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OPTIMIZING YOUR WEBSITE. 
Inbound Marketing Certification Class #1 

Sarah 
Bedrick 

Inbound Marketing Professor, 
Customer Training 
 
 
 
owns a craft beer blog for 
girls. 

@sbedrick 

#INBOUND 
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AGENDA. 

1. WHAT IS OPTIMIZATION AND WHY YOU NEED IT 

2. WHO ARE YOU OPTIMIZING YOUR SITE FOR? 

3. HOW TO OPTIMIZE YOUR WEBSITE 

4. KEY TAKEAWAYS  AND RESOURCES 

 

 

WHAT IS OPTIMIZATION 
AND WHY YOU NEED IT. 1 
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WHAT IS 
 
 
Noun: An act, process, or methodology of making 
something as fully perfect, functional or effective as 
possible. 

OPTIMIZATION? 

SETTING UP YOUR 
SITE FOR 

SUCCESS. 

OPTIMIZING YOUR WEBSITE  
IS ABOUT…  

HOW TO GET PEOPLE TO 
YOUR SITE & WHAT TO DO 

WITH THEM ONCE THEY 
GET THERE. 

WEBSITE OPTIMIZATION.  
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DEPENDING ON YOUR 
COMPANY’S GOALS, 

YOU MAY FOCUS ON 
DIFFERENT TYPES OF 

OPTIMIZATION. 

UN-OPTIMIZED SITES  
DON’T ATTRACT, 
CONVERT, CLOSE OR 
DELIGHT.. 

WHO ARE YOU 
OPTIMIZING YOUR  2 SITE FOR? 
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1.  WEBSITE VISITORS 
2. SEARCH ENGINES & 

1.  WEBSITE VISITORS 
2. SEARCH ENGINES & 

SO WHAT 
ARE “WEBSITE VISITORS” 
ANYHOW?  
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PEOPLE WHO LAND ON 
YOUR WEBSITE. 

More visitors means more opportunities 
for leads and customers. 

How do we get not just any visitors, but 
the right ones?  
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FOCUS ON 
 BUYER PERSONAS. 

BUYER 
PERSONAS  
are fictional characters 
marketers create by doing 
research. They represent 
your ideal customer & help 
you to refine your 
marketing activities.  

Every future marketing 
action you take will be 

dictated by your 

BUYER 
PERSONA. 



5/20/2013 

8 

EVERYTHING. 
• Blog posts 
• Offers 
• Calls-to-Action 
• Landing pages 
• Thank you pages 
• Lead nurturing 
• Automation 
• Sales techniques 
• Product/service 

development 
• Everything 

MUST SPEAK  
TO YOUR 

BUYER PERSONA. 

OTHER BENEFITS OF 
BUYER PERSONAS. 

 

1. Create a website experience that 

speaks to them. 
 

2. Use the language they’re comfortable 

with. 
 

3. Create marketing content and offers 

that interest them. 
 

4. Guide them throughout a specific 

path on your website 
 

5. Encourages alignment for entire 

company.  

OTHER BENEFITS OF 
BUYER PERSONAS. 

 

1. Create a website experience that 

speaks to them. 
 

2. Use the language they’re comfortable 

with. 
 

3. Create marketing content and offers 

that interest them. 
 

4. Guide them throughout a specific 

path on your website 
 

5. Encourages alignment for entire 

company.  

Simply put, they make  
you a better marketer. 
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Understanding your buyer personas 
saves time, money & resources 
in the long run. 

1.  WEBSITE VISITORS 
2. SEARCH ENGINES & 

“Google logs over 2 billion 
searches a day.” 

Google logs over 2 billion searches a day. 
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70% of the 
links search 
users click on 
are organic – 
not paid. 
 
 
 

 
Marketingsherpa, February 2007 

SEARCH 
RESULTS. 

ORGANIC 
SEARCH 
RESULTS. 
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75% of users 
never scroll 

past the first 
page of 

search results. 
 
 

Marketshare.hitslink.com, 
October 2010 

Optimizing your website for 
buyer personas and search 
engines opens up 
opportunities. 

HOW TO OPTIMIZE 
YOUR WEBSITE. 3 



5/20/2013 

12 

OPTIMIZING YOUR WEBSITE. 

