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OUR MISSION

Drive online leads and customer
acquisition by building discovery
natively in our platforms




Milestone Platform Recognized by Forrester — Discovery and Acquisition

FORRESTER

Forrester Report Prepared For Milestone admin With Milestone

N ow T e C h : Ag i I e Co n te n t Home > Featured Blogs > Three Reasons Why A Multi-CMS Approach May Be Right For Your Brand

Management Systems,
Q2 2022

Three Reasons Why A
Multi-CMS Approach

May Be Right For Your
Brand

Forrester’s Overview Of 31 Agile CMS Providers

April 8,2022

By Nick Barber with Linda Ivy-Rosser, Kara Wilson, Madison Bakalar

"124 2022

NOW
TECH

Flagship CMS
Use cases: flagship Complementary CMS
brand site/experience,
commerce use cases,
multilanguage sites

Agile Content
Management
Systems

Q2 2022

Use cases: marketing
sites, landing pages,
microsites, blogging

Example vendors:
Acquia, Adobe,

Cloud CMS Kanticn (Kantant )
Mil ne Inc., Salesfor

dotcMs Milestone Contentstack, and eSU\’/ ed .S i}S orce,

GraphCMS Saniy.10 Optimizely ordpress, etc.

Ibexa DXP Storyblok

Jahia Umbraco

SMALL <$20M i | cat
<$20M in annual category revenue Example vendors:
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Trusted by Major Brands
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Key Reading Material

Digital Transformation Meetup — March 1st
« Recording: https://vimeo.com/804128508

* Deck: https://www.milestoneinternet.com/ResourceFiles/paradot-assets/role-of-digital-marketing-to-
retain-and-grow-market-share-in-2023-deck.pdf

Search Engine Land Articles

 Top 5 Search Trends Article: https://searchengineland.com/search-marketing-trends-must-haves-2023-

390308

» Entity First SEO & Content Strategy: https://searchengineland.com/entity-first-strategy-seo-content-
386775

» Entity Search as a Competitive Advantage: https://searchengineland.com/entity-search-is-your-
competitive-advantage-385/705

* How to measure schema performance - https://searchengineland.com/measure-schema-performance-
395762
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Since December 2022, Google's Quality Rater Guidelines
(QRG) focuses on E-E-A-T:

* Experience - Audience Centric
— Depth & Topical Coverage
* Authoritativeness — Originality & Point of View

* Trustworthiness — Attribution & Authorship

More details: https://searchengineland.com/google-search-quality-rater-quidelines-changes-

december-2022-390350
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Google Shared an Update Yesterday

=  Google added a page experience section to its helpful content
creation guidance, emphasizing its importance for search success.

s Search Console reports will be updated, with some tools retired
and replaced by a new page experience report.

= Focus on people-first content creation, prioritizing quality,
expertise, and E-E-A-T principles to align with Google's ranking
systems.

Focus of the update is on the role of “Experience” in creating helpful content

Search Friendly Infrastructure Structured Data
Reference:

https://developers.google.com/search/blog/2023/04/page-experience-in-search
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https://developers.google.com/search/blog/2023/04/page-experience-in-search

Focus of Helpful Content Update Remains on People (Searchers)

Focus on people-first content

People-first content means content that's created primarily for people, and not to manipulate search engine rankings.
How can you evaluate if you're creating people-first content? Answering yes to the questions below means you're
probably on the right track with a people-first approach:

* Do you have an existing or/intended audience|for your business or site that would find the content useful if they
came directly to you?

* Does your content clearly demonstrate first-hand expertise and a depth of knowledge|(for example, expertise that
comes from having actually used a product or service, or visiting a place)?

* Does your site have a primary purpose or focus?

» After reading your content, will someone leave feeling they've Iearned|enough about a topic to help achieve their
goal?

a4

* Will someone reading your content leave feeling like they've had a satisfying experience

Reference:
https://developers.google.com/search/docs/fundamentals/creating-helpful-content#page-experience
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For Content To Consistently Perform, It Should Meet Customer Needs At Each Stage

I-want-to-know [-want-to-go
moments moments

I-want-to-do I-want-to-buy
moments moments

of smartphone users are more of smartphone users say
) . ’ : of smartphone users are more of smartphone users feel more
likely to buy from companies they're more likely to buy from g i )
- . g likely to buy from companies favorable toward companies
0/ whose mobile sites or apps 0/ companies whose mobile sites 0/ e ) 0/ o
(6] 0 0 whose mobile sites or apps provide (0] whose mobile sites or apps allow
help them EaSilyMindianswers or apps GUstomize information S
to their questions.* to their location instructional VidEoICoNtent. * them to fiakeipUchases quickly

