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Agenda - SEO Fundamentals

▪ Presenter’s Background & Qualifications 
▪ How Search Engines Work & How Do People Interact 

With Them 
▪ Why Do Search Engine Optimization (SEO) 
▪ Measuring & Tracking Success 
▪ Keyword & Content Topic Research 
▪ SEO Friendly Design and Usability 
▪ How Popular Are You? 
▪ Conclusions
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How To Redeem Your $1,000 of Free B2B Data

Contact: Sky Cassidy 
MountainTop Data 
scassidy@mtd-email.com 
(818) 252-8140 x2788 
www.MountainTopData.com
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The Direct Marketing Association of Northern 
California

The Direct Marketing Association of Northern California 
was formed to educate, inform and provide networking 
opportunities for Direct and Online Marketing 
professionals in the San Francisco Bay Area.  
 
We hold monthly seminar meetings, certification 
workshops, periodic half-day seminars, and provide 
opportunities for the best in learning and job networking in 
the Northern California marketing community



© Copyright 2018 The Direct Marketing Association of Northern California. All rights reserved. 

CERTIFICATION WORKSHOP

https://dmanc.org/certification/

Upcoming Certification Workshops

Mar 16, 2018 10:00am-12:00pm PST  Advanced Search Engine Optimization 

Mar 23, 2018 10:00am-12:00pm PST  Improving Email Marketing Response Rates 

Apr 20, 2018  10:00am-12:00pm PST  Pay Per Click Advertising Fundamentals 

Apr 27, 2018 10:00am-12:00pm PST  Advanced Pay Per Click Advertising 

May 4, 2018  10:00am-12:00pm PST  Web Analytics 

May 18, 2018 10:00am-12:00pm PST  Advanced Web Analytics 

http://www.dmanc.org/certification.htm

http://www.dmanc.org/certification.htm


© Copyright 2018 The Direct Marketing Association of Northern California. All rights reserved. 

CERTIFICATION WORKSHOP

https://dmanc.org/certification/

DMAnc Certification Requirements

▪ A certificate requires the completion of any 8 courses, 
taken within two years of starting.  

▪ Of course, if a certificate isn’t in your immediate plan, 
you can take as few or as many of the courses as you’d 
like.  

▪ Students who complete a certification program will 
receive a frameable Certificate of Completion as well as 
a digital badge to include on your website, blog, email 
signature, or social profiles.
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About The Instructor

John Thyfault, Vice President, Search Engine & Social Media Marketing at 
Beasley Direct and Online Marketing 
▪ John Thyfault has more than 20 years of marketing, sales and product 

development experience. His knowledge of search engine optimization (SEO), 
pay per click (PPC) marketing and social media marketing, combined with an in-
depth understanding of customer identification, market analysis and 
segmentation, allows him to deliver high returns on client marketing investment. 

▪ Prior to working with Beasley Direct and Online Marketing, John was Senior 
Client Services Project Director at ThirdAge.com, a first wave baby boomer 
lifestyle and community website. At ThirdAge he successfully led major client 
sponsorships for Tylenol, American Century, Intel, IBM, and Revlon. 

▪ John has led workshops for the Silicon Valley American Marketing Association, 
the Direct Marketing Association in Northern and Southern California and the 
Business Marketing Association. He also teaches Search Engine Marketing at 
the University of California, Santa Cruz, Extension in Silicon Valley and is led 
day long seminars as part of the Online Marketing Summit's 2011 International 
Tour.
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Organic Search Optimization: 
How Search Engines Look At Your Site
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Search Engine Optimization

▪ The act of altering a web site so that it does well in the 
organic, crawler-based listings of search engines. In the 
past, has also been used as a term for any type of 
search engine marketing activity, though now the term 
search engine marketing itself has taken over for this.  

▪ Also called SEO.
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Why Search Engine Marketing?

