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SEO & Growth Hacking Basics

The purpose of planning is to

remain convinced

That a possible path exists (paviina)
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What's a search engine?

A software trained to learn from its users

a big data archive

a secret ranking algorithm

a company with an aim of gaining a profit

a mass media with advertising business model



What's political in a search
engine?

everything



Newspaper vs. Google ad sales

$44.3 $46.0

Newspaper print ad soles

Google digital ad soles

( Newspaper d?g?ta( 0ds

$3.4
$0.1

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

In USS$billions
Sources: Newspaper Association of America and Google



Alphabet and Facebook get almost all of their revenue from ads
Microsoft and Amazon have more diverse sources of revenue.

|—Other Bets 1% |—Other 1%
Other Products 5% Other (GooglePlay, Other 3%
Pixel, Android)
2 0,
Services 11% 11% Other 18%

Apple Alphabet Microsoft Amazon Facebook
Market Cap $891B $819B $719B $661B $547B
Revenue $216B $90B $85B $136B $28B

Earnings $46B $19B $17B $2B $10B

. Apple,

Other 10%

Combined

$3,637B
$555B
$94B



CHANGING FORTUNES

— Tech firms are displacing television companies as the biggest sellers of advertising

Global advertising revenue (in $ bn)

2012 2013 2014 2015 2016
1 Alphabet 437 51.1 59.6 67.4 79.4 Alphabet 1
171 26.9 Facebook 7

n5

4 Disney 7.8 8.0 8.2

5 2ist Century Fox 7.6 7.6 85 8.6 Disney 5
6 iHeartMedia 6.0 7.0 7.6 7.8 Verizon/Yahoo 6
7 Viacom 48 6.1 4 6.1 77  NstCentury Fox 7
8 Bertelsmann 47 6.1

9 Time Warner 43 4.9 5.0 Viacom 5.0 6.1 iHeartMedia 9
10 Facebook 43 4.6 4.6 Bertelsmann 4.7 6.1 Microsoft 10

Source: Zenith Media, Bloomberg



Global net ad revenue share for digital and mobile in 2017

Digital: $223.7 billion

Google/Alphabet Facebook Alibaba Other
$73.8B $36.3B $17.4B $74.2B
33% 16% 8%

Baidu: $9. 38
Tencent: $6.7B
Microsoft: $6.1B

Mobile $141.2 billion

Google/Alphabet Facebook Alibaba Other
$49.7B $32.0B $16.0B $30.0B
35% 23% 1%

Baidu: $6. 4B
Tencent: $5. SB
Twitter: $2.1B

recode

Source: eMarketer



I Revenues and net profits earned in one minute
Based on latest 12 months of available data, $m

Revenue . :

of which: net profit Ao marg‘"'\'}ﬂ
0 0.2 0.4 0.6 0.8 1.0

Walmart
++ Amazon
Exxon Mobil
BP
~ Apple 21.3
& Google
$ JPMorgan Chase*
Goldman Sachs* (23.5]
. Coca-Cola
PepsiCo
x Boeing [5.3]
Airbus
Sources: Bloomberg; The Economist *Net revenue



search engine political impact



1. Search Engine Manipulation Effect
Theimpact that ordered search results
have on thinking and behavior. During a
political campaign, when one candidate

is favored over another in search results,
that shifts the voting preferences of unde-
cided voters toward the favored candidate
by 20 percent or more—up to 80 percent
in some demographic groups.




2. Search Suggestion Effect
Theimpact that search suggestions have
on thinking and behavior as one types a
word or phrase into a search box or search
bar. Research has shown that by manipu-
lating search suggestions, a search engine
company can turna 50-50 split among
undecided voters into a S0-10 split with
no one knowing they have been manipu-
lated.




3. Targeted Messaging Effect
Theimpact that targeted messages—that
is, messages that are sent to some peo-
ple but not others—have on a population.
In a political campaign, if a social media
company sent register-to-vote reminders
mainly to members of one political party,
more people from that party would reg-
ister to vote. On Election Day, targeted
go-out-and-vote reminders would have a
similar impact, and neither manipulation
would be detectable by users or authori-
ties unless sophisticated monitoring sys-
tems were in place.




4. Opinion Matching Effect

The impact on people’s thinking and
behavior that occurs when an online ser-
vice recommends one course of action
after asking people some questions.
During a political campaign, online match-
ing services ask people about their polit-
ical views and then, based on their
answers, recommend which candidate
people should vote for. Prior to an election,
opinion matching services tend to attract
undecided voters—precisely the kind of
voters who are most vulnerable to manip-
ulation. Initial research suggests these
services can produce shifts in voting pref-
erences of 30 percent or more without
people’s awareness.

