


Introduction
Search engine optimization, also referred to by its acronym 
SEO, is one of the simplest, but most time consuming and 
technical aspects of getting your website to a point where 
search engines are adequately indexing your content and 
consumers can quickly and easily find your information.

The process and its impact are measured not in days or weeks 
to success, but in months and years of effort. Companies that 
have an enormous amount of success online and can garner a 
great deal of organic traffic (that which you don’t have to pay 
for) have been actively optimizing their website from the very 
start. If you’ve been properly maintaining and upgrading your 
website, optimization can be relatively easy; however, if you 
haven’t, the process can seem daunting and you likely have a 
big investment of time and energy ahead of you.

In this guide we’ll walk you through the various technical and 
local optimization efforts you should be deploying to make it 
easier for you to rank high for search terms that consumers 
are using to find an ERP solution. We’ll cover everything from 
technical steps, content, and localization efforts to maximize 
the impact you are having to solidify your footprint in the 
target geographical location you intend to focus on.

Technical Optimizations
To start out with search engine optimization, you need to 
ensure that your site is technically optimized or able to be 
indexed by the major search engines (Google primarily). The 
first step is to do a basic web search for your company (e.g.; 
Partner Company Name, Any City, USA). Did your website 
come up in the search? If it did, you at least have a good start. 
If not, then there is work to do to make sure that your site is 
being indexed.

If your site did come up in the search results, make a note of 
which pages are listed and in what order.  Is the homepage 
listed near the top of that list? If not you may want to work on 
optimizing the homepage towards key branded terms such as 
your partner company name.

You can also dive into Google Analytics to assess which 
pages are serving as “landing pages” or initial entry pages for 
organic search. If you don’t have Analytics set up on your site 
yet, now is the time to get that done.

If you have done these searches and your website is 
not coming up at all, this could be a sign that Google 
has penalized your site for not conforming to its 
standards, in which case it’s wise to contact a digital 
marketing professional to help you get it sorted out 
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right away.

Finally, it’s very important to ensure your website is mobile 
friendly. If you take a look at your analytics, you’ll see exactly 
how many of your site’s visitors are coming via a mobile 
device. As the number of mobile users expands, search 
engines are tailoring their search results to only show mobile-
friendly sites. Ensure that all pages on your website are 
fully mobile optimized and designed for a mobile-first user 
experience. What this means is that the layout and structure 
takes into account mobile viewing and expands up from there.

On-Page Optimization
Optimizing specific pages is at the core of any technical 
SEO implementation. If you are running your website 
on WordPress, we recommend the Yoast SEO tool to 
facilitate optimization efforts. If you are not using a content 
management system, you may need to code these manually.  
Essentially what on-page optimization entails is ensuring that 
the information that is listed on a search engine results page 
(SERP) is “tagged” appropriately (we’ve all seen results that 
have code or partial sentences in the description text).

Key elements that should be coded into each page of your 
website are:  Title Tags (which should include your company 
name to improve click-through rates, and be limited to 
55-60 characters in order to be fully displayed) and Meta 
Descriptions (which should include strategically descriptive 
text about what the searcher will find on the page and include 
a call-to-action such as “learn more”). It is important to note 
that you should not attempt to target or rank for the term 
“Macola” specifically. This degrades the effectiveness not only 
for Macola corporate, but also other partners reducing the 
effects. Here is an example of a good title tag structure for 
your Partner organization.

<Title> [Partner Name] | Macola Reseller & (insert partner 
specialty/value prop)</Title>

Further, you should seek to target a specific keyword or 
keyword phrase for each page of your site (or at least as many 
as needed to cover the keywords you strategically aim to rank 
for). For instance, if you have a page you want to optimize for 
“Business Process Management”, you will want to ensure that 
this phrase is included in the primary H1 tag (or headline) of 
your page. It should also appear multiple times in the content 
of that page and in image file names and image alt text 
(illustrated below) on the page. Additional variations such as 

<img src="businessprocess.jpg" alt="Business Process Management">

Reinforced keyword through 
image alt text attribute
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“BPM” or “Business Processes” should also be woven into the 
narrative to create a well-rounded capture of the keyword 
target.

Finally, well-structured page URLs are key to helping tie the 
optimization effort together. Search engines look to the URL 
structure to verify that the content it is scanning does indeed 
match the page they are suggesting to someone performing a 
search.  URLs should be clean and avoid excessive parameters 
or session IDs, they also should be as static as possible so 
avoid changing up your URLs unless they are really bad 
and not helping your overall optimization effort. URLs for 
foundational pages (such as key landing pages) should be 
strategically short to provide for better usability.  A good rule 
of thumb is around 115 characters or shorter.

An example of a good URL for Business Process Management 
would be:  “https://macola.com/solutions/business-process-
management”.  You’ll notice that the keyword is prominently 
displayed and words are separated by a dash (a clear 
indication of word separation for search engines).