FAQ LOCALIZATION AND PERSONALIZATION VIDEO SHOPPING EXPERIENCE



Discovery of Content is Critical

Milestone
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Web Stories — Google’s Answer to TikTok for an Immersive Experience

Google Discover ,* Google Search Google Images

v = Google

More about New York
europe's hidden village

VISUAL STORIES
ALL NEWS IMAGES MAPS VIDEOS

Latest GIF HD 4 Product @ Color v

cuenca spain town discover europe

E_' Fast Loading Times
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How to make an indoor garden
oasis with house plants

10iconic NYC
Instragram spots

Lonely Planet

Things To Do In
New York City

livetheadventure.club

N

&
A A
These are ’
NYC's coolest The Legendary
hidden bars Dosa Man of NYC
Refinery29 VICE

New York travel guide

Things to do

" V.

Discover Europe’s hidden villa..  Discover Europe's hidden villa...
nationalgeographic.com nationalgeographic.com

e

15 Secret European Villages ...
jetsetter.com

Discover Europe’s hidden villa.

nationalgeographic.com

Discover Europe's hidden villa.
nationalgeographic.com
Lesser-Known Destinations i...
nationalgeographic.com




ChatGPT and Artificial Intelligence Are Driving Automation In Content

|s the content personalized to your target audience persona?

Does it meaningfully answer the questions they have?

Does it integrate the growing visual search experience?

Milestone



Data-Driven Content — A Shift From Spray-And-Pray

|

=\ |

Leverage Localize and
Customer Data Personalize Content

Milestone



Personalize Experience Based On..

71% Customers expect a Business can generate 40% 89% of digital businesses are
personalization more revenue investing in personalization.
- Mckinsey - Mckinsey - Forrester

User’s Explicit Data

Channels Behaviour

Location & Time

via CRM/3 party

A~
Cosmilic & Buadlyy f f o e 475\
ot 0 e on i P, | s BB ‘= . ) \ '_; q
AAAAAAA " Basi ol
asicC r -
y Collection %) ik ﬁ Jane Doé
ONTARIO GROUP RATES - 15% OFF BACKYARD DEAL IN REHOBOTH BEACH l/’& - —m usa &
A \ ‘\:; \
“}‘ . ‘ 3 2022-12-21,1:15AM Reheboth Beach
e 5 A r:;.ﬁ:se \wholive Prefer Coupons Advanced
(Vi
——— Female 2022-12-22
« City + Operating system * Visit Frequency e Cold/hot data
« Country « Browser » Pageviews & engagement e Gender
+ First/last visit date + Device — Mobile/tablet/desktop ¢ Actions & intent: e.g. sign-ups * Age
* Time of visit * Re-engage channel: notification/emails * Buyer journey stage
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How Content Can Drive Local Discovery & Experience

Local 3-Pack Knowledge Panel Voice Assistants Location Landing Pages

G

Hotels | Boston, MA, USA

Find Your Conn's HomePlus® Location

Expanding

Customer

Touchpoint
‘ e — ®:" Google Assistant 2
o o () amazon alexa
Health & 52 ‘ J

How do | care for my Sprinkles cupcakes?

yelp ! b Bing

Google My Business '
FOURSQUARE @ /

© navmii r
Chinese Mexican Indian cuisine  Thai cuisine

facebook cuisine cuisine o o : o
e 55 ey Iy Like

Iy Like [ Answer

18).Neg reception staff to the il managed

Sprinkles Downtown Los Angeles (Owner)

- P

Itis important to keep your Sprinkles cupcakes at room temperature.

this will dry out the cake.

Maps for Life

Listings
Reviews
Products

Localized and Personalized Content

Milestone



Your Audience is Looking for Answers to Their Questions

A\

Search Engines

R

Voice Assistants Local Channels

Chatbots

what is hotel nikko s.an #ancisco check in te

HOFC Home Loars.

Vielcome to HOFC Home
l Loans. | am IRA, your virtual
assistant. To proceed, please
3p.m. Sprinkles Downtown Los Angeles
l Check-in time at the hotel is 3 p.m._ while

choose from below mentioned
oplions.
] [ . tem o \
check-out time is 11 am. Early check-in / late 4 AR
check-out is allowed for a fee and subject to i

availability. Early check-in is available upon
request and based upon availlability for a $30
fee. tax inchuded