See also: Dunning—Kruger effect



5. Answer Bot Effect

The impact on people’s thinking and
behavior that occurs when they are given
a computer-generated answer to their
question. At the moment, such answers
are supplied by a variety of personal assis-
tants, as well as by the answer boxes
search engines sometimes display above a
list of search results. Initial research sug-
dests that answer bots reduce the time
people spend searching for more informa-
tion and that they have a dramatic impact
on the views of people who are undecided
on an issue.
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6. Shadowbanning

The practice of suppressing some of the
messages or tweets people send to other
people. Any platform on which someone
has followers or friends can reduce his or
her influence through such suppression.
Because systems that monitor tweets
and messages currently don’t exist, itis
impossible to know for sure when shad-
owbanning is occurring.




RANDWAGON EFFECT s s s o o

(OR BELIEVE) THE SAME.

EHOONE

NE SIS

7. Programmed Virality and
the Digital Bandwagon Effect
The power that big tech platforms have to
deliberately accelerate or suppress viral-
ity. The Digital Bandwagon Effect is an
explosion of support for one viewpoint

or candidate that can be engineered by a
search engine company.




8. The Facebhook Effect

Theimpact that Facebook—presently
the largest social-media platform in the
world—has on people’s opinions and
behavior. Facebook can affect election
outcomes in at least five different ways:
by biasing its trending box, biasing its cen-
ter newsfeed, encouraging people to look
for election-related material in its search
bar, sending out targeted register-to-vote
reminders, and sending out targeted
go-out-and-vote reminders.




9. Censorship

Suppressing content in a way that favors
one viewpoint. Google suppresses con-
tent in at least nine different ways. Some-
times the suppression is obvious; most
of the time itis invisible. In 2016, a Face-
book whistleblower claimed he had been
on a company team that was systemat-
ically removing conservative news sto-
ries from Facebook’s newsfeed. Evidence
shows that both conservative and liberal
content is sometimes suppressed, often
without explanation.




10. The Digital Customization Effect
Theincreased impact on people’s opin-
ions and behaviors that occurs when
manipulations are customized to match
the needs, preferences, and backgrounds
of individual users. Google has likely col-
lected the equivalent of millions of Word
pages of information about many of

its users, and Facebook also maintains
extensive individual profiles. When manip-
ulations make use of such information,

they have a greater impact. E




But who cares? It’s free!



How does it work for advertisers?



Google




YOUR _ p1HE PERSON / QUALITY + $0.01

THE AD RANK / YOUR
PRICE BELOW YOU SCORE

Actual CPC

_— 16/10 +0.01=
Advertiser I $1.61 S

Quality Score

< VoL 12/4 + 0.01=
Advertiser II : : $3. 61 '
Advertiser III '::L:_" atgfh ‘

o Yl Highest



1 [=] BUSINESS SERVICES

dataroom

factoring company

TOP SAMPLE QUERIES

2 © BAILBONDS

bail bonds

bail bondsman

bail bonds los angeles

TOP SAMPLE QUERIES

=

3 @ CASINO

R

casino

slots

TOP SAMPLE QUERIES

4 &, LAWYER

car accident lawy«

malpractice [awye

njury lawyer



$48.41 £9] $40.73

AVG. CPC AVG. CPC

INSURANCE

AVG.CPC

CASH SERVICES & PAYDAY LOANS

" AVG.CPC

$47.61 $39:19

7, CLEANUP & RESTORATION SERVICES

DEGREE 19 TERMITES s

AVG, CPC

PEST CONTROL $38.84

AVG.CPC

~| MEDICAL CODING SERVICES $46.84

7 AVG, CPC

L AVG cPC 21 MORTGAGES AVG. CPC

$43.78 ~._ ONLINE GAMBLING $32.84

AVG.CPC AVG,CPC

PSYCHIC

23 BANKING

AVG. CPC

13 TIMESHARE

AVG,CPC

HAIRTRANSPLANT $31.37
AVG, CPC

HVAC SOFTWARE $41.24

R AVG. CPC

15 BUSINESS SOFTWARE 25 GOOGLEADWORDS # = e

AVG.CPC




What do we do?