Content
Content is the key to providing relevant signals to search 
engines on what any given page is about. It is important to 
note that old tactics such as “keyword stuffing” and pages 
packed with text are no longer effective and don’t appeal 
to website visitors. Instead, your content and on-page copy 
should be easy to read, straight to the point, and relevant 
to your topic while strategically incorporating your targeted 
keywords and phrases.

General website pages such as the homepage and key landing 
pages should have at least 150 words of copy incorporated 
into them in the form of at least one paragraph of text for 
the homepage and at least a few paragraphs for landing 
pages. It’s important to include enough content on the page 
to give search engines, as well as visitors to your site, an 
understanding of what the page is about.

Further, it is important to make sure that content comes 
across as real and authentic. A listing of links, bullet points, 
and graphical illustrations does not read as quality content 
to search engines, so it is important to ensure that content is 
presented in a way that emulates great writing.

When considering keywords you intend to target, consider 
mapping out a strategy that incorporates head terms (which 
are high value, heavily searched keywords but incredibly 
competitive), mid-tail terms (keywords that have search 
volumes in the hundreds and thousands but not tens of 
thousands of searches), and long-tail terms (keywords that 
are searched less frequently). By mapping out these terms in 
advance you can have a nice library to draw from which helps 
alleviate keyword cannibalization.

Keyword cannibalization is an affliction that many established 
and larger sites encounter. Knowing that each page of your 
website individually carries ranking with search engines, if you 
divide that impact around certain keywords across multiple 
pages you begin to dilute the ranking value of each of those 
pages. It is much better to concentrate certain keywords and 
phrases to specific pages that you intend to optimize and 
drive traffic to. These are often in the form of landing pages.

Finally, it is important to ensure that your website has content 
that is designed to educate your site’s visitors. This content 
often takes the form of a blog and the articles contained 
within are great locations to target mid-tail and long-tail 
terms. When creating blog posts, ensure that you use “H 
tags,” which are headings to help organize content, utilize 
images, and ensure that text is broken into easy-to-read 
paragraphs. Good headlines also keep visitors interested and 
moving through your website. This activity is often tracked by 
search engines and will further help drive SEO value for your 
site.



Duplicate Content
One content issue to avoid is duplicate content. This often 
comes into play when companies purchase blog content from 
services that mass produce content for companies at insanely 
inexpensive prices. The trouble is that they often sell the 
same article or slightly modified versions to several similar 
companies. This can result in duplicate content that is often 
penalized by search engines.

Another culprit that results in duplicate content is improper 
URL structures and sub-domains (i.e., search engines viewing 
“http://www.yourcompany.com” and “http://yourcompany.
com“ as two different websites with the exact same content. 
Similarly, older development tactics to accommodate 
mobile websites or “printer-friendly” versions of pages have 
inadvertently resulted in duplicate content errors damaging a 
website’s ability to drive SEO value.

Avoid duplicate content by investing in original content and 
ensuring a clean, responsive website that adheres to today’s 
best practices for design and structure.
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Accessibility & Indexation
This part of search optimization is certainly much more 
technical. You should engage with a digital SEO professional 
to help ensure that your robots.txt file is properly populated 
and not inadvertently blocking key content from being 
reviewed by search engines. Further, they should turn off any 
unnecessary JavaScript, Cookies, and CSS on the site and 
make sure navigation links are working properly.

XML sitemaps should also be listed in the robots.txt file and 
submitted to Google and Bing Webmaster Tools to ensure 
adequate and easy indexing of your website.

Site Architecture and Internal Linking
Having a solid and relevant site architecture is key to 
organizing content and aids in the discovery of hierarchy 
signals that help search engines organize the information you 
are presenting on your website.

It is important to keep your main navigation and sub-
navigation well organized and succinct.  Having too many top 
level navigation options can hinder the ability to quickly locate 
relevant information. Also, having information placed more 
than 2 or 3 levels in is also considered to be poor practice.

You should utilize your footer navigation to reinforce the 
general site structure and also place any ancillary page links 
in this location such as your privacy policy or terms of use 
information.

One way to ensure that site visitors are able to quickly 
navigate and find information pertinent to them is to leverage 
internal linking. On any given page, whenever there is an 
opportunity to link to additional content on your website for 
further details you should definitely provide that link. These 
links should naturally occur within the body copy of your page 
and should not be added excessively in an unnatural way that 
is counter to what you would normally read in good quality 
writing.

Site Speed
The speed with which your website can serve up pages of 
content and information has become even more important 
in the age of mobile devices. We can all relate to being in a 
poor signal location and struggling to load a web page that 
contains information we need access to right now.

