31
Company
Main 16 4,518 282
Competitor
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7/24/20

Experience Conduct SEO Social Media Advertising
the Brand Audit Deep Dive Strategy

Insights

Activity and share of voice
Amount of spend

Number of keywords
Positioning of ads (promotion)
Their competitive set

Creative execution
Seasonality

Impact on overall traffic
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Action Steps
* Adjust marketing budget

 Start/stop tactics

* Bidding on Brand Name

* Including YouTube in PPC

* Retargeting

* *Account Based Marketing*
e Refine creative

* Test calls-to-action

7/24/20
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Benefits of a Digital Competitive Analysis

Actionable
Insights to

Formulate
Growth Plan

Improved Enhanced Better
Marketing Customer Converting
Efficiency Experience Website

Organizational Competitive
Expertise Edge

Tighter
Messaging

Higher Sales

Multiple at Exit

7/24/20
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* Conduct the competitive analysis

* Review your digital technologies

* CRM [sales], email [marketing], web chat [customer service]

* Integrate digital processes

e Customer-centricity in the buyer’s journey

* Optimize through benchmarked KPIs
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Last Question

* How confident are you that your company has the experience and
skills you need to compete and win in the digital arena?

* Very Confident
* Need Help

e No Clue

7/24/20



Thank You!

For additional Information, contact:
Robert Talbot
Partner & CMO
rtalbot@chiefoutsiders.com
323-841-0535



http://chiefoutsiders.com

