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▸ Search ~ 20%


▸ Referral ~ 12%


▸ Advertising GOOGLE STACK

KEYWORDS SEO/SEM

LINK BUILDING

www.semrush.com/blog/dissecting-ecommerce-growth-the-key-traffic-drivers



INBOUND LINKS
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HGFE

DCBAOTHER 
WEBSITES

OTHER 
WEBSITES



HOW IT WORKS

HYPERLINKING, INBOUND LINKS
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HOMEPAGE ON 
YOUR WEBSITE

www.yourdomain.com

OTHER PAGE ON 
YOUR WEBSITE

www.yourdomain.com/other page 

OFF-SITE CONTENT 
YOU MAY 
CONTROL:


NEWSLETTER,  
BYLINE, AD…



SEO: SEARCHING BY KEYWORDS

WHAT GOOGLE CARES ABOUT

Delivering search 

results that match 

exactly what the 

searcher is looking for
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SIGNALS GOOGLE LOOKS FOR

IMPACT YOUR ABILITY TO RANK IN SEARCH RESULTS
1. Fast-loading, mobile site


2. Attractive content — match meaning


3. Click-through’s from organic search (CTR)


4. Localization, personalization  
(how, why, where, when, near me in search phrases)


5. Reviews on Google


6. Earned media shared across networks


7. Google ads indirectly impact organic
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CURRENT BOUNCE RATE DATA:  
CONVERSIONXL.COM/GUIDES/BOUNCE-RATE/BENCHMARKS/

QUALITY ON-SITE CONTENT
▸ Clearly ID your USP and become 

an authority  
“organic natural herb soaps”


▸ Answer questions people are 
seeking through search —  
reduce bounce rate


▸ Quality, engaging, shareable, 
linkable information on different 
entry pages
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20-45%  
Avg. Bounce Rate Ecommerce/Retail


Reduce Bounce


Deliver on search, make a good 
case, reduce confusion


Good design, clarity, speed, 
targeted content, navigation


Add links to deeper content


Internal links with keywords



REVIEW YOUR BOUNCE RATE WITH GOOGLE ANALYTICS

QUALITY OVER QUANTITY
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QUALITY METRICS

/ = HOME PAGE



HELP SEARCH ENGINES FIND YOUR SITE
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Visibility

On-site

Off-site

SEO: Search Engine Optimization

SEM: Search Engine Marketing



WHAT GOOGLE LOOKS FOR, BUT OTHER SITES FOLLOW SIMILAR PROTOCOLS

KEYWORDS: DIGITAL DNA
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keywords +

relevance +

location +


personalization +

inbound links


= Rank
200+ parameters

Google algorithm updates: https://moz.com/google-algorithm-change

Free SEO guide: 
www.blockbeta.com/google-resources

Wedding Flowers NOT Floral Designers



DON’T “KEYWORD STUFF”

SEO: ON-SITE
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VISIBLE TO HUMANS VISIBLE TO  
SEARCH ENGINES

Graphic Text

Keywords

Headline <H1>



MAKE IT EASIER FOR PEOPLE TO FIND YOU AND GET THEM TO CLICK

SEO —> SEARCH ENGINE RESULTS PAGE
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Blockbeta MarketingX
psychographics by zip code TITLE

URL

DESCRIPTION 
DRIVES CLICK THRU 

RATE (CTR)
DON’T ALWAYS CONTROL, WRITE 
LIKE AN AD, PAGE-SPECIFIC, 



WHERE TO PLACE THE INFO FOR GOOGLE
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SHOPIFY 
BACK-END

 Grab ideas from competitor ads

TITLE

META 
DESCRIPTION

URL



WHAT MATTERS MOST RE: SEO

▸ Main navigation elements


▸ Breadcrumbs


▸ HTML sitemap


▸ Page load speed. pingdom.com


▸ Optimize images for speed

OTHER ELEMENTS IMPACTING ECOMMERCE SEO

http://pingdom.com


blockbeta.com© copyright Block Media LLC

Trademarks and images are all owned by their respective owners.

FREE GOOGLE RESOURCES: WWW.BLOCKBETA.COM/GOOGLE-RESOURCES

GOOGLE CORE MARKETING STACK
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Google 
Analytics

Google 
Search 

Console

Discover 
Keywords

Google 
Merchant


(ecommerce)

Google 
MyBusiness

Marketing 
Working?

Visibility


Sitemap

Keyword 
Planner


Google Trends

Feed products 
and manage 
details (for 

Google 
Shopping too)

“Knowledge 
Graph” — side of 

search results 
page. Reviews and 

posts.

analytics.google.com search.google.c
om/search-

console

ads.google.com

 

google.com/trends

google.com/intl/
en/retail/solutions/

merchant-center

business.google.com

+



JUST THE OVERVIEW. LOTS OF DRILLDOWN DATA AVAILABLE.

GOOGLE ANALYTICS: ECOMMERCE
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WHAT MARKETING IS DRIVING SALES?
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SOURCE

CONVERSION



GOOGLE “MARKETING STACK” — MAXIMIZE
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SEARCH 
CONSOLE: 
SITEMAP

GOOGLE MY BUSINESS

REVIEWS



GOOGLE MY BUSINESS FOR “LOCAL” TO RESOLVE THE “NEAR ME” SEARCH

▸ Google My Business resolves searches 
like:


▸ “coffee shop near me”


▸ “Cafe Vita”


▸ “what time does Cafe Vita close?