There are several ways in which you can speed up delivery 
of your website. You can optimize images, ensure that 
compression is enabled, enable caching (this stores a version 



of the page on the visitor’s computer to instantly load the 
next time they visit), minify your CSS/JavaScript/HTML code, 
and use a super fast hosting service (not all hosting providers 
are the same).

Local SEO Optimization
Once you have the basics of technical optimization down, you 
can start gearing up for local optimization. Now we know that 
as a Macola partner you have access to a large geographical 
coverage area; however, leveraging your local office location 
can help you more prominently appear in search results for 
companies looking for ERP solutions in your specific area. 
These localized efforts often result in further real-estate 
on the search results page, increasing the likelihood that 
someone will interact with your company.

One basic task to complete is the development of a 
comprehensive contact page. Your contact page should 
include the complete name, address, and phone number 
of each of your staffed locations. If you have 10 or fewer 
locations, the complete name, address, and phone number of 
each should also be in the sitewide footer element. You should 
also always use Schema markup of your location data to 
further aid search engines in properly placing your company 
geographically. 

Another often overlooked element is the phone number. 
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Today, it isn’t just enough to include it on your contact page, 
consumers and search engines look for this and expect it to 
be highly visible and clickable on mobile devices. 

Getting Local Content Right
Content is an important part of any SEO effort, so make sure 
you’re not tripping yourself up with thin or duplicate content. 
One mistake companies make is to create multiple websites 
for various product lines and locations. This increases the 
potential for duplicate content and also dilutes the domain 
authority of any given website. It is best to develop strong 
location specific pages on your website if you have multiple 
locations or strong product focused content pages instead. 

Another great way to benefit local SEO efforts is to focus 
testimonials around specific geographical locations. If you 
have multiple offices, considering having separate Yelp or 
Google+ profiles for each location and encourage customers 
to provide reviews relevant to the office they are working 
with. You can then utilize these testimonials on location 
specific landing pages to further bolster the local relevancy of 
that page’s content.

Another easy win for localized content is to actively maintain 
fresh content through an on-site blog. This is a far more 
effective way to build domain authority and keyword clout 
around varying mid-tail and long-tail keyword terms. 

Freshness can help you rank for an 
ever-growing number of terms that 
relate to your company. 

Likewise, videos and images are 
page content, too. Use appropriate 
tags to label them and transcribe 
video content. Offer city-, service-, 
or product-specific content that 
can help to differentiate what your 
company does in one location vs. 
another. 

Another easy way to localize is 
to Include bios of different staff 
members at varying locations to 
introduce customers to the people 
who will be serving them. Sponsor 
events, teams, or organizations in 
different cities and write about those 
sponsorships. Host or participate 
in events in different cities as an 
opportunity for unique content. 
Interview experts within or outside Example of how Google utilizes local SEO to identify resources nearby
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of your company to create city- or product-specific content. 
Offer tips that apply to specific geographic or demographic 
audiences.

Citations
Citations or what many consider to be directory listings can 
help establish your company’s geolocation to search engines 
and also serve as a source of backlinking that can help amplify 
your domain’s authority. 

One important practice is to solidify your online link with 
Macola. This is achieved by ensuring that you actively ink 
to supporting content on macola.com along with a primary 
footer link to the macola.com homepage. This practice helps 
to complete the loop that is started by your Partner listing on 
Macola’s website. 

Citations and directory listings can appear on industry and 
trade websites and also local directories such as those 
maintained by local chambers of commerce. It is important 
that when listing a particular office location you ensure that 
the provided link takes the user to the local landing page you 
created for that office location. This is the trigger that will help 
bolster your local optimization efforts.

When providing citations and directory links, it is best to stick 
with physical addresses to send the correct signals to search 
engines. Using P.O. boxes or virtual offices can actually hinder 
your efforts.

Earning reviews
Given their power as a ranking and conversion factor, reviews 
are must-haves for every local business. Be sure your business 
is properly listed on the main review platforms, including 
the majors like Google My Business, Yelp, Facebook, and 
the Better Business Bureau. Be sure you haven’t overlooked 
industry or geography-specific review sites and are properly 
listed there. Google reviews are believed to have the greatest 
impact on Google local rankings. Generating a shareable 
Google review link can be challenging, but we recommend 
pointing users to this source for review validation. 

Before you start asking for reviews on any platform, be 
sure you know its guidelines. Do pay close attention to the 
guidelines of Google and Yelp, which are very particular. Be 
sure you’ve considered every possible way you might earn 
reviews from your customers. Don’t set up a review station/
kiosk at your place of business to ask for reviews. Always have 
customers leave reviews under their own accounts, using their 
own devices. A best practice is to have a take-away card or 
use a follow-up email that solicits the review.

Be careful not to confuse reviews with testimonials. Think of 
reviews as content on third-party websites and testimonials 
as content you publish on your own website. On-site 
testimonials can be published on your website on behalf of 
customers, but Google reps have stated that they prefer these 
not to be marked up with review Schema. Or, you can add 
a review widget to your website to have customers directly 
leave their own reviews. 



