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Story

• Story living.

• Global publishing model on 25 websites around the world.

• Fans, Fun, Flavors, F’values.
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Opportunity

• Need insight to inform content and design.

• Must be agile and repeatable.

• Find paths in BrightEdge platform and through other partners.



@brightedge #share15

Base Mix

• Organic search drives ~50% of our web traffic.

• Done well, SEO delivers on marketing’s objectives. 

• Documenting brand’s tone and content strategy is essential as keywords will be 

woven throughout each channel.

• Approached as a continuous and holistic cycle.

• Content, campaign strategy, and social sharing optimized for organic search.
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Strategy

• Content strategy and mix is informed by brand priorities, search behavior, 

analytics, and social sharing performance.

• Balance between what data shows and brand priorities.

• Use data to make educated decisions, but will talk about what we want to.
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Timing

• Marketing develops content calendar based on objectives and campaigns. 
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Discover & Build

• Discovery of keywords and 

potential content areas.

• Keywords and brief sent to 

copywriters.

• Page design for search and share.

• Sitemap.



@brightedge #share15

Engagement Tagging

• Content is tagged with code from LooseGrip to collect consumption data.

 loosegrip.net

 Depth of content seen.

 Time engaged with page.

 Value of visit.
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Data
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Data
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Engagement Data

Q2 2015

• 3,645,363 minutes / 2,532 days / 6.936 years spent engaged (+30%).

• Average engaged time per visitor 0:29, up from 0:24.

• Super Visitors (30 seconds+ engaged, 75% scroll depth) 634,346 (+100%).
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Crawl, walk, run…

• 12-18 months ago: publishing with basic SEO activity.

• Now: Research, analysis, marketing buy-in, adding data learnings.
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Crawl, walk, run…

• Organic search is highest traffic driver.

• Leading performer in average time on site and bounce rate.
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Learnings

• Educating stakeholders is key as SEO management is a cross functional effort.

• A robust SEO strategy creates a framework for online presence (web, social, 

email, images).

• Develop a production and monitoring process.

• Assess effectiveness quarterly.

• Move mindset from “digital marketing” to “marketing in a digital age.”

• The BrightEdge platform allows us to bring SEO into our daily lives as digital 

marketers for research, insight, and analysis.

• Can easily optimize page content as well as make broader site infrastructure 

recommendations without a “SEO department” or agency.
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That’s All, Folks!

• Not everything that can be counted counts, and not everything that counts can 

be counted.” - William Bruce Cameron (sociologist)

• “If it’s not fun, why do it?” – Jerry Greenfield (ice cream guy)