▪ 81% of web users find web sites via search engines 
▪ Search engine marketing has proven itself to be an 

excellent vehicle in capturing the attention of a desired 
audience, when actively seeking company or product 
info 

▪ Exceptionally cost-efficient and trackable marketing 
vehicle 

▪ Drives qualified, volume traffic 
▪ Ability to brand products, services and special events 

online
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How Does A Search Spider/Bot Work?
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New High Commercial Intent

3-4 ads up top 

Shopping Ads 
(PLAs) on the 
right column 

Reviews in 
middle of page 

Additional ads 
at the bottom 
of the page



© Copyright 2018 The Direct Marketing Association of Northern California. All rights reserved. 

CERTIFICATION WORKSHOP

https://dmanc.org/certification/

High Commercial Intent (bottom of page)

9th organic listing

Additional ads at bottom
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Results w/o Commercial Intent

Google Knowledge Graph

Siri Knowledge Popup
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Multi-Featured Snippets for Knowledge 
Graph

▪ Added on February 28, 2018. 
▪ Designed to answer questions that could have multiple 

interpretations.  Nuanced questions is another way of 
looking at this. 
▪ Similar features have been on Bing since last fall. 

▪ Launching first on mobile, then desktop around the end 
of March.
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Multi-Featured Snippets for Knowledge 
Graph
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Bing Results w/Commercial Intent

Much more real estate  
devoted to ads
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Results w/o Commercial Intent
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Universal Search  
It’s Not Just the Words Anymore!
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No Access

Links

Content

Spider Food... 
Quality Content on Easily Accessible Pages
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Tracking Your Success: 
Search Engines & Web Analytics
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SEO Components

Source: Response Mine Interactive Marketing Agency
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Reporting and Analytics
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Periodic Table of SEO Success Factors

Elements influenced by readers, visitors & other publishers

Are links from trusted, quality 
or respected web sites?QUALITYLq

What country is 
someone located in?COUNTRYPc

What city or local area 
is someone located in?LOCALITYPl
Has someone regularly visited 
your site or socially favored it?HISTORYPh

Do links pointing at pages use words 
you hope they'll be found for?TEXTLt

Do many links point 
at your web pages?NUMBERLn

Have you purchased links in 
hopes of better rankings?PAIDVp

Have you created many links by spam-
ming blogs, forums or other places?SPAMVl

OFF-THE-PAGE FACTORS

LINKS

Do those respected on social 
networks share your content? REPUTATIONSr

Do many share your content 
on social networks?SHARESSs

SOCIAL

PERSONAL

Has site or its domain been around 
a long time, operating in same way?HISTORYTh

Do links, shares & other factors 
make site a trusted authority?AUTHORITYTa

Does site use means to verify 
its identity & that of authors?IDENTITYTi

Has site been flagged for 
hosting pirated content?PIRACYVd

TRUST

Have your friends socially 
favored the site?SOCIALPs

Learn More: http://selnd.com/seotable

Written By: Design By:

Copyright Third Door Media

All factors on the table are important, but those marked 3 carry 

more weight than 1 or 2. No single factor guarantees top rankings 

or success, but having several favorable ones increases the odds. 

Negative “violation” factors shown in red harm your chances.

FACTORS WORK TOGETHER

THE PERIODIC TABLE OF SEO SUCCESS FACTORS
Search engine optimization — SEO — seems like alchemy to the uninitiated. But there's a science to it. Below are some 

important "ranking factors" and best practices that can lead to success with both search engines and searchers.

