
















ASEO

If you’ve read any of WSI’s marketing resources, you’ll 
know that we preach a common theme, regardless of 
topic: to achieve success with any tactic or strategy, 
you must master the basic fundamentals. So of 
course, the WSI AdaptiveSEO™ Methodology is 
rooted in this belief that foundational SEO comes 
first. The graphic on the right is a visualization 
of how the planning and execution of a 
WSI AdaptiveSEO™ strategy will help 
you navigate Google’s algorithm 
updates and maximize the return 
on your ASEO investment.

Keyword and competitive research

The first task of any great AdaptiveSEO™ strategy is 
to conduct competitive research and devise a list of 
topics and keywords you believe your target audience 
will search for. Keywords are such a vital component 
of an ASEO strategy because they are the determining 
factor in how Google connects searchers to websites. 
You want to create pages and content that Google 
sees as highly relevant to the keywords people are 
searching with.

Keyword and competitive research should make up 
roughly 25% of your SEO tasks and be a continuous 
process aimed at finding the keywords that drive the 
most traffic and convert the most visitors into custom-
ers. This level includes tasks like:

Spying on your competitors. If you type in a good 
keyword and your competitor comes up, check out 
their content and decide whether you can create 
something that would bring more value to visitors. 
Also audit competitors’ sites for other keyword and 

topic ideas you may not have realized people were 
searching for.

Thinking outside the box. Getting into the minds of 
searchers is a great way to find keywords but it’s easier 
said than done. There are other great ways to find new 
keywords, like using Google’s Keyword Planner to gener-
ate ideas based on landing pages and Wikipedia entries.

Using concepts and topics. Given the way Google’s 
algorithm is changing and the rate at which (not provid-
ed) data is shrinking, it’s a good idea to start centering 
your content on concepts and topics rather than just 
keywords. Your content should be about concepts and 
ideas that answer the questions users are asking, not 
just matching the words they are typing.

Technical SEO fundamentals and 
foundation

After you’ve got a researched list of keywords in mind, 
it’s on to the next step. Getting found on Google, which 
is the main goal of SEO, begins and ends with a strong 
foundation. A stable, update-proof base layer will make 
it that much easier to enhance the tactics and strategies 
employed in the higher levels of the ASEO Methodology. 
Technical SEO Fundamentals and Foundation should 
account for 15% of your SEO efforts and consist of 
tasks like:

On-page basics. It might seem trivial, but many web-
sites fail to properly implement Meta titles and descrip-
tions, h1 tags and natural keyword usage. These some-
what tedious tasks are one of the most important (and 
easiest) components of great basic on-page SEO.

Content structure. The way you structure and organize 
your website’s content is important not only for SEO 
purposes, but also to ensure optimal conversion rates. 
Users should be able to easily find and navigate to and 
from the content they’re looking for as well as effort-
lessly complete the goals you’ve laid out for them.

User experience and responsive design. For a while 
now, Google has said it prefers sites that serve the 
same URL across all devices, which means you should 
implement responsive design if at all possible. The main 
reason for this is it improves user experience by provid-
ing consistency regardless of device, both things that 
are now considered basic best practices.

Google Authorship. Setting up Authorship is a simple, 
one-time task that connects you to all the content 
you’ve created and helps establish you as an authority 
in the eyes of Google. Authorship also adds your image 
to SERP results, which has been proven to increase 
click-through rates.

Optimized content marketing plan

The creation and publication of content was the core 
area of focus for many of Google’s algorithm updates 
over the last few years, which is why content marketing 
has been dominating headlines within the industry. It’s 
not so much that content is new (because it’s not) but 
Google is asking companies to try to deliver as much 
value as possible so the algorithm can better connect 
searchers with exactly what they’re looking for. Planning, 
creating and optimizing content is a significant part of 
an ASEO strategy and should account for 45% of your 
SEO efforts with tasks such as:

Developing personas. You shouldn’t just become an 
expert on any old topic, you should become an expert 
on topics that your potential customers are interested 
in. To do this, develop full personas for the different 
kinds of customers you have and create specific, tar-
geted content that helps each group move along the 
purchase funnel at their own speed.

Applying the basics. Remember all that stuff about 
laying a great foundation and finding important 
keywords and topics? The content marketing level is 
where all that hard work starts to pay off. Create con-
tent around the topics and keywords you discovered 
during your competitive research and ensure you apply 
basic on-page SEO best practices.

Planning and creating content. The meat and pota-
toes of your content marketing – and your ASEO strate-
gy if you’ve followed our methodology – planning and 
creating content that Google deems relevant and valu-
able  to searchers as an integral part of being found 
online. Whether it’s you, your team, outside collabora-
tors or some combination of all three, creating 
high-quality content isn’t an option it’s a requirement.

Publish, socialize, share

Creating great content is only half the battle. Just 
because you publish it doesn’t mean it’ll get read. Once 
you write your content you’ll have to do just as much 
PR and outreach work to amplify and extend your 
content as far as you can. Publishing, socializing and 
sharing should make up 10% of your ASEO strategy and 
consist of duties like:

Publishing and distributing content. Tapping into 
existing groups, forums and industry hotspots around 
the Internet is a great way to extend the reach of your 
content after you publish it. In some cases, a bit of 
legwork in these areas prior to publishing can generate 
advanced interest in your forthcoming content.
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Share your content. Push and share your content 
wherever you maintain a presence or profile: Facebook, 
Twitter, Google+, LinkedIn, Pinterest and any other 
platforms or forums you’re involved with.

Socialize with experts and fans. Engage in casual 
conversations with experts and fans of the topics you’re 
writing about. Be honest and truthful about what you 
know and sometimes, this group of people will find, read 
and share your content without you even mentioning it.

Measure and improve

You can’t just create content and hope for the best. In 
order to implement a truly optimized content marketing 
plan you must measure and then improve upon your 
efforts. This final level should make up the last 5% of 
your SEO efforts and includes measuring and subse-
quently trying to better metrics like:

• Impressions

• Bounce rate

• Percentage of new visitors

• Social signals

• Keyword rank

• Organic traffic

• Backlink profile

Conclusion

About WSI

It’s hard to suggest forgetting about Google since we 
often discuss Google’s updates and how they dominate 
the search world but ultimately, ASEO is about doing 
better marketing – with or without Google. Said another 
way, if Google disappeared or lost their dominant 
market share, ASEO would still be an effective market-
ing strategy because it isn’t full of tips and tricks that 
exist only to game a singular system. At the end of the 
day, ASEO is about a company’s relationship with its 
potential customers and that will forever be the core of 
great marketing.


