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On-site optimization refers to the principle of making your company’s site palatable on 
both a design and development level. This means that the site lends itself to usability 
and SEO (search engine optimization) while representing your company in the best 
possible light.

SEO is a major component in your company’s visibility on the web. With the right 
technical format, the content generated from your site becomes indexed with top search 
engines. This provides a much higher level of visibility with potential clients, keeping you 
ahead of the competition.

There’s a lot that goes into optimization. Having a site speak to both clients and search 
engines effectively takes some technical negotiation. At Blindspot we cater to our 
clients, using a case-by-case approach to determine the correct plan based on your 
company and its competitors.

Website SEO Optimization  
(on-site)

ON-SITE RECOMMENDATIONS
• Proper integration with Google

• Robots.txt and sitemap improvements 
and allowing search engines to index 
your website.

• Keyword Research & Onsite Search 
Engine Optimization Improvements

• Ranking Reports and summaries

LINK BUILDING
• Local SEO:

 – Local Rank Checker

 – Citation Tracker

 – Reputation Manager

 – Google My Business

 – Local Search Audit
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Buying a website 
without SEO is like 

spending your entire 
budget on a commercial 

without buying any 
 air time to show it  

to the world.

— UNKNOWN

“

ON-SITE OPTIMIZATION (TECH)
• Header Tags

• Meta Tags

• Alt Tags

• Meta Descriptions

• Permalinks

• Menu Structure

• Content Integration of Keywords

• Keyword Assessments and Update

• Internal Linking

ACCESS WE WOULD NEED TO 
MAKE UPDATES AND CHANGES

• FTP Credentials

• CMS Credentials

• Google Analytics

• Google Webmaster Tools

• Google My Business

• Google Search Console



Social SEO (off-site)
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Social media is a medium that’s taken the internet by storm. Today, there are over 2.91 billion Facebook users, over 1 billion Instagram 
users, and 400 million on Twitter. Linkedin has 740 million members with over 55 million registered companies. Because it’s become 
a major player in how companies interact with their clients, leveraging social media correctly can also drive a lot of traffic to your 
business. Additionally, search engines now interact with social media outlets, linking to posted content and creating calls-to-action that 
give companies better visibility. 

Representing your business online means more than just creating a website and social media accounts. By posting information and 
interacting with clients, you’re initiating a conversation. As a business you can gain useful insight into the minds of your consumers, 
improving your online marketing campaigns and advertising strategies. Additionally, the content you post through these channels can 
be interacted with by others, helping to promote your content (and therefore your business) within the social networks.

While Social SEO is only a supplement to the optimization of your site, it’s still a very powerful tool. Companies providing social media 
often offer advertising incentives, and are able to target specific demographics based on their user data. While some are more popular 
than others, that doesn’t necessarily mean they’re more powerful. For this reason it’s important to know how to use your presence to 
speak to your target audience.

HOW YOU CAN IMPROVE YOUR 
COMPANY’S SOCIAL SEO

• Create content that speaks to your 
(current or potential) clients

• Make your content sharable

• Create a company page/account 
on Facebook, Twitter, Google+ and 
Linkedin

• Invite your clients to give feedback

• Share and generate original content 
(such as blog posts) from your 
company’s site

• Share articles that relate to your 
company

SUCCESSFULLY LEVERAGING 
YOUR ONLINE PRESENCE 
MEANS THAT YOU 
SHOULD BE SEEING…

• Facebook likes and shares for your 
business page

• Followers on Twitter

• Re-tweets by other Twitter users

• Reposts on Facebook

• Google My Business +1s your website 
receives

• Google My Business circles you’re in

• Glowing reviews left on your  
Google My Business and Facebook 
pages

CREATING AN ONLINE 
PRESENCE FOR YOUR COMPANY 
IS EXTREMELY IMPORTANT
It's no longer acceptable to simply exist 
online. To remain relevant and present in 
the minds of potential clients, you need a 
degree of accessibility. 