-3Paid

Vp
-3

Spam

Vl
-2

Stuffing

Vs
-1

Thin

Vt 
-2

Ads

Va 
-1

Hidden

Vh
-1

Cloaking

Vc
-3

Piracy

Vd
-1

Country

Pc
Authority

Ta
+3

Reputation

Sr
+2

Quality

Lq
+3

Locality

Pl

Social

Ps

History

Th
+1

Identity

Ti
+1

Shares

Ss
+1

Text

Lt
+2

History

Ph
Numbers

Ln
+1

Crawl

Ac
+3

Titles

Ht
+3

Quality

Cq
+3

Speed

As
+1

Duplicate

Ad
+2

Description

Hd
+2

Research

Cr
+3

URLs

Au
+1

Mobile

Am
+1

Headers

Hh
+1

Structure

Hs
+1

Words

Cw
+2

Engage

Ce
+2

Fresh

Cf
+2

OFF-THE-PAGE SEO

LINKS TRUST SOCIAL

ON-THE-PAGE SEO

CONTENT HTML ARCHI TECTURE PERSONAL

+3

+3

+3

+2

These elements are in the direct control of the publisher

Are pages well written & have 
substantial quality content?QUALITYCq

Have you researched the keywords 
people may use to find your content?

RESEARCHCr

Do HTML title tags contain 
keywords relevant to page topics?TITLESHt

Can search engines easily 
"crawl" pages on site?CRAWL

Does site manage duplicate 
content issues well?DUPLICATE

Ac

Ad

Does site load quickly?SPEEDAs

Are URLs short & contain meaningful 
keywords to page topics?URLSAu

Does your site work well for mobile 
visitors, on smartphones and tablets?MOBILEAm

Do you show search engines 
different pages than humans?CLOAKINGVc

Do meta description tags 
describe what pages are about?DESCRIPTIONHd
Do headlines & subheads use header 
tags with relevant keywords?HEADERSHh

Do pages use structured 
data to enhance listings?STRUCTUREHs

Do pages use words & phrases 
you hope they'll be found for?

WORDSCw
Do visitors spend time reading 
or "bounce" away quickly?

ENGAGECe

Are pages fresh & about "hot" topics?FRESHCf

ON-THE-PAGE FACTORS

CONTENT

HTML

ARCHITECTURE

Is content "thin" or "shallow" 
& lacking substance?THINVt

Is your content ad-heavy, 
especially "above the fold?"ADSVa

Do you excessively use words you 
want pages to be found for?STUFFINGVs

HIDDENVh Do colors or design "hide" words 
you want pages to be found for?
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What Do You Want Your Site To Do?

▪ Before starting any sort of online marketing project you 
need to understand what the end goal of your site is 
▪ Sales 
▪ Leads 
▪ Information 
▪ Awareness
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Cross Channel Realities

▪ Remember that each marketing channel exists in a 
larger media universe 

▪ One channel will influence your success in other 
channels 

▪ Email drives search, broadcast influences email, print 
drives direct traffic, social influences all channels
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Web Analytics 101 - Your ROI Meter

▪ Web reporting vs. web analytics 
▪ Data without action is just noise 
▪ Use the data for analysis that will generate actions 
▪ Share the data and propose actions as stories and not 

dry points of data
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Setting Up Tracking

▪ If you’re not tracking, you are wasting time & money 
▪ Some top web analytics vendors 
▪ Google Analytics® 
▪ WebTrends® 
▪ Adobe Marketing Cloud® (Omniture) 
▪ CoreMetrics® 
▪ ClickTracks®
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▪ Information and submission interfaces for the search 
engines 

▪ Looks of great info on site stats 
▪ Webmasters will receive warning when the site is in 

serious trouble 
▪ Must be a verified site owner or representative to 

access

Google Search Console - Bing Webmaster Tools
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Google Search Console - Bing Webmaster Tools
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ORGANIC SEARCH ENGINE 
OPTIMIZATION

Key Steps For A Successful Optimization: 
Topics, Content & Key Phrases (Language)
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The Power of Topics and Key Phrases
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The Power of Topics and Key Phrases

▪ Create good, interesting content that has value beyond 
just capturing a search engine’s attention 

▪ Language (text) that your potential customers use to 
find your site 

▪ Describe what your product or service is and why it is 
good for the customer (positioning & messaging) 

▪ This is how the search engines index and categorize 
your site 

▪ Beware of drinking your own marketing kool-aid.



