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• Submit your questions using the Q&A box
• Recording of this webinar will be shared by email and on the login page
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Partnering with global brands for SEO 
and Content Performance Marketing 

BRIGHTEDGE

OFFICES CUSTOMERS SOLUTIONS
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Content Marketing is a strategic marketing approach 
focused on creating and distributing 

valuable, relevant, and consistent content 
to attract and retain a clearly defined audience 

— and, ultimately, to drive profitable customer action.
⁃ Content Marketing Institute 

WHAT IS CONTENT MARKETING 

“
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THE CONVERSION IMPERATIVE 

WHAT IS CONVERSION 

UNCOVERING CONTENT OPPORTUNITIES 

MAPPING CONVERSION TO THE BUYER’S JOURNEY

OPTIMIZING ON-PAGE ELEMENTS

MEASURING & TESTING 
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THE CONVERSION IMPERATIVE
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WEBSITE TRAFFIC IS 
STILL THE MOST 

POPULAR METRIC  

* Source: Content Marketing Institute



HOLD EACH PIECE OF CONTENT 
ACCOUNTABLE

DO: Measure by “CONVERSION”

DON’T: Just measure by “WEBSITE TRAFFIC”
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• Technology product page 
• Primary SEO keyword is both the name of the product and 

a scientific term
• Wins on SEO metrics 

• Page ranks within page 1 of SERP
• Generates good site visits 

• Fails on engagement and conversion
o Higher Bounce Rate than site average 
o Lower Conversion Rate than site average 

Irrelevant traffic reduces site conversion and revenue, harms the user 
experience, and potentially impacts brand reputation 

WE DON’T NEED JUST “MORE TRAFFIC” 
WE NEED MORE QUALITY TRAFFIC 

Bonus tip: Bounce Rate is a ranking factor 



CONVERSION - BUILDING TRUST & 
INTIMACY WITH YOUR PROSPECT

Add to cart
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WHAT IS CONVERSION



Attract Convert Close Delight

Stranger Visitor Lead Customer

Search 
keyword

Browser 
cookie

Name & email Name & email
Business objectives 

Budget 
Contract terms 

Name & email  
Business objectives 

Testimonial | Case study | 
Product Review  

”Soft conversions”: 
No commitment to buy. But 
gives contact information 

”Hard conversions”
Directly tied to sales call or 

transaction

Loyalty / Advocacy 
Social Sharing, 
Product Review 

Promoter

Engagements: 
Receives value and gains trust 

and intimacy 

NURTURING STRANGER INTO CUSTOMERS



• Download a gated 
asset

• Sign up for an 
event

• Sign up for email 
newsletter

• Fill out Contact Us 
form

• Request to call
• Request to demo
• Sign up for free 

trial 
• Purchase 

• Create a sales alert

• Add to cart

• Add to wish list

• Favorite an item

• Watch a video

• @mention 

• Social sharing

• Likes or comments

• Bookmarking 

B2B NOT
Conversion - the CTA that invites 

your prospect to give you some 

information, so that you can 

deepen engagement with them 

on a 1:1 basis, and progress 

further in the sales process

WHAT CTA IS A 
CONVERSION ACTION

• Create a sales alert

• Sign up for SMS or 
emails 

• Sign up for 
newsletter

• Download merchant 
app 

• Purchase

B2C
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CONVERSION PATHS ARE COMPLEX

“What is SEO” 3rd party Product 
review site

Product view on 
Youtube

Product 
discussion forum 

“Benefits of 
SEO”

“How to do 
SEO”

Product page

“ROI of SEO"

Customer 
newsletterNot on the site

”Who else uses 
this platform?” Case study

Remarketing

Video

Product reviews ROI calculator

Blog article 

SEO quiz

Customer 
testimonial White Paper

Related Content 
Blocks 

Interlinking from 
other content

C
on

ve
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A
ttr
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t

R
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en
ga

ge

Company 
website

Click

Sign up for 
webinar

Contact us 
form 

Request a 
demo

Download 
gated asset

Customer Needs Content CTA

Research Report
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Key steps to create highly effective content 