Avoid asking for too many reviews at once, at any time. 
A sudden influx of reviews can lead to filtering on some 
platforms. A slow, steady trickle over time is better than 
a sudden wave. Understand that review acquisition is an 
ongoing process you’ll be engaged in for the life of your 
business online. It’s not a set-and-forget project. Know that 
nearly every business will receive at least some negative 
reviews at some point in its history. Your greatest preventative 
measure against negative reviews is your consistent 
dedication to excellent customer service and excellent work. 
Be sure you are monitoring all review sites for red flags that 
quality has fallen off. Do respond to negative reviews with 
accountability and professionalism, and do respond to positive 
reviews, as well, taking time to publicly thank your loyal 
customers.

Social Media for Local Businesses
Avoid wasting effort and money by identifying the right social 
platforms for your business’s clientele. Maximize the return 
on your investment by focusing on the most popular social 
media sites where you know it’s appropriate to engage with 
your target audience. Bear in mind that Google Plus has gone 
through a major overhaul and is currently being promoted 
as a purely social, rather than local, platform and remains a 
strong indicator for Google’s search algorithms. 

Designate a person or persons on your staff whose regular 
duty it is to monitor and participate on your chosen sites. 
Don’t let profiles stagnate. 99% of your job as a social 
media participant is to help others, not to sell to them. 
Work to identify opportunities to be helpful, whether that’s 
answering a question, offering a resource, or brightening a 
day for somebody. Know that social media can be a hit-and-
miss experience for any business. You will likely try several 
platforms and strategies before finding a niche that works for 
you.

Out There In The Real World
All online local efforts are but a reflection of offline realities 
and goals. Be sure you’re getting it right where it counts most.

No amount of marketing can replace good business practices. 
Don’t hire employees without committing to train them in 
basic communication, customer service and the specs of your 
products and services. Don’t let any employee represent your 
business who hasn’t been trained to represent it well. Given 
the power of online reviews, the costs of a lack of training 
are too high. Implement quality controls to keep on top of 
emerging issues. Today, it is vital to know your products and 
services, know of customer complaints, and be physically 
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present in your place of business to monitor how your staff is 
serving the public. 

Local Search has often been touted as the total replacement 
of all older forms of offline advertising, but this is not true 
for all businesses. Yellow Pages, billboards, local radio, and 
local TV advertising are still viable and lucrative forms of 
advertising for some industries and some geographies. 

Remember that everything you do, whether online or 
off, is unified by a single goal: to make your company the 
one that comes to mind when a user needs a product 
or service you offer. Don’t limit yourself to the basics of 
website development, citation building, earning reviews, or 
participating in online social environments. Building local 
brand awareness can also be achieved through your physical 
participation in community events and organizations. 

Get out there and meet potential clients by attending 
meetings and conferences, contributing to celebrations, 
sponsoring teams, and making local newspaper headlines with 
your outreach in the community.

Conclusion
There are many theories about “effective frequency” — the 
number of times a person needs to be exposed to advertising 
before making a response to it. Some say the golden number 
is seven, but not everyone agrees.

What you can feel confident about is that all of the above 
steps represent efforts you are making to put your brand 
out there for the consideration of your potential customers, 
and the golden opportunity for local businesses is that their 
competition is limited by specific geography.

You don’t have to compete against the whole world, but 
rather be a consistent, reliable resource for the locations 
where you do business. Be in the right places at the right 
times and pair that with great service and your local business 
has every chance of succeeding.
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SEO Activation 
Checklist
- - - - - - - - -

Get started with local search engine 
optimization with this checklist

 F Ensure your website is 
technically optimized including 
on-page elements that target 
specific keywords

 F Develop and publish unique 
and meaningful content that 
reinforces keyword optimzation 
efforts while avoiding duplicate 
content issues

 F Ensure your website is easy to 
navigate, index, and use

 F Work to include internal linking 
to keep your audience moving 
forward through your website to 
more information and content

 F Optimize your website’s load 
speed to ensure users on a 
mobile device can quickly access 
your site.

 F Build citations on related 
directories and reviews from 
customers

 F Enhance efforts through your 
social media profiles

Additional Resources:
Improve your local ranking on Google  
https://support.google.com/business/answer/7091?hl=en

Getting started with schema.org using Microdata 
http://schema.org/docs/gs.html

Implementation Assistance
If you need assistance with implementing any of the items 
discussed within this guide, we invite you to reach out to 
our Digital Agency, Lilypod Media for assistance.

Lilypod Media Contact

Christine Baldelli

macolapartner@lilypodmedia.com

We also welcome your feedback. Please direct comments, 
suggestions, and other partner related questions to:

Lisa Wise

lisa.wise@exact.com