© Copyright 2018 The Direct Marketing Association of Northern California. All rights reserved. 

CERTIFICATION WORKSHOP

https://dmanc.org/certification/

Key Phrases and Topics 
Positioning, Messaging and Search

▪ How are your current users searching for your 
products?  

▪ How do they describe your products?   
▪ How do they define their needs and wants? 
▪ Where and what have they heard about your products 

in other channels? 
▪ It’s about what they are saying and your understanding 

of it!
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Identifying Keywords And Key Phrases

▪ Where do you find them? 
▪ Talk to your current customers 
▪ Look at your competitors 
▪ Look at the trade press 
▪ Look at your server logs and internal site search 
▪ Use online tools
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Keyword Research Tools

▪ Keyword tools  
▪ Google AdWords Keyword Planner  
▪ Adwords Account required 

▪ Google’s Auto Suggest 
▪ WordTracker.com 
▪ http://www.wordtracker.com  

▪ SpyFu.com 
▪ www.spyfu.com  

▪ Bing Keyword Research 
▪ Google Search Console - Bing Webmaster Tools

http://www.wordtracker.com
http://www.spyfu.com
http://Google%20Search%20Console%20-%20Bing%20Webmaster%20Tools
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Understanding User Intent

▪ Write your on-page copy to match your best 
understanding of the user’s intent for the page, i.e. what 
are they looking for from the page? 
▪ Info gathering 
▪ Comparison 
▪ Analysis 
▪ Purchase  
▪ Different ads/keywords are targeted to different 

spots in the buying cycle
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User Intent: 
Mapping/Grouping & Modeling Keywords

▪ Categorize the keyword: brand name, product category, 
function, industry terms, adjectives, etc. 

▪ Searcher goal using the keyword 
▪ Searcher expectation 
▪ Keyword priority 
▪ Searcher loyalty
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User Intent: 
Mapping/Grouping & Modeling Keywords

▪ Buy cycle progress 
▪ Buy cycle next steps 
▪ What is the primary classification of keyword based 

on above characteristics? 
▪ Share of search goal 
▪ What is your opportunity presented by searcher 

landing on a specific page using this keyword? 
▪ Conversion action: what is the final goal for the 

searcher?
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User Intent 
Understanding Queries

▪ Navigational queries 
▪ Searcher knows what they want but not where to 

find it 
▪ Informational queries 
▪  Searcher wants to learn more about a topic 

▪ Transactional queries 
▪  Searcher wants to complete a specific action
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Qualifying Language

▪ Words that help to isolate a specific opportunity, 
interest, audience or need 
▪ Base Phrase - “lens filters” 
▪ “neutral density graduated filters” 
▪ “polarizing filter” 
▪ “stuck filter removal”
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Ambiguity 
Computers Are Still Literal

▪ The fisherman jumped off the bank and into the water. 
▪ The bank down the street was robbed! 
▪ Back in the day, we had an entire bank of computers 

devoted to this problem.  
▪ The bank in that road is entirely too steep and is really 

dangerous.  
▪ The plane took a bank to the left, and then headed off 

towards the mountains. 
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Headlines: 
Assumed Language

▪ Drunk Gets Nine Years In Violin Case 
▪ Farmer Bill Dies In House  
▪ Stolen Painting Found By Tree 
▪ Red Tape Holds Up New Bridge 
▪ Deer Kill 3,000 
▪ Residents Can Drop Off Trees 
▪ Include Children When Baking Cookies  
▪ Miners Refuse To Work After Death 
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Things, Not Strings!