1. Understand your buyer persona(s) & 
prioritize them 
 

2. Build website and user experience that 
speaks to them – and search engines 

In two steps: 

UNDERSTAND YOUR BUYER 
PERSONA(S) & PRIORITIZE THEM.  

step 1  

PERSONAS 
ALLOW YOU 
TO KNOW 
WHO YOU’RE 
MARKETING 
TO. 
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SOME ARE 
MORE 

EVIDENT OR 
LUCRATIVE 

THAN 
OTHERS. 

PRIORITIZE • Which is your most 
lucrative? 

• What services/products 
appeal most to them? 
 

WE’LL USE THIS 
INFORMATION IN BUILDING 

OUR WEBSITE. 
 

THEM 

BUILD WEBSITE USER EXPERIENCE 
THAT SPEAKS TO THEM – AND 
SEARCH ENGINES. 

step 2  
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THIS  
IS WHERE IT GETS 
DIFFICULT. 

THE PHILOSOPHY. 
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I've learned that people will 
forget what you said, people will 
forget what you did, but people 
will never forget how you made 
them feel.  
 
maya_angelou 

I've learned that people will 
forget what you said, people 
will forget what you did, but 
people will never forget how 
you made them feel.  

“ “ 

MAYA ANGELOU. 

BUILD A  
WORLD CLASS  
WEBSITE EXPERIENCE. 

TELL YOUR COMPANY’S 
STORY. 

http://www.brainyquote.com/quotes/quotes/m/mayaangelo392897.html
http://www.brainyquote.com/quotes/quotes/m/mayaangelo392897.html
http://www.brainyquote.com/quotes/quotes/m/mayaangelo392897.html
http://www.brainyquote.com/quotes/quotes/m/mayaangelo392897.html
http://www.brainyquote.com/quotes/quotes/m/mayaangelo392897.html
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SHOW THEM THAT YOU 
UNDERSTAND 
AND CARE. 

EXPERIENCE IS KEY. 
1. CONTENT: Modules and guidance to 

next logical step 

2. DESIGN: Simple, website navigation, 

color schemes  

3. OPTIMIZATION: Keywords to attract 

website visitors and search engines 
 

EXPERIENCE IS KEY. 
1. CONTENT: Modules and guidance to 

next logical step 

2. DESIGN: Simple, website navigation, 

color schemes  

3. OPTIMIZATION: Keywords to attract 

website visitors and search engines 
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ON-PAGE SEO 
IS ABOUT: 

 
 

1. Consistency (for buyer personas). 
 

1. Ease of crawl-ability (for search 

engines). 

ATTRACT  
VISITORS. 

1. Select quality keywords 
that your buyer 
personas use. 

2. Structure pages to 
make your keyword or 
topic easily understood. 

3. Structured pages using 
keywords make it easy 
to crawl. 

1. Page Title 
2. URLs 
3. Page Headers 
4. Content 
5. Meta 

Description 
 

IMPORTANT 
ON-PAGE SEO 
ELEMENTS 
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IMPORTANT 
 ELEMENTS 
ON-PAGE SEO 
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2. URLs 
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HOW TO THINK THROUGH 
OPTIMIZATION OF YOUR SITE. 

1. Define your buyer personas & 
prioritize them 
 

2. Build the website 
 

3. Structure on-page SEO so they get 
found 

 

KEY TAKEAWAYS AND 
RESOURCES. 4 

KEY TAKEAWAYS 

• Developing buyer personas is the first step in 
optimizing your website. 
 

• Invest in building a user-friendly website 
experience  
 

• Optimize your pages with keywords to attract 
search engines, and keep visitors on your site 
once they get there. 
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RESOURCES 
1. 17 SEO Myths You Should Leave Behind in 2013:  

http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013 
 

2. How Google Changes its Search Algorithms for the Better 
[Video]: 
http://blog.hubspot.com/blog/tabid/6307/bid/23584/How-
Google-Constantly-Changes-its-Search-Algorithms-for-the-
Better-Video.aspx 
 

3. Beginners Guide to Optimization: 
http://www.seomoz.org/beginners-guide-to-seo 

http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013
http://offers.hubspot.com/17-seo-myths-leave-behind-in-2013

