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Brainstorming Content

o What do you do? Why? How?

o Ask your customers

o Ask sales: pain points? what closes the deal? Can 
they do a sales presentation using only your site?

o Site search: what do your visitors want?
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o Site search: what do your visitors want?

o Learn from the big guys: 
• Expedia publishes destination information for a reason 

• Amazon & reviews (UGC)

o Blogs have too many content virtues to list… but it’s 
got to be compelling

o Does it make sense to incorporate UGC?



Newer Techniques & Opportunities

o Universal / Blended Search Results Mean More of 
Your Content IS Content after all 
• Images, audio & video (text optimization still critical)

o Timely Content is Found Faster
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• Blogs & Feeds

o Let Your Users do the Work
• User Generated Content

� Reviews, wikis, blog comments, forums 



What Is Content?

CONTENT IS:

o Meaningful to your audience

o For improving conversion

o Integrated with site / navigation
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• Site architecture must accommodate

o Tied directly to your offering

CONTENT IS NOT:

o Irrelevant / just for search engines

o Tucked away & hidden from view

o Without call to action



Case Study: Tripwire
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Case Study - Tripwire, Inc.

Overview

Originally a well-recognized network security software 
provider, Tripwire expanded their offering to become an 
enterprise IT Change Auditing Software solution that 
allows organizations to ensure regulatory compliance, IT 
service availability, and network security. The web site 
needed to attract and educate visitors on Tripwire’s 
capabilities, and generate leads.
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capabilities, and generate leads.

Objective

o Generate targeted leads through SEO & content development

• Metrics: Search referrals & keyword rankings. .pdf downloads & registrations by search 
visitors

o Support awareness & education efforts

• Metrics: Inbound links & referrals, visits to ‘solutions’ (capabilities) pages, demo views



Tripwire Architecture

Tripwire Site Architecture - OLD

Home Page

Challenges

o Product pages alone don’t cut it

o Webcasts & white papers offer great 
content, but aren’t search friendly
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Features Faqs

Individual Product Pages

Products

Index Page

Webcast 1

Webcast 2

Registration Page

Webcasts

Chronological List

Paper 1

Paper 2

Registration Page

White Papers

Chronological List

Hidden to Search Engines



Tripwire Architecture

Tripwire Site Architecture - NEW

Individual Product Pages

Products Index

Abstract 1 Webcast 1

Abstract 2 Webcast 2

Webcasts

Categorical List

Abstract 1 Paper 1

Abstract 2 Paper 2

White Papers

Categorical List

Category Page

Solutions Index

NEW SECTION

Home Page
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Features

Faqs

Abstract 2 Webcast 2 Abstract 2 Paper 2
Content

Content

Category Page

Content

Category Page

Strategy

o Focus on “solutions” content development, 
architecture improvement & optimization

o Leverage content-rich white papers & webcast 
content for search traffic AND lead generation

o Develop niche-specific links to deep content
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SOLUTIONS CONTENT PAGE

o SEO

o Internal Links

o Call to action 

o Missed opp: “more”



Problems - Before

o High priority paper with great content, 
but search engines can’t see it (behind 
registration)

o No overview of the content of the paper -
= reduced conversions
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After - Abstract Added to Form

o Design treatment keeps form above fold 
when not clicked

o Bold headline much more readable & 
search engine friendly

o Abstract gives search engine something to 
“see”

o Gives visitors reason to fill out form



Case Study - Tripwire, Inc.

Results - Search Engines

o Overall top rankings increased  39%

o Visitors from search engines have increased 98%

o Links in all targeted categories

o Traffic from links increased 30%

Search Traffic By Category Start 1 Year

Audit / CM 3% 21%

Security 67% 27%

Compliance 0% 20%

Availability 11% 17%

ITIL / Best Practices 0% 4%

CMDB 0% 12%
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Results - Site KPIs

o 57% increase in registrations by search 
visitors (downloads, demo views, webcast)

o Non-branded search visitors twice as likely 
to return

o Visitors to “solutions” section spend more 
time on site, view more pages, register at a 
higher rate

Registrations by Visitor Type

Before After

Search Visitors Non-Search Visitors
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Case Study - TheFertileSoul.com

Overview

Dr. Randine Lewis approached Amplify Interactive to 
help her launch a new concept in infertility 
treatment. TheFertileSoul.com is a sales tool for 
Dr. Lewis’ 90-day intensive “fertility retreat” 
program for women having troubles conceiving
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Objective

o Generate qualified prospects and registrations for the new retreat program 

Challenges

o New category - nobody was looking for “fertility retreats”

o Very high-ticket item with a  price tag of around $9,000



TFS Architecture

Retreat Content

Seminar Content

Retreats & Seminars

Individual Case Studies

Case Studies

Testimonials

Information

Acupuncture

Diet

Herbs

Treatments

Symptoms, Western Approach

Our Approach & Treatments

PCOS

Endometriosis

Diagnosis

Home Page
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Individual Testimonials

Testimonials

Individual Articles

Articles

Causes, Definition, Symptoms

Natural Treatment, IVF

Endometriosis

Diagnosis Sub-Page

Additional DiagnosisNEW CONTENT



TFS Architecture

Retreat Content

Seminar Content

Retreats & Seminars

Individual Case Studies

Case Studies

Testimonials

Information

Acupuncture

Diet

Herbs

Treatments

Symptoms, Western Approach

Our Approach & Treatments

PCOS

Endometriosis

Diagnosis

Home Page
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Individual Testimonials

Testimonials

Individual Articles

Articles

Causes, Definition, Symptoms

Natural Treatment, IVF

Endometriosis

Diagnosis Sub-Page

Additional DiagnosisNEW CONTENT

STRATEGY

o Keyword research pointed to logical content expansion



STRATEGY

o SEO

o Internal links

o Call to action 
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Results

o Mimicry is the highest form of flattery

o Non-branded searchers increased 500%

o Non-branded searchers 2.5 times more likely to return

o Search visitors twice as likely to convert
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Lessons From Case Studies

o Challenges
• Bulk of content either behind a registration or in non-text format 
(audio / video / flash)

• Can’t link to individual pages

• Best stuff is in PDFs

o Strategies: 
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o Strategies: 
• Improve architecture

� Provide text - give search engines something to index

• Keyword optimization - let the content be your guide
� Unique title tags & META descriptions directly from content

• Categorize content & cross-link
� Don’t be lazy & order by date - very user-unfriendly

� Add directory / category pages as needed

o You’ve gotta have a plan!
• How are you going to keep the site fresh over time?



Thank You For Your Time!

Benjamin Lloyd, President