▪ Keywords are your guides but Google and the other 
engines are now going much more towards semantic 
analysis and away from individual keyword analysis 

▪ Google is looking at “Things, not strings”* 
▪ Content needs to be an integral part of the site and not 

just a standalone page 
▪ Content needs to be useful, interesting and evergreen 

Matt Cutts, Google Chief Spam Cop, Ret.
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Taking Advantage of Semantic Analysis

▪ Make an outline of your site’s sections and organize 
them by subject 

▪ Do the same for each page, organizing your thoughts 
▪ Use H1-H6 tags to briefly describe the section they 

introduce 
▪ Use this structure to look at how your competitors are 

doing
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The Once & Future King! 
Quality Content

▪ Make the content interesting, useful and evergreen, i.e. 
something that a person would like to read 

▪ Have topics that support one another within your site, 
link the most similar topics directly and the dis-similar 
topics through others 

▪ Make the content on your pages actionable, ask the 
user to complete your site goals 

▪ If your site is poorly written, it does not matter where the 
keywords are
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Where To Use Your 
Keywords

▪ Now that they are identified, use them in: 
▪ Body copy 
▪ Headlines and sub-heads 
▪ High on the page 
▪ Repeat 4-5 times per page while still maintaining 

strong copy 
▪ Page titles 
▪ File titles 
▪ Link text 
▪ ALT Tags 
▪ META Info within the media files
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File Name 
Page Title 
Breadcrumb 
Headline 
Link Text 
Body

Keyword Placement
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META Title (56 characters) 

META Description (300 characters) 
(w/benefit statement) 

Lots of Keywords in both

META Title & Description Tags 
Ideal Source Code Components
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Anchor Text - 1st focus

Surrounding Text, 2nd focus

Anatomy Of A Link
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ORGANIC SEARCH ENGINE 
OPTIMIZATION

Key Steps For A Successful Optimization: 
Onsite Technical Factors
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On Site Factors For SEO
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 Architecture 
 Underlying technology 
 Source code

  Content (Siloing)  
  Content (Quality & Originality) 
  Page format/layout 
 

Technical Site Review

▪ Focuses on two key audiences 
▪ Spiders: search engines and directories 
▪ People: prospects, customers, partners, etc. 
▪ Review the site as outside users see it 
▪ Key items considered
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Do You See What I See?
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Do You See What I See?
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Invisible Sites 
Blinders For Spiders

▪ Key reasons for lack of search visibility and poor 
placement with search engines are: 
▪ Underlying technology of the site presents 

roadblocks to being effectively indexed 
▪ Components and functionality in the architecture are 

viewed by search engines as red flags indicative of 
spam 

▪ Source code and graphics drown out content  
▪ Content needs to make better use of keywords and 

phrases that match the audience’s use of language 
in their search queries
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Meaty content is buried too deep within the site, 
down at levels 5 and 6.

Designed by IT for Organization on a Server 

Rooms Without Doors - Site Architecture
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1st level

2nd Level

Meaty content is now at root & second levels

Opening the Doors 
Flattening Architecture

3rd Level
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Content Siloing 
Organizing Your Content

▪ A well organized site with clear content/subject/sections 
is rewarded in the SERPs 

▪ Map out site architecture early on, directories and sub 
directories should all be structure to have like content 

▪ Internal links should re-enforce the content silos
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Directory & File Names

▪ Incorporate key phrase rich names for files and 
directories 

▪ Keywords that mirror content of pages increase page’s 
ranking by increasing the relevance 

▪ Example: 
▪ Current: ../rel/PC.html 
▪ Revised: ../support/Using-LG-phone-video.html
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Spider Junk Food 
Cleaning Out The Filler

▪ The average site has code (machine instructions) to 
content (human/spider) ratio = 80/20 
▪ This means that 1 in 5 “words” on the page is user 

friendly content, the rest are spider junk food 
▪ Offload code segments into .css and .js include files 
▪ Aim for code to content ratio of 55/45 or better
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Source Coder Road Signs 
For Spiders

▪ Consists of META Tags and HTML formatting 
commands 
▪ META <TITLE>, <DESCRIPTION>, <KEYWORDS> 
▪ <H1>, <H2>, <EM>, etc. 