My growth hacking process

LEARN

change your
reality



First thing | learned about Google: you don’t need to know how
it works

SEO - GOOGLE - USERS
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What happens if we can
Influence Google?



Visitors

The Long Term ROI of SEO

Campaign End.

SEO's ROI continues after the
campaign ends.

~—— SEQ
— PPC

- = Budget

6 7 8 9 10 1 12
Months **Thischortrepresents potential SEQ/PPC results.



sowee -

fonte 1

UX;}

fonte 2

DL Landing page Dealer loca...er details
fonte 3
fonte 4
fonte 5

fonte 6



What we will learn today

[ ] 1) Know Google ranking factors
C ( | | ) 2) Divide into tasks
:] 3) Assign Importance
G
[ ) 4) Assign Priority
—
[ ] 5) Teams & time management




Google

Links, Content, Html Template,
Crawlability, URL Status code,
<malware>, Hosting & Database Uptime,
Domain & DNS

websites are
made of this




Google’s recipe to build rankings

Authority of
Domain
20%

sa0)oed 12W}0

Social
Search/Proof

12% Link blt-IV/|nbOU

Anchor Text
18%

On Page
REQSywOs Strength of
Usage
15% External
Links
18%



http://bit.ly/inbou

Direct website visits
Time on site

Pages per session
Bounce rate

Total referring domains
Total backlinks

Total referring IPs
Total follow-backlinks
Content length
Website security (HTTPS)
Total anchors

Keyword in anchor
Keyword in body
Keyword density
Keyword in title
Keyword in meta

Video on page

not important

very important

Correlations
With High
Ranking

On Google



C ( | | ] 2) Divide into tasks
:] 3) Assign Importance
C—J _______________________________________________________________________________
[ ) 4) Assign Priority
—
[ ] 5) Teams & time management




Maslow’s hierarchy

- CTR

Links

Content

Html| Template

Crawlability

URL Status code

<malware>

Hosting & Database Uptime

Domain & DNS




INTERNET MARKETING
CTR for Non-Branded Queries @N IN AS

SERVICES, TOOLS & CONMUNmES

WS™
1.74%
W nﬂﬂﬂlﬁl el

19 20

Position on Google



CTR . Tasks

Links Create new Links by number and quality
U Content . Create keyword focused pages for each user Intent
HtmITemplate ________________________ Calculate template rank and internal link structure
CraW|ab|||ty ___________________________ Count number of crawlable urls
------- URL StatUSCOde Verify “ok” status code for each URL
<ma/ware> ______________________ Avoid like hell
Hosting & Database Uptime ________ Provide high Uptime %

Domain & DNS Calculate domain Age, authority, focus intent



:] 3) Assign Importance

C—J _______________________________________________________________________________
[ ) 4) Assign Priority

—
[ ] 5) Teams & time management




Area What to check Top 3 competitor benchmark

Links (ext.) Links number and quality At least 70% of competitors
Content, Title, Desc % of keyword focused pages At least 50% of website
Html Template & structure | Template rank At least 40% of competitors
Crawlability n. of total crawlable urls At least 40% of competitors
URL Status code % of urls with “200” (ok) status At least 95%
<malware> Avoid like hell
Hosting & Database Uptime | Uptime % At least 99.9% (8h yearly offline)

Domain & DNS Age, authority, focus intent At least 50% of competitors



Area Tools Hierarchy

Links (ext.) LRT, Majestic 8 From1to9
Content, Title, Desc SEOzoom, Semrush 7 From1to9
Html Template & structure Audisto, SEOzoom 6 From1to9
Crawlability Search console, site: 5 From1to9

URL Status code Screaming frog 4 From1to9
<malware> Search console 3 1 if present
Hosting & Database Uptime Uptimerobot, pingdom 2 From1to9

Domain & DNS Webarchive, Moz 1 From1to9



[ ) 4) Assign Priority

[ ] 5) Teams & time management




(Hierarchy + Benchmark) X Time = Priority

Example task

Meta title A
Fix 404
Meta title B

External link

7+1

4+1
7+1

8+1

Priority
(smaller = higher priority)

16
20
24

9



Single or Multiple SEO teams?

| ‘Marzo 2017
Fasi del Progetto Risorse Stato 09 10 13 14 15 16 17 20 21 22 23
External ink [ ] 10
Meta Title A [(Meta] = |
Fix 404 Team 1 -ix 40
Meta Title B Team 1 \

13 gg

Fasi del Progetto Risorse Stato 09 10 13 14 15 16 -
External fink : :