SEO and social media help facilitate 
this, driving users to your content 
while providing a level of legitimacy. By 
learning how to use the two together, 
your company will rise in the rankings 
—  allowing your business to reach its full 
potential.



FACEBOOK • POSTS WEEKLY / TWICE A WEEK
• Concentrate on positive focus of content that highlights current services 

or items that focus on SEO Campaign keywords if applicable or brand 
objectives

• Engage in other businesses / colleagues via Facebook pages (and fans)

• Create and utilize positive branding content

GOOGLE MY BUSINESS • POSTS WEEKLY / TWICE A WEEK
• Create branding page – content posted occasionally as well as video 

distribution 

• Create Google my Business local verification process

• Review and improve your business listing (varies within each topic/industry)

TWITTER • POSTS WEEKLY / TWICE A WEEK
• Content shared – current videos, content and fresh content that will be 

created

• Provide a list of approved industry magazines, resources and groups for 
content sharing

• Outreach to possible groups/industry peers, to engage with brand message

LINKEDIN • POSTS WEEKLY / TWICE A WEEK

• Create a LinkedIn Company page if one is not created

• Show how current employees can “Link” to the Company page from 
their profiles

BLOGGING • TWICE PER MONTH
• Create 2 original blog posts per month to be coordinated with the client

CONTENT MARKETING
According to a study by the Content 
Marketing Institute, the most 
effective tools for marketing to date 
are articles, social media, blog 
postings, and eNewsletters. With 
social media’s growing popularity 
it seems that defining where social 
media marketing begins and content 
media marketing ends has become a 
gray area.

At Blindspot, we use a mixture of 
content and social media marketing 
to promote our clients. With social 
media’s tremendous ability to drive 
site traffic, it would be foolish not 
to. By generating well-written, 
consistent material utilizing keywords 
and backlinks, we promote highly 
effective SEO. 

Through social media we’re able to 
make the scope of your content’s 
audience even wider—both within 
the social networks and outside of 
them.
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Content and Social Media

At Blindspot we specialize in helping growing organizations develop their digital strategy, 
web presence and vision within the digital space. Having an on-going content marketing 
plan is crucial to building your brand, connecting with your audience and getting found 
on the web. (SEO)



1ST MONTH
• Robots.txt and sitemap improvements 

and allowing search engines to index 
your website

• Keyword Research & Onsite Search 
Engine Optimization Improvements 
(Including meta tags)

• Setting up Google Analytics Filters for 
Client and Developers

• Ranking Reports –Initial and another 
after 30 days

• Link Building

• Local Directory – 5 listings

• Classified – 5 listings

• Social Bookmarking – 5 listings

2ND MONTH
• Google Analytics and Google 

Webmaster Tools improvements and 
review

• Onsite Search Engine Optimization 
Improvements

• Ranking Report

• Link Building

• Local Directory – 5 listings

• Classified – 5 listings

• Social Bookmarking – 5 listings
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SEO Recommended Activities

3RD MONTH
• Google Analytics and Google 

Webmaster Tools improvements and 
review 

• Onsite Search Engine Optimization 
Improvements (New pages, blogs, 
and any other improvements) 

• Ranking Report

• Link Building – at least 5 listings 
total 

• Social Media Optimization, Review 
and Recommendations

4TH MONTH
• Google Analytics and Google 

Webmaster Tools improvements and 
review

• Onsite Search Engine Optimization 
Improvements (New pages, blogs, 
and any other improvements)

• Ranking Report

• Link Building – at least 5 listings total

• Social Media Optimization, Review 
and Recommendations

• Local SEO Activities and 
Improvements

5TH MONTH
• Website Audit and SEO Audit, SEO 

Competition Reports

• Google Analytics and Google 
Webmaster Tools improvements and 
review

• Onsite Search Engine Optimization 
Improvements (New pages, blogs, 
and any other improvements)

• Ranking Report 

• Local SEO Activities and 
Improvements

6TH MONTH AND ON-GOING
• Google Analytics and Google 

Webmaster Tools improvements and 
review

• Onsite Search Engine Optimization 
Improvements (New pages, blogs, 
and any other improvements)

