
Assessing Your
Digital Marketing

vs. Your Competitors



� Dan Stratford
� Digital Marketing Since 1997

� SEO

� Adwords/PPC/Paid Search

� Website Development

� Social Media

� Product Development to Business Development
� Dex Media - $28M to Over $120M
� LexisNexis – Grew to Over $10M/Year
� C1 Partners – Grew a $1M Agency
� Lawyermarketingexpert.com

� Strategic
� Messaging Development
� Results Based Strategy Development
� Tracking Results at Conversion Level

Digital Marketing Strategist
Uniquely Qualified to Help Business With Digital Marketing
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Analyzing Your Site

Keywords, Rankings, Adwords Opportunity

On-Site SEO 

Off-Site SEO, Social & Competitive Analysis

Agenda
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You vs. Your Competitors Grid



Site Value
� SEMRush

� Site “Value”
� Keyword Research
� Competitive Research

� Strategy
� Keywords
� Ad Spend



Site Value



Target Keywords



Process 
Helps to 

Determine 
Strategy

Step 1: 
Keyword 

Research/R
anking 

Analysis

Step 2:
Website 
Audit

“On-site”

Step 3:
“Off Site” 

Audit

Step 4:
Competitive 

Analysis

Strategy Development



Step 1: Keyword Research

• Targeted Terms
• Highest Search Volume
• Current Rankings
• Adwords Opportunity



Why Keywords?
� The Foundation of Your Campaign:

� SEO
� Social Media
� Advertising 
… all Keyword Oriented



High Cost
& Competition

Low Cost
& Competition

Low Probability
of Conversion

High Probability
of Conversion

1 Word Phrases
“boots”

2-3 Word Phrases
“ski boots denver”

More Descriptive Phrases
“where to buy ski boots in denver”

Search 
Volume

Unique Search Terms

>70% of all Google 
searches are long-tail 
keyword searches

Long Tail vs. Head Terms



Long Tail vs. Head Terms
� Head Terms

� Your Most Competitive
� Discover if you can compete here in the short term
� May need to be a long-term play
� Often very profitable
� Drives a large number of leads

� Long-tail Terms
� Allows you to make short term wins
� Takes less effort and money (links)
� Can be very profitable
� Leads may “trickle” in



Your Current Rankings
Not ranking on the first page, but there is some low hanging fruit…



Adwords Opportunity
Estimated Best Case Scenario*
Cost Per Click: $25
Conversions to Lead: 17%
Cost Per Lead $141
Conversions to Sale Rate 15%
Cost Per Acquisition: $940

Estimated Worst Case Scenario*
Cost Per Click: $200
Conversions to Lead: 5%
Cost Per Lead $4,000
Conversions to Sale Rate 5%
Cost Per Acquisition: $80,000

Recommendations:
• Need to track leads separate from organic
• Budget $3,000 to $10,000 a month
• May never be profitable in the short run
• Need to cashflow

Note: Upcoming Class on Adwords-Tuesday, March 21, 2017, 4:00 PM to 6:00 PM



Example: Local PI Law Firm
Keyword Search Volume CPC Click/Rate Clicks Budget 

Conv/Lead
/Rate Leads Cost/Lead Conv/Sale/Rate Sales Cost/Acquisition 

denver personal injury attorney 480 $200.63 8% 38 $7,704.19 5% 1.92 4012.6 10% 0.19 $40,126.00 

personal injury attorney denver 390 $172.51 8% 31 $5,382.31 5% 1.56 3450.2 10% 0.16 $34,502.00 

denver personal injury lawyer 320 $150.01 8% 26 $3,840.26 5% 1.28 3000.2 10% 0.13 $30,002.00 

personal injury lawyer denver 210 $170.69 8% 17 $2,867.59 5% 0.84 3413.8 10% 0.08 $34,138.00 

personal injury attorney denver co 210 $114.23 8% 17 $1,919.06 5% 0.84 2284.6 10% 0.08 $22,846.00 

personal injury lawyer denver co 210 $100.00 8% 17 $1,680.00 5% 0.84 2000 10% 0.08 $20,000.00 

denver car accident attorney 140 $220.23 8% 11 $2,466.58 5% 0.56 4404.6 10% 0.06 $44,046.00 
denver car accident lawyer 140 $37.89 8% 11 $424.37 5% 0.56 757.8 10% 0.06 $7,578.00 

car accident lawyer denver 110 $208.77 8% 9 $1,837.18 5% 0.44 4175.4 10% 0.04 $41,754.00 

accident attorney denver 110 $150.48 8% 9 $1,324.22 5% 0.44 3009.6 10% 0.04 $30,096.00 