▪ Can also use consistent CSS style sheets to format 
pages 

▪ Using the language of the web to feed the spiders while 
reinforcing your customer message
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XML Sitemaps

▪ A file uploaded to the search engines to help them keep 
current with all of the pages on your site 

▪ Very light on details, just URL, update frequency and 
relative importance 

▪ Upload to the following links 
▪ Google Search Console 
▪ www.google.com/webmasters/tools/ 

▪ Bing/Yahoo 
▪ http://www.bing.com/toolbox/webmaster 

http://www.bing.com/toolbox/webmaster
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ORGANIC SEARCH ENGINE 
OPTIMIZATION

Key Steps For A Successful Optimization: 
Optimizing Non-Text Content
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Search: It’s Not Just The Webpage 
Anymore

▪ All major engines have different types of search 
available now: 
▪ Images 
▪ Maps 
▪ Videos 
▪ Music (sort of thanks to RIAA!) 
▪ News 
▪ Number (VIN, package tracking, flights, etc) 
▪ Book Search 
▪ Product
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Why Bother To Optimize  
Non-text Based Content

Searched for “Steve Ballmer video” on Google , #1 
Result

https://www.youtube.com/watch?v=I14b-C67EXY
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Image As Reputation
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Image Optimization

▪ More media and images will be incorporated into 
universal/blended search 

▪ Results can change rapidly 
▪ Often times, your competitors are not appearing here 
▪ What do your images say about your product & 

company?
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The Heartbreak of Dandruff - dandruff.jpg

Non-text Media Meta Data
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Image Optimization

▪ Name images with keywords that reflect content 
▪ Alt text 
▪ Content around image 
▪ Page that image appears on 
▪ Anchor text used in links to images 
▪ Make image folder available to spiders 
▪ Take advantage of META info in image file
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Image Optimization

▪ Send out images with press releases. 
▪ Create a XML sitemap and feed your images to Google, 

Bing & Yahoo. 
▪ If using Javascript to set up slide shows, you may want 

to consider also having a page with thumbnails and text 
around every thumb. 

▪ Use sharing sites such as Flickr if appropriate. 
▪ Add links back to your sites. 
▪ Keyword rich description. 
▪ Geo tag image.
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Video Optimization

▪ Upload to video sites such as YouTube & Vimeo 
▪ Links back to your site 
▪ Keyword rich Descriptions, Titles and Tags 
▪ Videos can be product demos, news items, interviews 

or reviews 
▪ Show uses of your product 
▪ Yes, we’re business marketers but don’t be afraid to 

entertain
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Video Optimization

▪ Flash Video Players can be unfriendly to spiders, so the 
same optimization rules apply as for images 
▪ Name images with keywords that reflect content 
▪ Alternate text 
▪ Content around videos 
▪ Page that video appears on 
▪ Anchor text used in links to videos 
▪ Make video folder available to spiders 
▪ Allow video files to be embed-able
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Other Non-Text Media Optimization

▪ Audio files, PDFs, presentations, etc all have meta data 
options that will allow you to embed information into the 
file 

▪ The same rules apply for placing the file on the page 
and surrounding it with descriptive, keyword rich 
content as images and videos
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Design Your Site For All Devices

▪ Google added mobile friendliness as a major ranking 
factor in 2015 - Currently mostly impacts mobile 
searches but mobile is the main search channel now 

▪ Google and the other engines now view the world as a 
multi-screen environment  

▪ You must be aware of how your site displays and 
functions on desktops, smart phones and tablets 

▪ You can build your site to be responsive, with all the 
code on one set of pages or to redirect to a separate 
mobile version 

▪ Responsive is better but more difficult 
▪ A separate mobile site has some search costs in the 

splitting of traffic and links
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Mobile and Local Searches

▪ 59% of all local intent searches are performed on a 
mobile device 
▪ Many of these are in-process searches on the go or 

2nd device searches 
▪ Most are far down the buying cycle
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Google’s Guidelines For Mobile