OPTIMIZE CONTENT FOR CONVERSION

1. Uncovering 
content 

opportunities

2. Mapping 
conversion 

along Buyer’s 
Journey 

3. Optimizing 
on-page 

conversion 
placements

4. Measuring & 
Testing
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UNCOVERING CONTENT OPPORTUNITIES



OPPORTUNITIES WITH EXISTING 
CONTENT TOPICS 
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DISCOVER NEW CONTENT TOPIC 
OPPORTUNITIES 
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MAPPING CONVERSION TO THE BUYER JOURNEY



MAP CONVERSION ALONG 
BUYER’S  JOURNEY

Identify high value, relevant content topics for each stage 
of the Buyer’s Journey 

Assign a primary CTA to each piece of content

CTA is aligned to the stage where this content serves 
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Organic traffic grew from 25% to 40% 

Outperformed some blog content by up to 6X
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I-Want-To-Know 
Moments

I-Want-To-Buy
Moments

CAPTURE BUYING MOMENTS

Consumers are searching for content beyond transactional terms in key engagement moments

of online consumers look up 
more information online now 
versus a few years ago.

of smartphone users consult 
their phones while in a store 
deciding what to buy.

65%

I-Want-To-Go
Moments

increase in “near me” 
search interest in the 
past year.

2X

I-Want-To-Do
Moments

of smartphone users turn to 
their phones for ideas while 
doing a task.

91% 82%
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+100 pre-optimized pages generating 65% of all site appointment requests
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OPTIMIZING ON-PAGE CONVERSIONS
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OPTIMIZE 
ON-PAGE 

CONVERSION 
PLACEMENTS

1. Click on 
Primary CTA 

bestsite.com/productA

Download ebook Primary CTA 

Universal CTA 

Universal CTA 

Interlinks

Related or 
Recommended 
Content 

Product Page (MOFU)

Request a demo

Request a demo

Bonus tip: Always consider multiple CTAs if you can fit them unobtrusively 
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OPTIMIZE 
ON-PAGE 

CONVERSION 
PLACEMENTS

2. Complete 
primary CTA form 

ASAP Primary CTA 

Universal CTA 

Universal CTA 

650-888-8888

demo@brightedge.com

Conversion Form
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OPTIMIZE 
ON-PAGE 

CONVERSION 
PLACEMENTS

3. Promote related 
content on 

Thank You page
Bonus tip: Promote upcoming events, 
related case studies, blog articles, or ask 
them to perform one of the other conversion 
actions, such as “Sign up for newsletter”

Primary CTA 

Secondary 
CTAs

Universal 
CTA

Thank You Page
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INLINE CTA PLACEMENT - EXAMPLES
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TOP OF PAGE CTA PLACEMENT - EXAMPLES
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CTA BONUS TIP: RELEVANT CTA LANGUAGE

Bonus tip: Mention relevant keyword in the CTA box to 
increase conversion form completion rate
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MEASURING & TESTING 
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YOU CAN’T IMPROVE WHAT YOU CAN’T 
MEASURE

Track  traffic source

Set up universal event track

Define conversion goals and 
estimated value for each – create 
a site-wide benchmark to 
evaluate value for each piece of 
content 



Which CTA 
button 

language 
works the 

best?

Which 
segment of 
site visitors 
have higher 

lift-time value?  

What CTA 
placements 

are most 
optimal for my 

site? 

ALWAYS BE TESTING 

What piece of 
content is of 
higher value 
than others?



CTA PLACEMENT BEST PRACTICES



CTA PLACEMENT BEST PRACTICES



CTA PLACEMENT BEST PRACTICES



CTA PLACEMENT BEST PRACTICES



CTA PLACEMENT BEST PRACTICES
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THE CONVERSION IMPERATIVE 

WHAT IS CONVERSION 

UNCOVERING CONTENT OPPORTUNITIES 

MAPPING CONVERSION TO THE BUYER’S JOURNEY

OPTIMIZING ON-PAGE ELEMENTS

MEASURING & TESTING 

KEY TAKEAWAYS 
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THANK YOU!


