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Sharing SEO Data
with Bl & Data

Warehousing:
What? Why? How?
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- Earn points by signing up, attending, and participating

- Unlock hew levels, earn badges and check our
leaderboard

- Use #SuperSEOGame to continue the conversation

- Have fun!
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Zaine Clark
Co-Founder/

Data & Demand Generation @
Financial-Hope.com
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Whatlis SEO Data?

Integrating SEO & Bl

Integrating SEO & Data Warehousing



What s SEO Data?
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What is SEO Data & Where Does It Come
From?
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Common SEO Data Points

Conversions
Conversion Rate
Keyword Rankings
Click-Through Rate
Website Traffic
Backlinks
Internal Links
CONVErSIONS (yean, iknowis here twice)
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Conversion Data
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@ Ecommerce Conversion Rate

200%

1.00%

Oct8 Oct 15 Oct22 Oct29
ionRate | i Revenue | Average Order Value Unique Purchases Fallout Visualization v
o [
0.49% 86 $76,458.79 $889.06 122 G =
o Fallout Bvx
All Visitors o x

190,269

All Visite
=
190,269 visitors

On What
c (o | d ence Do Google Analytics e —

EVENTUAL PATH v

Page - purchase: step 1 ey

19963 visitors

Adobe e

Page = purchase: step 2. FEmey
14631 vistors

Analytics e

Page = purchase: thank you E" e
10324 visitors

You Need the
Data?
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Keyword Ranking Data
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On What
Cadence Do
You Need the
Data?

OAOX

Click-Through Rate

clicks/impressions = CTR
clicks/estimated search volume = CTR

A Google Search Console

Google Ads b Bing webmaster tools

235 1,695 139% 25
: 195 1158 168% 34 = r I



Traffic/Sessions/Users

Adobe
Analytics

h

Google Analytics

Users ¥ VS. Selecta metric
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Link Data
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How Is SEO Data Used?
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What Questions Can You Answer?

Why is page [ X] our top performing page?
Why don’t users convert from [this] section of
our site?

How many conversions do we get from our
Affiliates?

What is our ROl on our social media campaigns?
What is the ROI of our blog content?

What is our projected revenue from [channel]
this year?

How many pages are users visiting before
converting?

Where are users exiting our site without

converting?
cncrawl



Example Story With SEO Data

Content adjustments were made to the [seo-data-talk page.
The page is now ranking in position 2 for the term “seo data”
(MsV of1,000) (previously ranked in position 7)

e The page has seen an average of 1,000 sessions/week since
the changes were made (previously at 600 sessions/week)

e The page has seen an average of 500 conversions/week since
the changes were made (previously 450 conversions/week).

The Story?

The edits increased visibility and traffic, but conversions
are suffering. Although we are averaging an additional 50
conversions/week - our conversion rate dropped from 75%

to 50%!
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Why Should You Use SEO Data Elsewhere In Your
Organization?

OAOX oncrawl



Why Share?

e Additional resources to help you scale
e Better/Faster reporting

e Multiple sources of data in one place

e Help with automation

e More time spent on strategy and innovation
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Why Share?

Understand customer journey/life-cycle
Deeper understanding of customer wants/needs
Improve customer-facing software/web applications

More time spent on strategy and innovation

cncrawl



Integrating SEO & Business
Intelligence



Why would a Bl team use SEO-specific data?



e Eliminate data silos
e Create/Establish a single source of truth
e Data/Reporting accuracy

e Work with end users to understand reporting needs

| |a

BUSINESS INTELLIGENCE BUSINESS INTELLIGENCE

t 1
@ DATA SILOS @

DW SILO HADOOP SILO
2 8 8 @ o
[e]

OLTP ERP CRM DEVICES WEB SENSORS SOCIAL
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Questions for Bl

Why are our sales dropping for [this] product line?

[Competitor] is outperforming us in [this]market. Do you
have any insight into why?

We've seen extreme growth for [product] in the last 5 weeks,
do you know what is driving that?

We are seen a dip in applicants. Do you know what may be
causing this?

cncrawl



Conversion Funnels

+ Add Segment
100.00% Sessions

Cant
- 87K

and Shipping
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e Understand customer journey/life-cycle

e Deeper understanding of customer wants/needs
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Social Media/WEB Sitee
He jumps onto the company’s
Facebook and website pages to
learn more where he sees great
recommendations from other
people including 2 of his friends.
He is very pleased to learn about
their sustainability program.

.
Presence
Sammy visits the store. The
store staff know that Sammy
has been past the store
previously via the wireless
tracking of his smartphone
but do not know anything

°
else about Sammy yet. Loyalty Programs

They offer Sammy the
chance to sign up to their
loyalty program where he is
rewarded with a free hot i
chocolate after his 9th visit. 53

Mobile Technologies
Sammy loads a Smartphone app
which enables him to track his
loyalty progress and personalise
his requirements. The app enables
the store to start building a profile
of Sammy thereby enabling highly
targeted and relevant offerings

@ Digital Experiences

www.digitalexperiences.com.au

‘® Digital Signage

Digital Experience Journey

Sammy comes across a new Chocolate
store which has opened at his local
shopping centre. He is impressed with the
Digital Media displays in the store
shawing how the chocolate is made.