• Ranking Report

• Link Building – at least 5 listings 
total 

• Social Media Optimization, Review 
and Recommendations

• Local SEO Activities and 
Improvements
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Reporting Examples

MONTHLY REPORTING 
INCLUDES

• Ranking Report

• Link Building Spreadsheet

• Scoring Sheet

• Google Analytics

• Local SEO

Technical Audit

1
Server Issues


No 404 Issues


No Broken Images


No Page Access Issues


No Broken Anchors

Site Optimization over Time

0%

50%

Oct 4,
2017

Nov 30,
2017

Dec 31,
2017

Mar 7,
2018

Apr 30,
2018

Ranking Distribution by SEs

Top 1 Top 10 Top 20 Top 30 Not ranked

0

25

50

75

Google.com (USA) - Minneapolis, Minnesota, United States
Yahoo.com (USA) Bing.com (USA) (Mobile)Google.com (USA) - United States of America only (Mobile)

Landing Pages Overview

Landing page

Score

Critical issues

/commercial-coffee-maker/single-cup/

-

Home

-

89%

85%

Top 5 Keywords by Rankings

Keyword

Google local searches
Google.com (USA) - Minneapolis, Minnesota, United…

Yahoo.com (USA)

Best Office Coffee Maker MN

10
Best Office Coffee Maker Twin Cities MN

10
Best Single Cup Coffee Maker Twin Cities MN

10
Break Room Supplies Twin Cities MN

10
Coffee Break Service

10

1

-

1

2  1

1

1

1  1

2

1

-
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https://www.coffee-mill.comPROJECT OVERVIEW (JUNE 30, 2018)Total Sessions (30 days)
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Traffic Source Trend (30 days)
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On-site Issues over Time
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Site Health

0 - Broken internal links
1 - Broken external links
730 - Healthy links

1 / 731
UNIQUE LINKS
ARE BROKEN

SEO Issues

16  issues found

1  pages with issues

147  total pages analysed

87%
Site optimization

Social Citations Trend
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The Web Developer’s SEO Cheat Sheet

Important User Agents

Robots Exclusion Standard

Sitemap Syntax

For robots.txt, robots meta tags, and X-Robots-Tag

Googlebot (can be used 

as default for most 

Google crawlers)

Googlebot-News

Googlebot-Image

Googlebot-Mobile

Mediapartners-Google 

(Mobile Adsense) or 

MediapartnersOnly Meta Robots and X-Robots 

remove URLs from search results

Don't block CSS or JavaScript files 

with robots.txt

Nofollow (do not follow links)

Noindex (do not index)

Noarchive (do not archive)

NoODP (Do not show Open Directory 

Project description)

...Or combined (noindex, nofollow)

If the robots <META> tag is not defined, 

the default is "INDEX,FOLLOW"

Robots.txt
Robots Best Practices

Arguments can be:

X-Robots

<?xml version="1.0"
 encoding="UTF-8"?

>

<urlset xmlns="htt
p://www.sitemaps.or

g/schemas/sitemap/
0.9">

 <url>
  <loc>https://exampl

e.com/</loc> 

  <lastmod>2015-01-01
</lastmod> 

  <changefreq>monthl
y</changefreq> 

  <priority>0.9</prio
rity>

 </url> 

</urlset>

<?xml version="1.0"
 encoding="UTF-8"?

>

<sitemapindex xmlns
="http://www.sitema

ps.org/schemas/site
map/0.9">

 <sitemap>

        <loc>https://exampl
e.com/sitemap1.xml.

gz</loc>

        <lastmod>2015-01-01
T18:23:17+00:00</la

stmod>

    </sitemap>

    <sitemap>

        <loc>https://exampl
e.com/sitemap2.xml.