Apply for a Home Loan

Home loan interest rate
Servios cgTony Tykeo Dalves

Lecatad b ©

Calculate your EMI

[EE

Howrs © o

Chat with an Agent
People also ask

‘ Sendirg a5 fel Lszewzk
Questions & answers
> 2 Ask a question
Does Hotel Nikko have an airport shuttle? v See all questions (/) = o elze
How far s Hotel Nikko from San Francisco airport? v
Does Hotel Nikko allow pets? v
. X Chatbot o setngs
Home > FAQ > Hotel > What is Hotel Nikko's check in and check out time? How do | care for my Spr|nk|es Cupcakes? : R o T i
‘What is Hotel Nikko's check in and check out time? 274 381 140 50
What is Hotel Nikko's check in and check out time? A |b Like D Answer : Q search Comversations. + Bgort +
: : Date Conversations. Time.
tel is 3 p.m., while tima iz 11 am. Early ¢ out is allowed for a fes and subject to availability. :
: oecomter 12,202 [rS——
Home > FAQ > Amenities > Does Hotel Nikko have an airport shuttle? . athot
: X . Sprinkles Downtown Los Angeles (Owner) e neraora 25161 o o
Does Hotel Nikko have an airport shuttle? Eo 3 months ago e e s et e e e o v e e e saopu
: e covtege i oo S e
. X : o ) R Foic/NTERNATIOWAL S —
Does Hotel Nikko have an airport shuttle? ~ : It is important to keep your Sprinkles cupcakes at room temperature (EIBCaankWeDeMire. Vit he 15 webste fo more ermation e
st thirc-party s £/30AM-11.00PM daily. 1 you : this will dry out the cais .
on will b on the A ro ar nationa : P—— [S—
oadway cente a ween $16 : Chatbor
15 Bunk nd Commtce Bk e disions o naond e
oo g campans essqused v T o 167139 Communtes oo i
: ety e i o074
: 15 Like St st
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5-step Process to Execute
Helpful Content At Scale



5 Steps To Helpful Content On Your Site

\ s

A U d it, \\ \_\:\‘ \ '.".;7'_\'

Content at Scale

Benchmark, and
Score Your
Existing Content
& Presence
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Define Your

Create an Tack, Report,

Audience Personas Execution Plan and Scale Your
Based on Content
Business Production
Priorities
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G Define Your Audience Persona

Consumer Persona 1: Millennial Parents

Millennial parents are looking for more than
just a trip to a new destination; they're
looking for a different way to see the world,
and a chance to escape the everyday hustle
& bustle. Many millennial parents now work
remotely, so they are seeking connectivity
and space to work while on the road. They
expect every campground to have a website
or ability to book online. Since 2020, there
has been a 65% annual growth in
“Adventure Travel” among millennial
parents.

Milestone

DEMOGRAPHICS

Age: 37

Gender: 60% Male / 40% Female
Ethnicity: 80% Caucasian/20% AA/Hisp
Marital Status: Married

Children: 2

Education: BS/BA

Job Title: VP or Director

HHI: $125,000

Location: Austin, TX

PSYCHOGRAPHICS

Interests: Travel, New Experiences,
Outdoor Activities, Dining, TV

(streaming), Kids Activities

NFL/NCAA Football, Hiking,
Sports Activities Kids Sports, Golf, Gym
Movie Theaters, Apple

Outings / Events: Picking, Libraries, Daytrips

ONLINE / MEDIA / PUBLICATIONS
Social Media: |G, Twitter, Facebook, TikTok

Devices: iPhone, Tablet, Mac

Other Media / Podcasts/ Spotify, The Daily, This
American Life, Stuff You
Should Know, Fresh Air

Publications
How They Hear About Friends, Lifestyle Blogs,
Travel Opportunities: Instagram, Facebook, Travel

Sites

PASSION / PAIN POINTS
Why Book Outdoors: Ease/Convenience, Options,
Details

Travel Expectations: Family Friendly, Connectivity,
Experiences

Other OTAs: Expedia, Kayak, Hipcamp,
Airbnb, Vrbo, Campspot

When Do They Travel: Spring / Summer / Holidays




0 Benchmark Against Your Competitors

A comprehensive digital presence audit &

competitor benchmarking. Derive meaningful

insights to help plan next steps.