car accident attorney denver co 90 $200.32 8% 7 $1,442.30 5% 0.36 4006.4 10% 0.04 $40,064.00 

auto accident attorney denver 90 $196.76 8% 7 $1,416.67 5% 0.36 3935.2 10% 0.04 $39,352.00 

personal injury lawyer denver colorado 90 $165.01 8% 7 $1,188.07 5% 0.36 3300.2 10% 0.04 $33,002.00 

denver personal injury lawyers 90 $116.02 8% 7 $835.34 5% 0.36 2320.4 10% 0.04 $23,204.00 

denver dog bite lawyer 90 $100.00 8% 7 $720.00 5% 0.36 2000 10% 0.04 $20,000.00 

wrongful death lawyer denver 90 $100.00 8% 7 $720.00 5% 0.36 2000 10% 0.04 $20,000.00 

denver wrongful death lawyers 90 $100.00 8% 7 $720.00 5% 0.36 2000 10% 0.04 $20,000.00 

denver personal injury attorneys 90 $100.00 8% 7 $720.00 5% 0.36 2000 10% 0.04 $20,000.00 

denver colorado personal injury attorneys 90 $100.00 8% 7 $720.00 5% 0.36 2000 10% 0.04 $20,000.00 
denver auto accident attorney 90 $90.01 8% 7 $648.07 5% 0.36 1800.2 10% 0.04 $18,002.00 
Totals	and	Averages 4650 $137.85	 8% 372	 $51,278.66	 5% 18.6 $2,757 10% 1.86	 $27,569.17	



Step 2: Site Audit

•Messaging & Design
•Content
•SEO Factors



Step 2: Website Audit - Messaging
In order to maximize the quantity and quality of clients generated from website traffic, it is 
vital that the content on your website engages your target buyer personas.
Bottom line: engage with your prospects’pain points, needs and desires before you 
begin talking about yourself.



Messaging Platform Example
Engagement	Message

You	have	invested	in	a	website	that	does	not	
produce	as	many	new	clients	as	it	should.	
You	are	unsure	as	to	what	is	the	best	way	to	
drive	leads	and	clients	to	your	business	from	
your	website.	You	don’t	know	who	to	trust	to	do	
your	Internet	marketing.
You	do	not	have	a	strong	web	presence
Your	competitors	are	stealing	prospects	from	you	
because	they	do	a	better	job	of	Internet	
marketing	than	you	do.

Solution	Message
You	want	the	Internet	to	drive	profitable	sales	
for	your	business.

You	want	to	know	which	programs	are	working	
so	you	can	continue	to	make	knowledgeable	
decisions	about	how	to	invest	your	marketing	
dollars	wisely.

You	have	a	marketing	partner	you	can	trust	to	
look	out	for	you	and	help	you	succeed	in	your	
online	marketing	efforts.

Value	Prop/Positioning	Statement
Stratex Digital Marketing is the only digital 
marketing consulting firm that has the 
knowledge and experience to help you develop 
the best digital marketing solution for your 
business and then find the best solution 
provider for your business so you can rest 
easy knowing you made the right decision that 
will meet your specific goals. Unlike other 
“consultants” who are trying to sell you their 
services from a subjective position, Stratex
enhances your team and to help make sure 
the right program is implemented for your 
business.

Reinforcement	Message
You	have	a	business	or	firm	that	is	growing	
and	thriving.	You	sleep	easy	knowing	that	
your	marketing	is	working	so	you	can	
focus	on	running	a	more	successful	
business.	You	feel	in	control,	you	do	not	
spend	time	worrying	about	how	you	are	
going	to	drive	leads	and	sales	for	their	
business.

• Testimonials
• Certifications
• Experience

Stratex Digital 
Marketing Solutions



Website Audit
Messaging?
Are you addressing your prospects 
completely?

1. Engagement Message?
Sort of

2. Solution Message?
Yes

3. Company Positioning?
Yes

4. Testimonials
Yes

5. Calls to Action
Yes-Could be stronger

6. Differentiator?
Not Prominent

7. Video?
No

8. Enough Home Page Content
No

9. Social Media Links
Yes

10. Blog
Yes

11. Trust Signals
Yes

12. NAP (Name Address, Phone)
Conflicts With Other Practices



MOZ-White Board Fridays
https://moz.com/blog/what-should-i-put-on-the-homepage-whiteboard-friday



Enough Page Content?
� Average number of words of landing pages 

that rank on the first page of Google:

� Over 2,000

� Yikes!