Meta Title A
Fix 404 ~ Team 1
- Meta Title B Team 2




[ J 1) Know Google ranking factors

C [ | | ] 2) Divide into tasks
Q 3) Assign Importance
C ______________ ;J _______________________________________________________________________________
[ ] 4) Assign Priority
. o

ﬁ 5) Teams & time management



13

72

40

550

2.000

90.000

75.000 €

SEO senior

SEO junior
developers
journalists & copy
websites

keyword on 1st page
keyword on 2nd page
daily organic visitors

daily revenues from SEO



SEO senior

SEO junior

developer

journalists & copy
website

keyword on 1st page
keyword on 2nd page
new daily visitors

new daily revenues

needs

needs

needs

needs

needs

needs

needs

needs

needs

incentive

target keyword
project & guidelines
training & guidelines
content roadmap
better title & desc.
Links (int. or ext.)

to become customer

source splitting



SEO senior

SEO junior

developer

journalists & copy
website

keyword on 1st page
keyword on 2nd page
new daily sessions

new daily revenues

Notify
Notify
ping
ping
fix
Notify
Notify
Notify

Notify

Loses incentive

Missing target keyword
Lags on production
Lags on production
Publish broken links
Rank down -2

Stays there too long
Year on year drop

Monthly drop



SEO teams: Easy/Startup

Pains:
e SEO is blocking O.'j’
e Only few projects
e Some confusion m -
Team: / >EO—DEV
1 seo
1 dev J
s &
P
& KOMFORT

ONLINE

ergonomic chair

My time: 2 h / week

e



SEO teams: Single product

Pains:
e Few products
e Few contents

51
059
£ A
PM <> SEO

Team:
1 seo
1 pm

1 dev

0o Tophost | UNLNE

R

My time: 2 days / week



SEO teams: Corporate
Pains:

ii Manager
e Merge waiting time

e Manager short sight / \ \

e SEO far from online

Team: 5 - é%

1 manager b)
1seo + 1seojr. SEO project Content IT team
2 copy /

3 dev (shared) \

cloud sms solutions

n" ...... | <4—— Merge

My time: 3 days / week —



SEO teams: Multisite

Pains: O O _
e Need for HR management Manager Editor
e Journalists under cross-fire
e SEO far from online l T Guidelines l
e Big data analytics
QP off
Team: —
1 manager + 5 editors m <

2 seo + 2pm SEO SEO

8 dev (shared) strate "
70 journalists gy operative

DIGITAL360 M2
FEADING BICITAL TRASTORHATION IT team & & —>

My time: 8 h / week




Content purpose

Especially in the B2B world where long buying cycles mean that the role
of content is stretched over a wide length of time, it's absolutely
essental for marketers to employ all five classes of content, each of
which has its own specific purpose, or desired effect on your buyer.
When used in its entirety, the content with a purpose framework
ensures that you engage with prospects in all the ways you need to
engage with them in order to convert them. As a result, you establish a
more relevant and powerful connection with buyers, from understanding
your product and company to feeling good about your company, and
finally to being motivated and inspired to act.

Writer's job is A S _|eff freund
in the white space ‘ Motivational
Emotional
- Contextual
_ Informational

http://www.slideshare.net/Jeff Freund/5-vital-classes-of-content-a-framework-for-b2b-content-success-39080044




Pitfall #1

Nice product, but
we havegone
with another
vendorthat
understandsour
needs better.

Only Information Content

You may focus purely on informational content, so your product may
sound great to the buyer, but they leave in Choosing as they find
anotherproviderthat appears to understand theirbusiness challenges
and market place better.

Inspirational
Motivational

Emotional

Informational




Pitfall #2 No Emotional Connection

You provide both informational and contextual content, but you have no
emotional connectionto the buyer so they exit very late in the sales
process. In fact, you may be left guessing asto whythey chose a
differentproduct because they simply disappeared.

I Inspirational
I Motivational
| just don’t ;
feel good or Emotional
excited
about your Contextual
company.
BEL Informational

.//“Qo.f/%

m



Pitfall #3 All Fluff

You provide too much fluff content, and your buyerimmediately leaves
in Learning because the contentlacks specificity and productdetails. In
fact, you will likely nevereven know this buyer exists because they will
notchoose to engage before looking elsewhere to solve theirbusiness
needs.

Inspirational
- I Motivational
understand 8 _— - Emotional
what your OO" -
product can I Contextual
do.
Informational

e




Success #1

| really want
you guys to
win!