gz</loc>

        <lastmod>2015-01-01
</lastmod>

    </sitemap>

</sitemapindex>

XML Sitemaps

Sitemap Index File

Meta Robots

Location: https://example.com/robots.txt

Location: Sent in the HTTP headers

Location: In the html <head>

More information at http://www.robotstxt.org/robotstxt.html

More information at http://noarchive.net/xrobots/

More information at http://www.robotstxt.org/meta.html

User-agent: google
bot

Disallow: /example
.html

Sitemap: https://e
xample.com/sitemap

.xml

X-Robots-Tag: noin
dex

<meta name="ROBOT
 NAME" content="A

RGUMENTS" />

https://example.com/sitemap.xml

https://example.com/sitemap.xml.gz

https://example.com/sitemap.gz

Default Locations Can Be:

Mobile

News

Image

Video

Other Common Sitemap Types:

Googlebot-Video

AdsBot-Google
Bingbot

Baiduspider
Yandexbot

FacebookExternalHit Applebot

Pagination

More information at http://mz.cm/rel-next 

Use rel="next" and rel="prev" in the <head> section 

to indicate the relationship between paginated URLs

First Page - https://example.com/article

<link rel="next" h
ref="https://examp

le.com/article?pg=
2"> 

Second Page - https://example.com/article?pg=2

<link rel="prev" h
ref="https://examp

le.com/article">  

<link rel="next" h
ref="https://examp

le.com/article?pg=
3"> 

Final Page - https://example.com/article?pg=3

<link rel="prev" h
ref="https://examp

le.com/article?pg=
2"> 

Slurp 
Twitterbot

* (wildcard for all robots) Rogerbot

The Web Developer’s

SEO Cheat Sheet

Important HTML Elements 

Meta Description Tag

Image

HTTP Status Codes

Canonicalization

Webmaster Tools 

<head> 
     <title>Page Title</title>
</head>

<head>
     <meta name="description" 
     content="This is an example.">
</head>

Less than 512px (50-70 characters)

Important keywords near the beginning

Each title should be unique

Best under 155 characters

Each description should be unique

Well written descriptions influence 
click-through rate

Hyperlinks

Text Link

SEO Tips for URLs

Common Duplicate Homepage URLs

NoFollowed Link

Image Link

Hyperlinking Best Practices

Bing Webmaster Tools

Yandex Webmaster

Canonicalized URL Best Practices

<a href="https://www.example.com/
webpage.html">Keyword in Anchor 
Text</a>

<a href="https://www.example.com/webpage.html"><img src="/img/
keyword.jpg" alt="keyword" width="100" height="100"></a>

<a href="https://www.example.com/
webpage.html" rel="nofollow"> 
Keyword in Anchor Text</a>

Preference: HTML links over  
JavaScript

Use "nofollow" for paid links and un-
trusted content

For image links, the alt attribute serves 
as anchor text

Preferred URL = https://example.com/

Place the following in <head> section to 
indicate preferred URL:

<link href="https://example.com/" 
rel="canonical" />

<img src="img/keyword.jpg" alt="keyword" width="100" height="100">

https://www.example.com

https://example.com

https://www.example.com/index.html

https://example.com/index.html

https://example.com/index.html&sessid=123

1. Protocol

2. Subdomain

3. Root Domain

4. Top-Level Domain

5. Subfolder/Path

6. Page

7. Parameter

8. Named Anchor

• Choose shorter, human-readable URLs with descriptive keywords

• Exclude dynamic parameters when possible (see Canonicalization and Pagination)