Digital Signage . Marketing Automation

The Digital Signage in Customers are being segmented and

the store starts to targeted with automated emails which
reflect comments made | identifies Sammy as a Dark Hot Chocolate
by loyal customers. lover thereby automatically joining him to

S Sroin
this oo “*Mobile Technologies/WEB
Sites/eCommerce

The next time Sammy visits the shopping
centre the app offers him the opportunity
to re-order what he purchased last time
befare getting to the store sa that his
favourite hot chocolate is waiting for him.

*Experience Engine

The store now has a single view
of Sammy by bringing together
data from each of the touch points
with Sammy. They greet him by
his first name and have
established a highly Loyal
customers who brings his friends
in to the store so that they can
get the same experience.

Uli“&Q
/)

B
Gamification
Gamification is used to drive
increased sales through leader
boards and badging which shows
the most popular chocolate items
! and the nickname of customers

é who have visited the most number

of stores.
Mobile Technologies/

Marketing Automation
Sammy utilises his QR Code
reader via the store app to scan
the product he has purchased
and then rate it which is posted
directly to Facebook.

[ ------eSocial Media/Marketing

) Automation
Sammy is so impressed with the experience
that he gets in store and the exciting offers
targeted to him through the App and
automated emails that he starts posting on
Facebook and encouraging his friends to also
visit the store and purchase products.

< Share Image

https://boagworld.com/audio/customer-journey-mapping/
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How do you share SEO data with Bl teams?



e Data Warehouses
e Recurring Reports

e Ad-Hoc
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Should you store your SEO data in a data
warehouse?



Easy way to store data from multiple sources into one place

Easier and more accurate way to look at data historically from
various sources

Creates a source-of-truth for SEO related data that is
accessible to other departments, relieving your ad-hoc
requests

cncrawl



Integrating SEO &
Data Warehousing



Why would you store SEO data in a data warehouse?



e Enables Historical Insight
e Enhances Conformity and Quality of Data

Top Redasons To e Boosts Efficiency

Use A Data ¢ Increase the Power and Speed of Data Analytics

Warehouse for
SEO Reporting
and Insights

e Drives Revenue
e Scalability
e Interoperates with On-Premise and Cloud

e Data Security
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How do you get SEO data to a data warehouse?



e Digital advertising platforms such as Facebook, Google,
LinkedIn, Snapchat, TikTok, Twitter, Criteo, Taboola, and
Outbrain.

Getting Data
into A Data

e Google Analytics/Adobe Analytics

Warehouse e CRM systems (Salesforce, HubSpot, etc.)

e Customer data platforms (Segment, Exponeaq, etc.)

Data Sources

e Automation platforms s(HubSpot, Mailchimp,Klaviyo, etc.)

e Ecommerce and payments platforms (Shopify, Stripe, PayPal,
etc.)

e Social media platforms (Instagram, Twitter, Linkedin, and
Facebook) cnorawl




e Supermetrics

 rveton Stitch

Getting Data A Talend Company

into A Data

Warehouse [N Q FUNNEL

¢ Funnel.io

Data Modeling

I
ERUPERMETRIC S—
I

‘\\\‘ Fivetran
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Getting Data
Into A Data
Warehouse

Data Modeling

Schema

e List metrics and
dimensions and what
source they come from

o Goalis to store clean,
consistent, usable
data

e Ensureyouhave
standardized schemas
and naming conventions

CAMPAIGN

SCENARIO

@, CAMPAIGN_ID: Number

€@, SCENARIO_ID: Number

CAMPAIGN_NAME: String
CAMPAIGN_UID: String
IS_ACTIVE: Number
IS_SHUTDOWN: Number
MODIFIED_DATE: Datetime
SPONSOR: String
DESCRIPTION: String
YALUE_PROPOSITION: String
GOAL_DESCRIPTION: String
START_DATE: Datetime
END_DATE: Datetime
XML_DEFINITION: Clob

SCENARIO_UID: String
SCENARIO_NAME: String
IS_ACTIVE: Number
MODIFIED_DATE: Datetime
DESCRIPTION: String
AML_DEFINITION: Clob

CAMPAIGN_SCENARIO
F. ™
‘ @, CAMPAIGN_ID: Number (FK)

@, SCENARIO_ID: Number (FK)

SCENARIO_END_STATE

€, SCENARIO_ID: Number (FK)
€, USER_ID: String (FK)

@, CONTAINER_ID: String

&, CONTAINER_TYPE: String

SCENARIO_CLASSIFICATIONS

(€, SCENARIO_ID: Number (FK)

&, CLASSIFICATION_NAME: String

|

o

cncrawl



Getting Data
into A Data
Warehouse

Data Modeling

Establish data transfers

o Utilize APl connections or build your own connections
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B 58% c
58 % e
BOUNCE RATE
5%  Refera
7% Socia New Ret
1.853.672 : : : :
Top 3 Channels by Conversion Top 3 Campaigns by Conversion Top 3 Pages by Conversion
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Grab your controller,
it’s time for Q&A!
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