Connecting Emotionally

You provide buyers with informational and contextual contentand start
to establish an emotional connection as well.

A
A
AR
AR

Inspirational
Motivational
Emotional
Contextual

Informational



Success #2 Unlock the Status Quo

You provide motivational contenton top of establishing an emotional
connection and afoundation of trust and credibility, thereby spurring
buyersinto action that were previously stuckin their buying process.

I Inspirational
I Motivational
We weren’t
ready to Emotional
move on
this, but now Contextual
we are.
Informational

m



Success #3

Let'sfind a
way to do
business
together.

Content Nirvana

You engage yourbuyerleveraging every class of contentup through
motivational and inspirational, and the buyer gloriously declares that
they are readyto work with you.

m

21

Inspirational
Motivational
Emotional
Contextual

Informational



Case
history



1.200M
1.100M
1.000M
900.000K
500.000K
700.000K
600.000K
500.000K
400.000K
300.000K
200.000K
100.000K
0.00

2011

2012

2013

2014

2015

Revenue
was flat
And
useless
data until...

8¢ Tophost



We divided by
customer age

2011 2012 2013 2014 2015



knowing
Only new customers

2006

2011 2012 2013 2014 2015



Revenue of new customers tells us
our company’s health

200.000
100.000

2011 2012 2013 2014 2015 2016



2012

2012

Lifetime value




2012 2013 2014 2015 2016 2017



New customers getting much better, is it
enough for the company?

2011 2012 2013 2014 2015 2016 2017



2006

" TOphOSt * fatturato 2017 pubblicato su dhh.international



http://www.dhh.international/wp-content/uploads/2018/01/DHH-Initiation-of-coverage-2018-01-30-1.pdf

90%

- Support Quality check

- Customer needs analysis

- Product upgrades

- New product development
- Affiliation management

- Help devs understand customers
- Make mockups

- Analytics & KPI

- Team building

- Competitor benchmark

- Reports for management

10%

- Seo, new contents, links, optimization
- Adwords, campaign management

- Remarketing, campaign management
- Social, posts and answers to public

- Outreach for new affiliates

- Outreach for brand reputation

- Customer Bad Review management
- Newsletter writing and delivery

- New offers & discount strategy

- Content management

-- home

-- landing updates, new guides

-- support pages



Desktop @

Smartphone @

Error correction

Redirections Add New

Errore del server (2)

Mon trovato (2

Redirects | Groups | Log | 405 | Import/Export | Options | Support

i g URL di partenza https:/fwww.goatseo.com/fseo-training-summit/
108 URL di arrivo https://summit.seotraining.it
= — \/ Gruppo Modified Posts v
55 Add Redirect Chiudi @
25
230318 300318 07m4ns 150418 30418 010518 090518 170518 250518 020618 100618 18...

190318 26/0318 030418 110418

Prime 1000 pagine con errori

Download

[0  priorita +  URL

O 1 seo-training-summit/

190418 270418 050518 130518 210518 29/05M18 060618 140618

Mostra 25 righe - 1-6dib6

Codice dirisposta Rilevato

404 10/06/18



How do we analyze traffic?

Always using percentages!

Primary Dimension: Page Page Title  Other I— ————————— 1
1
Secondary dimension ¥  Sort Type: Default « : ’ : Q, advanced
I |
|
Page Pageviews V‘ 3! Pageviews 1 Contribution to total: | Pag
|
|
I
|
60,238 | 60,258 |
of Total: 100.00% (60,258) |1 % 1
. )
: I
O 1. my @ 23,548 | 39.08% |
: I
[] 2. m Landing1 @ 3,081 ! 5.11% |
1
D 3. M Landing 2 (Bl 2,988 : 4.96% :
|
= |
[] 4. © Landing3 @ 2,805 | 4.65% |
[ ] 5. m Landing4 @ 2,530 : 4.20% 1
1
- |
[] s Ecommerce el 1,872 3.11% :
I
|
|