• When possible, place content on the same subdomain to preserve authority 

 Recommended: https://example.com/blog 
 Less Ideal: https://blog.example.com 

https://www.google.com/webmasters/tools/home

http://www.bing.com/toolbox/webmaster/

https://webmaster.yandex.com/

URL Best Practices
Common URL Elements

https://store.example.com/category/keyword?id=123#top

1 2 3 4 5 6 7 8

V3.0     |     moz.com     |     © 2015 SEOmoz      

More information at 
http://mz.cm/HTTP-codes

More information at http://mz.cm/canonical

Best PracticesTitle Tag 200 OK/Success

301 Permanent Redirect

302 Temporary Redirect

404 Not Found

410 Gone (permanently removed)

500 Server Error

503 Unavailable (retry later)

Google Webmaster Tools

http://www.coffee-mill.comwww.coffee-mill.com

GO TO REPORT

Language

Users % Users

1. en-us

272 64.15%

2. fr

100 23.58%

3. ko

14 3.30%

4. en-gb

6 1.42%

5. en-ca

5 1.18%

6. id-id

3 0.71%

7. zh-cn

3 0.71%

8. pt-pt

2 0.47%

9. ru-ru

2 0.47%

10. ar

1 0.24%

Audience Overview

Jun 10, 2018 - Jul 9, 2018Overview

 Users

Jun 15
Jun 22

Jun 29
Jul 6

3030

6060

Users

424
New Users

410
Sessions

449
Number of Sessions per User
1.06

Pageviews

948
Pages / Session

2.11
Avg. Session Duration
00:01:03

Bounce Rate

75.72%

New Visitor Returning Visitor

6.6%

93.4%

© 2018 Google

All Users
100.00% Users

https://www.coffee-mill.comSITE RANKINGS (DETAILED) (JUNE 30, 2018)

This report gives a detailed overview of the keywords' position on specific search engines (SEs) tied to the corresponding web pages of your site.
Compared with the results of 2018-05-31

Search
engine /
Keyword
(79)

Google
global

searches

Google local searches

Visits

from

other

SEs
Position

SERP Web page

Minneapolis,
Minneso...

Minnesota,
United St...

Best Coffee
Maker

60,500 320 1,300 -

-  Best Office
Coffee
Maker MN

10
10

10 -

1 /commercial-coffee-maker/
Best Office
Coffee
Maker Twin
Cities MN

10
10

10 -

1 /commercial-coffee-maker/

Best Single
Cup Coffee
Maker MN

10
10

10 -

1 /blog/

Best Single
Cup Coffee
Maker Twin
Cities MN

10
10

10 -

1 /commercial-coffee-maker/

Break Room
Supplies MN

10
10

10 -

1 /office-coffee-service-minnesota-coffee-mill/Break Room
Supplies
Twin Cities
MN

10
10

10 -

1 /5-break-room-supplies-every-office-needs/

Caribou
Coffee

135,000 18,100 60,500 -

-  Caribou
Coffee
Minneapolis
MN

480 260 320 -

3 /cmi_coffee/caribou-coffee/

1
2

Google.com (USA) - Minneapolis, Minnesota, United States

-

1

1

10  1

1

2

1  1

-

27 

715-554-3460
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https://www.coffee-mill.comSITE RANKINGS (BRIEF) (JUNE 30, 2018)
This report gives a brief overview of specific keywords and their position on search engine results pages.Compared with the results of 2018-05-31

Keyword (79) Google
global

searches

Google local searches

Visits

from

other

SEs

Google.com
(USA) -

Minneapolis,
Minnesota,

United States

Yahoo.com
(USA)

 Bing.com
(USA)

 Google.com
(USA) - United

States of
America only

Minneapolis,
Minneso...

Minnesota,
United St...

