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Meet Heather Lloyd-Martin
The Pioneer of SEO Copywriting

Described as a fast-talking, fiery redhead, Heather Lloyd-Martin is a 20-year marketing veteran,
a recognized author and considered the pioneer of SEO copywriting. Recognized worldwide as a
first-generation search marketing expert, her life is split between watching the search engines
dance and pinpointing the exact direct-response copywriting strategies that make people buy.

For over 10 years, Heather’s firm, SuccessWorks, has been training corporate in-house SEO
copywriters and creating revenue-driving Web site content campaigns. Companies of all sizes,
from Fortune 50 retailers, search engines and publishers to financial services and travel
destination sites, are among SuccessWorks’ client base. Additionally, freelance online writers
and small business owners consider their “go-to” resource for everything SEO copywriting.

In her spare time, she enjoys crazy-making travel, grueling workouts, Starbucks extra-hot soy
lattes and hanging out with her husband, two dogs and one cat in Portland, OR.

For more information and to subscribe to Heather’s free, weekly e-letter, SEO Copywriting Buzz,
Visit www.seocopywriting.com.




SuccessWorks Overview

e Pioneers in SEO content since 1999

* Train clients in SEO copywriting best practices

« Develop strategy, new content and edited
content

* Founders of SEOCopywriting.com




What is SEO content marketing, anyway?

- Articles

- News releases

- Blog posts

- Product pages

- Subcategory pages
- FAQ pages

- White papers

- Facebook pages

- Twitter Tweets

Any writing that showcases your messaging, builds your brand and helps make sales




Why Care About Content?




The Importance of SEO Content

How the text Is written can
have a tremendous
Impact on search
positions and
conversions

It's not enough to “just
have content” or “stick
keyphrases in copy.”




Your Main Advantage

Control




Tip #1: Check your content to see
how it's perceived by search engines




Does this make you want to whip out your
credit card? In other words, Is your content
engaging and is It hitting its mark?




Create a customer persona

How can you write effective copy if you don’t know who you’re writing it
for...? Consider:

- Who is your target audience (Hint: It's not “everyone.”)
- Do you have multiple target audiences?

- How old is your typical buyer/reader?

- What level of education have they reached?

- What are their average income levels?

- What benefits are important to them?

- What are their hopes, fears and desires?
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Does this make you want to whip out your
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Think about your messaging

Match your messaging to your target audience(s). Consider:

- What are the benefits of working with you - and why are those benefits

important to your target audience?

- What specific objections do you have to overcome?

- What is your competition doing and how do you position your company
within your local or national marketplace?

- What do you want your readers to do (make a purchase, learn more about a

product, call you for more information).

How you say what you say is extremely important




Tip #2: Expand your keyphrase
universe




Look for opportunities
to build out new,
unigue content.







Tip #3: Free yourself from “fake rules”




You don’t have to hit a specific
keyword density or word count




General SEO content “rules”

 Include your keyphrases in headlines and
subheadlines

 Include your keyphrases in hyperlinks

* Include your keyphrases throughout the content where
it fits naturally (no keyphrase stuffing!)

* Use a keyphrase-rich title

e Focus around 2-3 keyphrases per page




Here’s a good example of Web page that follows the general SEO content rules.
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Tip #4: Help your Titles sizzle off the
SERP




Think of titles like headlines




Title structure

Write your title like a headline. Think “clickability.”
Try to keep your titles to around 70 characters with spaces.
Include your main keyphrases within the title.

Clearly explain what the landing page is about using your main

keyphrases where it makes sense (where they would take place during
natural conversation).

Include benefit statements (such as “free shipping”) whenever possible.

Experiment with the title, including your phone #.
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Tip #5: There’s always something you
can do




Beware the Website mullet

Check for outdated copy. Worst
offenders can be found in your:

- Press pages
- Conference/events pages
- Product pages

- Old articles that are obviously
outdated

Set up an editorial plan to update the
“old” copy. This will keep your
content fresh and make the search
engines happy.

SUCCESS

WORKS

erful SEQ Copywriting




Leverage content opportunities

e Can’t change the existing template? Start a blog and/or
write articles.

e Are your pages unoptimized? Rewrite them or “edit”
pages for keyphrases.

e Consider Twitter, Facebook, LinkedIn, YouTube and
other channels to engage customers in a new way.




Finally, there’s an easy way you can learn the
secrets of SEO copywriting — for less than
$1.37 a day.
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