Enough Page Content?
Case Study of Importance of Content:
Site went on java-script based platform.
Google Could not read the site-even 
with the “pre-render” solution installed.
Fixed the site and rankings recovered.



On-Site Technical Factors
� Title and Meta Tags
� Site Speed
� Local Schema/Site Markup
� Naming Pictures
� Video Names/Descriptions
� Internal Linking
� Site Architecture
� Duplicate Content?
� Thin content?
� Mobile Friendly



On-Site SEO Training

1st Tuesday in February
Here from noon to 1:30



On-Site Tools
� Google Search Console (Formerly Webmaster Tools)

� Keywords

� Site Health

� Errors

� Much More

� Google Analytics

� What pages get most of your traffic?

� Setup goals
Which pages convert

� Site Speed Checker: https://developers.google.com/speed/pagespeed/insights/

� Thin Content Checker (Panda):
https://robhammond.co/tools/panda

� Duplicate Content Checker:
http://www.siteliner.com/

� Mobile Friendly:
https://search.google.com/search-console/mobile-friendly

� Number of Indexed Pages:
Google Search: site:domain.com



Indexed Pages:
See how many 
pages.
See your title
and meta data



Skis

Racing Skis

Slalom Giant 
Slalom Downhill

All 
Mountain 

Skis

Traditional Rocker Hybrid

Site Structure – Support Keyword Targets

Local Note:
“Racing Skis” page may be www.domain.com/racing-skis-denver, but do 
not change navigation to “Racing Skis Denver”



Steps 3 & 4: Off-Site 
SEO, Competitive Analyss

• Links
• Citations
• Social Media



Tools for Off-Site SEO

Link Analysis and Social Media Analysis Tools
• MOZ.com
• Ahrefs.com
• Majestic.com



Website Authority
Domain Authority (DA) and Page Authority (PA) are website metrics 
developed by Moz. It is one of the most important numbers known to 
SEOs.

Page Authority
We score PA and DA on a 100-point, logarithmic scale. Thus, it's 
easier to grow your score from 20 to 30 than it would be to grow 
from 70 to 80. We constantly update the algorithm used to calculate 
Authority, so you may see your score fluctuate from time to time.

Page Authority vs. Domain Authority
Whereas Page Authority measures the predictive ranking strength of a 
single page, Domain Authority measures the strength of entire 
domains or subdomains.



• Cannot rank a site without it
• Needs continuous effort
• BAD link building can kill your 

rankings
• Need a consistent & natural looking 

approach

Why Off-Site Optimization?
In a competitive market

Off Site Optimization



Good Links?
• Branded
• Naked
• Keyword Text Links
• Follow
• No-Follow
• Not Sitewide

Bad Links?
• Keyword Text Links
• Follow
• No-Follow
• Sitewide

Link Profile Is Not So Simple…Needs to be Balanced

Off Site Optimization



What Does Google Want?
� The best experience for the searcher…

� …so they come back.

Backlinks Are a Vote/Reference

� From Quality Sites

� From Relevant Content

� From Relevant Websites

� Bad Backlinks Can Be Difficult to Overcome

Social Media
� Are you setup on Google +, Facebook, LinkedIn, 

Twitter and others?

� Are you active in social media?

Google & Other Properties
� Google Plus

� Google Authorship

� Local Directories: Google, Yelp, Yahoo!, Bing & 
Others

Off-Site Factors



Case Studies
• Attorney
• Tech Company
• Home Builders

Note:
Off-site SEO class Tuesday, February 
21, 2017
4:00 PM to 6:00 PM



Links Acquisition
Denver PI Law Firm
• Losing Links

• Link profile looks 
dated.

• Need more 
“branded” links



Links Acquisition and Social Media



Link Profile



Off-Site Analysis
You vs. Your Competitors – Site Quality is Lower – Due to low quality links

denver personal injury attorney
0.4Local http://www.andersonhemmat.com/ n/a n/a
0.5Local http://www.danielrrosen.com/ n/a n/a
0.6Local http://www.mydenveraccidentlawfirm.com/ n/a n/a

1Organic https://www.avvo.com/personal-injury-lawyer/co/denver.html 84 64
2Organic https://www.sawayalaw.com/ 34 45
3Organic http://www.danielrrosen.com/ 29 40

4Organic
http://lawyers.findlaw.com/lawyer/firm/personal-injury-
plaintiff/denver/colorado 90 42

5Organic
http://attorneys.superlawyers.com/personal-injury-
plaintiff/colorado/denver/ 85 28