Best Coffee Maker

60,500 320 1,300 -
Best Office Coffee Maker MN

10
10

10
-

Best Office Coffee Maker Twin Cities MN
10

10
10

-
Best Single Cup Coffee Maker MN

10
10

10
-

Best Single Cup Coffee Maker Twin Cities MN
10

10
10

-
Break Room Supplies MN

10
10

10
-

Break Room Supplies Twin Cities MN
10

10
10

-
Caribou Coffee

135,000 18,100 60,500 -
Caribou Coffee Minneapolis MN

480 260 320 -
Caribou Coffee Minneapolis Twin Cities MN

10
10

10
-

Caribou Coffee Shop MN

10
10

10
-

Caribou Coffee Shop Twin Cities MN
10

10
10

-
Coffee Break Service

110
10

10
-

Coffee Break Service MN

10
10

10
-

Coffee Break Service Twin Cities MN
10

10
10

-
Coffee Break Supplies

10
10

10
-

Coffee Break Supplies MN

10
10

10
-

Coffee Break Supplies Twin Cities MN
10

10
10

-
Coffee Maker

301,000 480 1,900 -
Coffee Makers

49,500 140 590 -
Coffee Mill

4,400 50
260 -

Coffee Mill Supplies

10
10

10
-

Coffee Mill Twin Cities MN

10
10

10
-

Coffee Recipes

14,800
10

70
-

coffee roast

74,000 260 590 -
Coffee Service For Twin Cities MN

10
10

10
-

1
2

-
-

-
-

1
-

24 
1

1
2  1

2  1
1

10  1
-

- 
9  5

1
1

1
1

2
3

2  1
2

1  1
2

4  3
1

-
-

-
-

27 
19 

-
27 

- 
4  1

3  2
- 

14 
26  3 27  14

10 

26  9
4  3

6  9
25  2

1
-

28 
18  4

1
1

1
1

1
1

1
1

20  6
3  1

7  3
- 

3

- 

1
1

2  2

1
1

1
1

-
-

-
-

-
-

-
-

1
1

7  6
- 

1

1 

1
1

1

1

2

1
1

1

1
-

-
-

-
-

-
-

-
5

1
1

3
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https://www.coffee-mill.comRANK TRACKING SUMMARY (JUNE 30, 2018)Average Ranking Position Trend

1

20

40

Google.com (USA) - Minne… Yahoo.com (USA)Bing.com (USA) (Mobile) Google.com (USA) - United…
Average

Oct 18,
2016

Nov 8,
2016

Dec 20,
2016

Feb 12,
2017

Apr 30,
2017

Jul 3,
2017

Sep 30,
2017

Dec 31,
2017

Mar 31,
2018

Jun 29,
2018

Ranking Distribution by SEs

Top 1 Top 10 Top 20 Top 30 Not ranked

0

25

50

75

Google.com (USA) - Minneapolis, Minnesota, United States
Yahoo.com (USA) Bing.com (USA) (Mobile)Google.com (USA) - United States of America only (Mobile)

Positions Compared with Previous Scan

46
Improved positions

41
Depreciated positions

15
Added to SE listing

24
Dropped from SE listing

Newly Listed Keywords

Keyword

Search engine

Position
Coffee Mill Supplies

Google.com (USA) - Minneapolis, Min…Dunn Bros Coffee Twin Cities MN
 Bing.com (USA)Coffee Supplies

Google.com (USA) - Minneapolis, Min…delicious office coffee

Google.com (USA) - Minneapolis, Min…Caribou Coffee Shop MN

 Google.com (USA) - United States …

1 

2 

4 

7 

10 

Average Ranking Position

10 

Google.com (USA) - Minn…

 1

11 

Yahoo.com (USA)

 1

Top 5 Keywords by Rankings

Keyword

Google.com (USA) - Minneapolis, Minnesota, United…
Yahoo.com (USA)

 Bing.com (USA)

Best Office Coffee Maker MN

Best Office Coffee Maker Twin Cities MN

Best Single Cup Coffee Maker Twin Cities MN

Break Room Supplies Twin Cities MN

Coffee Break Service

1

-

24 
1

2  1

2  11

1

11  1

2

4  31

-

28 

Top 5 Moved up Keywords

Keyword

Search engine

Position

Dunn Coffee Maker

 Google.com (USA) - United States of America only

Dunn Coffee Maker

Yahoo.com (USA)
Small Office Coffee Maker

Google.com (USA) - Minneapolis, Minnesota, United States

Caribou Coffee Shop Twin Cities MN

 Bing.com (USA)
Office coffee Service

Google.com (USA) - Minneapolis, Minnesota, United States

2  25

4  14

16  10

6  9

5  8

715-554-3460
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Contact 
Granville Harlow
President

Blindspot Advisors, LLC
Minnetonka, MN 55343 

granville@blindspot-advisors.com
952.292.5614

blindspot-advisors.com

However beautiful the strategy, you should 
occasionally look at the results.

— WINSTON CHURCHILL

“

BLINDSPOT-ADVISORS.COM
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