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Strategy : The Key Elements
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Strategy : Why Use Content Marketing?
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Strategy : Tips
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Strategy : So many social media
channels, so little time.
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Strategy : Social Media and SEO
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Strategy : Keywords
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Strategy : Taking a step back
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SPOTLIGHTS




CASE STUDY SPOTLIGHT

Specialty Silicone Products
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FuzeHub Case Study
SPOTLIGHT

¥ GETTING THE GAME PLAN STARTED
¥ BUILDING A REPERTOIRE
¥A LOOK AT THE RESULTS
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CASE STUDY SPOTLIGHT

Getting our game plan started

Identify our goal.

We want to offer valuable information to manufacturers by providing them with information,
events and other engagement opportunities that will solve manufacturing problems. We want to
grow and maintain our audience and their engagement with th e tools and resources that we

have to offer.

ldentify assets on our team

Assessing if we have the bandwidth to generate content

Identify what types of content make sense for us

What platforms will we use to distribute what types of material? Reference materials, how -to
guides, topical and cornerstone content.

Identify a plan to promote

Consistent, active and current
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CASE STUDY SPOTLIGHT

Building our own repertoire

SOCIAL

A different formula for everyone.
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CASE STUDY SPOTLIGHT

Content marketing anchors & cornerstones

Reports &
whitepapers

I Reference

I Go-to resources
I Evergreen

News

I Topical updates

I Weekly round-up of
industry news

I Monthly newsletter

I Daily social media

Guides

Curating, pulling together
information

Guide to funding

Guide to exporting

NYS Budget Highlights
Programmatic overviews of
our own services and
programs

Unique Perspectives

I Unique stories

I Faces of Manufacturing
I Ask an ExpertInterviews
I Success Stories
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CASE STUDY SPOTLIGHT

Results
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Content Analysis

¥ SUMMARY
¥ TRAFFIC AND KEYWORD ANALYSIS
¥ TAKEAWAY S

¥ STRATEGIES AND KEYWORD RESEARCH *EH
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Measuring Success : Project Summary
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Measuring Success . FuzeHub traffic

Organic search accounts for 48% of the traffic

but approximately half of these searches are for some variat  ion of OfuzehubOPsuggesting that
the searcher already knew about FuzeHub from another s  ource and was using Google just to find
the exact web address.

Other things to note about traffic originating
from social media and organic search

" Has longer average session time than site average
" Has larger number of pages/session than site average
" Has lower bounce rate than site average (social mediais just a smidge lower)

" This suggests that traffic from these sources is good t raffic and not just made of hit -and-
run Visits.
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Measuring Success : Keywords
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Measuring Success . Key Takeaways

Since Google has ranked them in the top 100, theyOre
on the search engineOs radar.

It may be possible to tweak some of the pages on the si te to
optimize them for one or more of these keywords and push
FuzeHub up in the rankings.

Significant number that are related to topic areast hat FuzeHub covers. These could be used
in the following ways:

Ideas for new blog posts or pages on site
Tweak existing blog posts and other pages on site to  optimize for keywords

For broad keywords, create hub pages that include links to relat  ed material
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Strategies

Create Optimized Category and/or Tag Pages (High Impact, Low Effort)

Create news pages for broad keywords and use them to o rganize blog content while also

optimizing each page for the keyword. When new blog content is created that re lates to the
keyword, the page will automatically update with the  latest content.

Actions Needed to Do This

Add tags to post BGo through all of the existing blog posts and add relevant tags (  such as 3D

printing, manufacturing news, robotics, etc.). The easiest way to do this is to go to the listing of the
blog posts in the WordPress dashboard and use the quick -edit functionality to add tags.

Create WordPress pages BFor each major tag, create a page in WordPress thati ncludes the

following:

Optimized H1 title and meta title
Meta description
Paragraph or two that introduces the keyword

Pull in the WordPress feed for that tag (thatOs updated automatically when new posts on the
topic are added)
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Strategies
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Strategies: Keyword Research

Keyword Eye (Basic and Pro)

I PROSDBNice visualizations, very easy to spot keyword phrases.

|  CONSDBased on AdWords. DonOt depend solely on Google AdWord s data. [tOs designed
to make money for Google, not for you.

Wordstream (Free and Paid)

| PROSPUnique slices and dices, including a ONicheO Findertons of long -tail keyword
searches.

I CONSDFree is limited to 30 searches (which disappear quick) BThis is really a Paid tool
designed more for PPC in order to guarantee ROI.

SEOmoz (Paid)
I Keyword Difficulty Tool (but only if you are using all the  other items)
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Where Do You Go From Here?
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Where Do You Go, cont.
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FuzeHub Assistance

| S/%:/S/$*H#t-
" A"(/%;/*I$*##D%)/7%0/(%/*-L/-8"$,D,$/e0"-(,%:;-/*;6/
+0,6*;$"/D)%&/("*&/&" &A4")-

L 5%; (" (/)L (5 +H/C--"--&"(
"t CHHT2'T%0)/$0))": (/G  4-, ("KISY0: ("2 (KI*:6/+ %0 #-
" ASO&E™6/6,)"B(,%0:/*:6/*$(,%;-(Y6l+"((9"1&%-(/%0(/
%D/7%0)/"DD%)(-

! _O(_%O)$ll6/lll)J’$ll_
" 1"1$%0#6/)"$%&&";6/8"%8#"/G9%/$*;/9"#8/7%0/G,(9/

*7(9,:+/D)%&/4)*:6,:+K/(%/%0(-%0)$"6/G), (,;+1-%S$, *#/
&"6*KI"G-#((")  -"(08/%:6/&**+"&"(K/I"($F

*EH

1" #$%H#S& ()*%S+#,8&-")& (#.-('$.)%)/




In Summary
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