6Organic https://denver.thumbtack.com/personal-injury-lawyers/ 84 1
7Organic http://www.hlaw.org/ 27 38
8Organic https://www.dancaplislaw.com/ 25 37
9Organic http://www.denveraccidentlawyer.com/ 13 26

10Organic http://www.coloradolaw.net/denver-office/ 38 38
Average of Competitors 35 32
https://www.personalinjurylawfirmdenver.com/ 18 21



Off-Site Analysis
You vs. Your Competitors – Site Quality is Lower – Due to low quantity quality links

car accident lawyer denver
0.3Ad n/a n/a n/a

Rank Type URL DA PA
0.4Local http://www.andersonhemmat.com/ n/a n/a
0.5Local http://www.hlaw.org/ n/a n/a
0.6Local http://www.danielrrosen.com/ n/a n/a

1Organic http://www.danielrrosen.com/areas-of-practice/car-accidents/ 29 36
2Organic http://www.hlaw.org/ 27 38
3Organic https://www.sawayalaw.com/ 34 45

4Organic
http://lawyers.findlaw.com/lawyer/firm/motor-vehicle-accidents-
plaintiff/denver/colorado 90 37

5Organic https://fdazar.com/ 34 39
6Organic http://www.mydenveraccidentlawfirm.com/ 20 32
7Organic https://mcdivittlaw.com/auto-accident-lawyer/ 33 19
8Organic http://www.coloradolaw.net/practice-area/auto-accidents/ 38 39
9Organic https://www.injurylawcolorado.com/practice-car-accidents.html 30 35

10Organic http://www.callpaul.com/ 17 30

Average of Competitors 29 34
https://www.personalinjurylawfirmdenver.com/ 18 21



Local SEO Needs Improvement
Citation Accuracy & Quantity Need more to get into top 3…

ISSUES:
Some 
duplicates
Room for 
Improvement.

What are Citations? 
Citations For Local SEO. ... A 
citation is an online reference to 
your business's name, address 
and phone number (NAP). Like 
links to your website, Google 
uses them when evaluating the 
online authority of your 
business. 
Important Citation Factors 
Accuracy - Your business's 
name, address and phone 
number (NAP) must be 
consistent across all directories, 
with no duplicates. 
Quantity and Quality of 
Directories - Having more and 
better citations have a positive 
effect on your rankings. 



Local SEO Needs Improvement

Good job 
getting these 
setup

ISSUES:
• Branding 

issues 
• Confirm you 

have a 
different suite 
number than 
everyone else.

• Need more 
citations

Note: Upcoming Class on Local SEO, 
Tuesday, March 7, 2017, 12:00 PM



Recommendations
Needs a lot of work
1. Need to improve on-site 

and off-site SEO
2. Could spend $3,000 to 

$7,000/month on SEO
3. Get social signals
4. Some low hanging fruit 

opportunities (wrongful 
death)



Links Acquisition and Social Media

MJFreeway
Due to PR and 
company history their 
domain authority and 
incoming links is higher 
than their competitors
Recommendation:
• Add/Adjust On-site 

Content
• Targeted Links



Recommendations
Mostly On-site, with targeted off-site.
1. On-Site

1. Determine target keywords
2. Add content
3. Improve internal linking
4. Strategic blogging

2. Off-Site
1. Continue PR
2. Targeted link acquisition



Off-Site Analysis
Significant 
Room for 
Improvement for 
Off-site Local 
SEO
• Some Missing
• Inaccuracies
• Need to go 

with your 
actual 
business 
name for your 
main listing



Recommendations
Mostly Local
1. Local SEO

1. Remove incorrect addresses
2. Integrate with website
3. Increase citations
4. Get reviews

2. Result
1. In top 3 organic results (from bottom of 

first page) within 2 weeks



Exceptions



Large Sites
Examples:
• Amazon
• Yelp
• eBay
• “Allstate” insurance

How to Treat Them:
• Make note of these
• Don’t compare your site 

to these
• You can outrank these
• They may be a good 

place to be listed
• May need to focus on 

local



Large Sites
Examples:
• Amazon
• Yelp
• eBay
• “Allstate” insurance

How to Treat Them:
• Make note of these
• Don’t compare your site 

to these
• You can outrank these
• They may be a good 

place to be listed
• May need to focus on 

local



Anomalies

High Ranking in Competitive Market-No links
High Ranking-Not much content
Local Presence-Bad Local Presence
Keyword Rich Domains

Google sometimes brings back the least worst 
results.



Reach Out

•Dan Stratford
•dan@stratexdigitalmarketing.com
•Cell: 720-985-7945
•StratexDigitalMarketing.com
•3461 Ringsby Court, Suite 435
•Denver, Colorado 80216 