▸ “walking distance to Cafe Vita?” 


▸ Choose right category in GMB — see 
what competitors are doing


▸ Consistent NAP (name, address, phone) 
— use moz.com/local or whitespark.ca


▸ On your website, keyword terms that 
combine service and location — 
plumber in Wallingford 

http://moz.com/local
http://whitespark.ca


TAKE ADVANTAGE OF EVERYTHING THE TOOL OFFERS

MANAGE FROM GOOGLE MY BUSINESS DASHBOARD
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LEARN MORE ABOUT SEO
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searchenginejournal.comsearchenginewatch.com

seattlesearchnetwork.com

COME TO OUR 
MEETINGS



CONVERSION
CRO: CONVERSION RATE OPTIMIZATION



CRITICAL NUMBERS

YOU NEED 200 VISITORS TO MAKE $540

▸ Average add-to-cart rate ~ 8.5%


▸ Average conversion rate ~ 2.72%*


▸ Average order ~ $100

200 * .027 * $100 = $540 

*Q1 2019: Statista



IT MAY TAKE THE WHOLE SITE TO GET VISITORS TO PURCHASE, BUT THEY’LL 
NEVER SEE IT IF YOU CAN’T GET THEM PAST THE HOME PAGE

HOW TO DRIVE CONVERSION
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MOTIVATE


ASK FOR THE ORDER

RELATE


BUILD TRUST

DIFFERENTIATE


 INSPIRE

PERSUADE


SUPPORT YOUR 
CLAIMS

CONVERT


AVG: 1-2%

Build relationship Educate, inform, demonstrate expertise Sales and leadsConvince, compel

HOME PAGE “PORTAL” $$ MONEY PAGES:  
products/check-out

*https://www.bigcommerce.com/blog/conversion-rate-optimization/



CONNECTION BETWEEN OFFSITE AND ONSITE CONTENT

PURCHASE PATH EXAMPLE
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Trigger Search
Landing 

Page Category
Product 

Page Buy

I’m a 
beginner 
maker

“jewelry 
making 

instructions”

Beginner 
“pillar” 
page

Beginner 
“Wishlist”

Soldering 
gun Purchase



CREATE AN IMPACTFUL EXPERIENCE

MERCHANDISING ESSENTIALS
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Lifestyle Images/
Video

PROMOTE SPECIFIC 
PRODUCTS

Reduce overwhelm (40% leave),  
recommend; “best sellers”

Multimedia Navigation



INCREASE CONVERSION
▸ Money-Related:


▸ Free shipping


▸ Coupon codes


▸ Value-based pricing


▸ Trust:


▸ Safe: Shipping, returns, secure


▸ Reviews - store, support, products


▸ Shopping Experience:


▸ Make it easy to find products


▸ High quality product images


▸ Detailed product descriptions (videos 
or demos) 

▸ Checkout:


▸ Smooth, short process


▸ Let customers checkout as guests


▸ Show shopping cart contents 


▸ Easy to understand form


▸ Customer support/marketing:


▸ Live chat software (if you’re around to 
answer during business hours) 


▸ Cart abandonment emails
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REVIEWS



SPONGELLE: MARKETER TO THE MAX
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FREE SHIPPING

MADE IN USA

FONT-BASED LOGO
VIDEO

IMAGERY

PACKAGING



SPONGELLE.COM: MARKETER TO THE MAX
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REVIEWS

INSTAGRAM

NEW ARRIVALS

EMAIL CAPTURE

COUPON POP-UP/EMAIL CAPTURE



THE SALE DOESN’T STOP ONCE THEY BUY

IN-PACKAGE PROMO
▸Customer care packages


▸Handwritten note


▸Refer-a-friend card


▸Coupon 


▸ “Gifts” — extras that don’t cost you 
much, but customers value. They’ll 
remember it.
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PRIORITIES

1. Research keywords 


▸Google’s keyword planner


▸Google Trends


2. Merchandise


▸ Leverage the list and ideas on 
pages 27-31


3. On-site SEO


▸Download the guide


▸Optimize homepage, category 
pages, and product pages to start 

4. Google Stack - sign up/set up


▸Google Analytics; connect to 
ecomm store


▸Google My Business


▸Google Search Console 


5. Review data


▸Overall traffic


▸Where is traffic coming from?


▸Conversion
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PROMOTIONS
NEXT WEEK IN PART 3:  DRIVING TRAFFIC



Q&A

© copyright Block Media LLC Trademarks and images are all owned by their respective owners.

A Big Picture Approach to Small Business™

206-335-5929

info@blockbeta.com

www.blockbeta.com


Twitter.com/robbinblock

Facebook.com/Blockbeta

Download FREE Google guides and worksheets:  
www.blockbeta.com/google-resources


We can help you build, improve or promote your website.  
Set up a free :30 consult at blockbeta.com

http://www.blockbeta.com/google-resources
http://blockbeta.com