▪ Understand different devices 
▪ Understand key points in going mobile 
▪ Select your mobile configuration 
▪ Frequently asked questions 
▪ Responsive Web Design 
▪ Dynamic Serving 
▪ Separate URLs 
▪ https://developers.google.com/webmasters/

mobile-sites/mobile-seo/?hl=en

https://developers.google.com/webmasters/mobile-sites/mobile-seo/?hl=en
https://developers.google.com/webmasters/mobile-sites/mobile-seo/?hl=en
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Google’s Common Mobile Mistakes

▪ Blocked JavaScript, CSS and image files 
▪ Unplayable content 
▪ Faulty redirects 
▪Mobile-only 404s 
▪ App download interstitials 
▪ Irrelevant cross-links 
▪ Slow mobile pages
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Responsive Design Examples
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Responsive Design Examples
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Responsive Design Examples
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Organic Search Engine Optimization 
Wrap-up

▪ SEO is an ongoing process.  It takes a commitment to a 
continued program to keep your site search friendly 

▪ Your site needs to have relative, interesting content that 
is evergreen to rank well.  Focus on creating the best 
content you can, then work the technical angles of SEO 

▪ Highlight the content that you want to emphasize for the 
engines using good, standard HTML and the features of 
your CMS
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Free SEO Audit

▪ Beasley Direct and Online Marketing is offering a free 
preliminary Search Engine Optimization audit for those 
who are interested. 
▪ Please email lbeasley@beasleydirect.com and 

include “SEO Audit Offer” in the subject line.

mailto:lbeasley@beasleydirect.com
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More Information With Our NEW Guide  

▪ Boosting SEO with an Organic Search 
Engine Review 

▪ Understand where your site is effective and 
where you need to improve 

▪ Learn the scope of the changes needed 
▪ Answer the question, “Can I do this 

myself?”

84

http://www.beasleydirect.com/search_marketing/beasley_direct_guide_SEO_audit_2013.pdf

http://www.beasleydirect.com/search_marketing/beasley_direct_guide_SEO_audit_2013.pdf
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New Link Building White Paper   

A little more background 
on link building with a 
series of good strong 
tactics to help move your 
campaign forward.

http://www.beasleydirect.com/blog/link_building/BD_LinkBldg_Pgs_130507.pdf 

http://www.beasleydirect.com/blog/link_building/BD_LinkBldg_Pgs_130507.pdf
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Optimize Your Landing Pages With This Guide   

▪ Optimize your landing pages with this 
10-page, hands-on guide offering tips 
on: 
▪ Design 
▪ Personalization 
▪ Offers 
▪ Usability

http://www.BeasleyDirect.com/Landing-Pages-Guide.html

http://www.BeasleyDirect.com/landingpagesguide.html?source=seminar&lsource=SF-omi
http://www.BeasleyDirect.com/landingpagesguide.html?source=seminar&lsource=SF-omi
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Learn How to Optimize Your Emails  

▪ Learn how to optimize your emails for 
delivery through spam filters and for 
consistency across email browsers in this 
handy guide. Learn how to: 
▪ Get  your email around spam filters 
▪ Make your email look consistent across 

browsers 
▪ Optimize your design for blocked 

images and preview pane

http://www.BeasleyDirect.com/Email-Audit-Guide.html

http://www.beasleydirect.com/emailauditguide.html?source=seminar&lsource=SF-omi
http://www.beasleydirect.com/emailauditguide.html?source=seminar&lsource=SF-omi
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Thank You!!

▪ John Thyfault 
▪ Beasley Direct and Online Marketing, Inc. 
▪ http://www.beasleydirect.com/search_marketing.html 
▪  jthyfault@beasleydirect.com 
▪  650-323-1881 
▪  @JohnThyfault

http://www.beasleydirect.com/search_marketing.html
http://www.beasleydirect.com/search_marketing.html
http://www.beasleydirect.com/search_marketing.html