Keyword research

Imagining Keywords

Real search queries
From content, comments, forum, adwords

Interviews, customer emails 4—
Google suggest
Tools




Conversion optimization

\ To be optimized

wie
528

SS profit

N |



Conversion rates: ex 1

8¢ Tophost

alberini33 ] [ org 2

Il dominio & registrabile

alberiniz3 .org P oo
« Il dominio .org & libero, non fartelo scappare

[

‘ ]
\ Sceg}un prodotto da attivare col dominio
~

-~


mailto:simone@seotraining.it

Topname 5,99 € © Aggiungi un altro dominio

Dominio: alberini33.it

Intestatario: Totale senza IVA 599 €

Nome: simone 22% IVA 132 €
Cognome: righini
Email: simone@seotraining.it

- ; ; . © Crea nuovo profilo Totale Mz
Indirizzo:via Rossi 1, Salsomaggiore —— 7'31 £
Telefono: 1234567890000 @ Medificaprodots P
Codice Fiscale: rghsmn81s03b031q i Elimina prodotto 3click

Removing discount box bought +1% i
conversion rate Hai trovato il codice invito!
Normal user won’t leave the funnel to
search google for a discount

Inserisci qui il tuo codice invito







example!






|
ADWORDS VS

___ Channel | Google | Facebook _

Keywords Yes No
Likes No Yes
Demographics Limited Extensive, Accurate
{Content Natwork) {Age, Education]

Psychographics (Interests) No Yes
Geo Yes Yes

Internal Destination URL No Yes
External Destination URL Yes Yes
Purchase Intent (Motivation) Learn, Research None

Sales Cycle Short to Ready-to-Buy Long



Facebook: imagine necessities
= 2\
CIC

necessities? (stare bene)
problems? (avra mal di schiena?)
Which images’? (attirano la sua attenzione)

" Tlikes: horse rldlﬁ g_ame_s of thrones
profile: male, 45 anni

job: CEO
facebook ADS

e — profilo b = —

A

A

I
I
)



Google Ads: what problem we can resolve?

Necessities (stare bene)
Thoughts (individuano problemi)
Words (problemi tradotti)

environment: back hache, office work ]
solutions: chair for back hache

Google
Keywords ADWORDS ’

- — =




sedia ergonomica ....mmse:

sedia ergonomica stokke

Google
ADWORDS

sedia oropedica
sedia stokke
sedia ufficio

sedie da ufficio

sedie ergiwomiche

sedie ergonomiche ikea

sedie per ufficio
sedie stokke sedie ufficio
sedie ufficio ergonomiche sgabello ergonomico

stokke
stokke sedie

stokke poltrone

tempo online

tempo online
-




intevests




L

—

Customer’s TN N
needs N
o . ~ ) Our target
“ adim o (revenue)
. rof )
Ve
P P

e =

Many ways to remove
back pain! Make user know that a new product exists



What do we write here
In our sales page?

What is he searching
for?

De

er loca...er details

2
A
/



poltrone da ufficio

sedia ergonomiCa ...

sedia ergonomica stokke
sedia ortopedica
sedia stokke
sedia ufficio

sedie da ufficio

sedie ergonomiche

sedie ergonomiche ikea

sedie per ufficio
sedie stokke sedie ufficio
sgabello ergonomico

stokke stokke poltrone
> sedie




A topic
Contains .k 7
A lot of keywords! 1e\daq e e

~ufficio — =

per—

ergonomica—

ufficio —
kb e I

sedia\

mal di schiena,

f\ pOltI'OIla T : e —
| sgabello — G
\\ poltrone << e nn e
\ sedute ——— per —=—
che _ri:TV

i) —

* schiena ~




We have to use
The right words




Where do we put our keywords?

Meta Descriptions

<IDOCTYPE HYML FUBLIC
<HTNL>
<hoad>
| <r1TLE>Preozay i n Satellite TV Without iuucrw n
= t="Froosat - Digital Satell
content="Information on

URLs

<mota hrtp-equive“Content-
| <mota name="ROBOTS" conten

Page Title/ 758 Bl T » - ] Try 82t .loolnlm-um =
s PPN
tw ITW

Image Filenames—___

Body Text

Page Headings H1- H2

Thes 1t hs Ot Of thes
LU 900 Ol T 2 o

Image Alt Attributes—"]: ===

LU I had & o3 Uy e el TMr 1 ket ANIYS

10073 LA D KL e g O 20
S T G765 O B0 Wity 16300 EXCaranon 16 Coeanang &
Aschive - By email - More featured articles.

Bold and Italic Text—"



How do we choose our keywords?

sedia

sedia braccioli

sedia ergonomica
etc

sedia ergonomica mal di schiena

competizione e difficolta di posizionamento

maggiore numero di utilizzi minore numero di utilizzi

Where do we “bid” our time on?



orri forrest!

12345678 9101112131415161718



The purpose of planning is to
remain convinced
That a possible path exists (raving)