Crawl & Indexing

=: Crawl & Index

: Site Checklist

Sections Century 21 Judge Fite
Pages Index 13,100

XML Sitemap v

Image Sitemap v
Robots.txt v

AMP X Not Detected

90

Compass Real Est
58,600

v

v

v

X Not Detected

V HTTPS
(¢) Mobile Page Speed

Century 21 Judge Fite

56

Ebby Halliday

50

Good: 90-100

Average: 50-89

. Page Experience
i (2 Page Experience ®

X Mobile Usability

Compass Real Estate

72

Keller Williams Realty

21

Poor: 0-49

(&) Core Web Vitals

20

Schema & Clickability

Mobile Century 21 Judge Fite Compass Real Est
LcP 20s 2.
FID 12ms 15
cLs om ol

Overall Score vs Competition

Score: 80

Score: 40

Century 21 Judge Fite Compass Real Estate

Score: 75 Score: 90

Ebby Halliday Keller Williams Realty

=i Crawl & Indexing 90  Excellent Performance

=i Site Checklist vs. Competitors

Sections Century 21 Judge Fite

Pages Index 13100
XML Sitemap v
Image Sitemap v
Robots.txt v

AMP X Not Detected

95 Excellent Performance

(2 Page Experience

(& Mobile Page Speed

@ Schema & Clickability @ 75

@ Your Schema vs. Competitors

10

SSSNRIES R i RS SN

Errors | Warning @ Universal Search Results
Century 21 Judge Fite Compass Real Eastate EH
121 198.1K 1
Site Links 13 Site Links 109K S
Knowledge Panel 8 Knowledge Panel 335 K|
Image Pack 86 Image Pack 87k Ir]
Local Pack 17 Local Pack 316 L
People Also Ask 0 People Also Ask 692 P|
FAQ 0 FAQ 0 Fis

Compass Real Estate

58,600

v

v

v

X Not Detected

e Content & Relevancy

Ebby Halliday. Keller Williams Realty
29,900

v

X Not Detected X Not Detected

Good: 90-100  Average: 50-89 Poor: 0-49

Q Content & Relevancy ® 40
Q,  Organic Research
Domain/URL Century 21 Judge Fite Compass Real Es
Organic Traffic 3,820 1.5M
Organic Keywords 2,407 1.7M
Cost of Paid Traffic. X Top Performing Channels (=] #
@ Century21 JudgeFite [ Compass Real Estate
<5,000 N/A
B Ebby Halliday @ Keller Williams Realty
3.72M 42.8K
100%
75%
50%
25% I I
0% - - -
Direct Email Referral

Local & Authority
Local & Authority ¢

M Domain Authority

Domain/URL Century 21 Judge Fite Compass Real Est
Authority Score 37 67
. M Google Business Profile Health
Backlink: Ly gle Bus
GBP Listing Century 21 Judge Fite Compass Real Est
Address v v
Phone
M Data Accuracy Score
Website
. Century 21 Judge Fite Compass Real Estate
Appointmel o o
75% 69%
Google Pos
Ebby Halliday Keller Williams Realty
UTM Code o o
81% 75%
Star Rating
Number of Good: 90-100  Average: 50-89 Poor: 0-49
Questions - 0
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6 Benchmark Against Competitors with Your Content Presence Report

WA T TWLE ST RIS LASTASL TR TLE AN S FTV PN G, LAV BT R T LAY MR R AR ST S

& Universal Search Results (Keywords) @

Sunland RV Resons Campendium AV On the go Sun Outdocrs
241 24 2K 543 34 9K
Ske Links o Ske Links 22N Ske Links -] Ske Links 23287
Knowiledge Faned 5 Knowiledge Faned 5 Knowiecge FPanad 77 Knowiecge Faned 20m
mage Pack 212 mage FPack 140628 mage Fack 132 mage Pack 6156
Local Pack 2 Local Pack 1 Local Pack 164 Local Pack 815

Opti m ization FAQ o o | maq o | =aq o | maq -
Opportunities Close Detalls ~

Q Content and Relevancy ®
1. FAQs

2. Expand topics & entities & | organic Researche
3.  Social & Paid Campaigns

Domain/URL Sunland RV Resorts Campendium RV On®e go Sun Outdoors

CQrganic Trathc Q) 2339 560.7K 1488K 4277

Organic Keywords O 2413 3K 38 5K 126 4K

Costof Tratte @ 84610 8376 2K 21223« $209.0%
Q.  Top Performing Channels (Visits) ® e

B Sunfand RV Resorts B Campendum B RVOnthego @ Sun Ouwncoors

<5000 86.5K 28.0K 58.9K

ull A - mH — . —
NJA - Data 1= not avadabie for subdclder/ subdomain URLS of engagemeant with the primarny domain |2 negligibie (lezs than 5000 vats per month) and hence cannot be tracked
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0 Score Your Content

QUANTITATIVE QUALITATIVE PERFORMANCE
AVAILABILITY VISIBILITY RICH ENTITY TRAFFIC ENGAGEMENT CONVERSION
RESULTS COVERAGE

Milestone



INFORMATIONAL
(Non-Brand, Non- Local)

NAVIGATIONAL

(Near Me)

TRANSACTIONAL
(Branded)

Milestone

prmeneee VISIBILITY

Visibility

2.28% ...

Out of 811 terms with
2.8M searches/month

Visibility

1 01 2% +0.57%

Out of 167 terms with
703K searches/month

Visibility

Out of 9 terms with
8.4k searches/month

_________________________________________________

23.65% .. |

e Create an Execution Plan Based on Business Goals & Potential Growth

OPPORTUNITY

Exposure for
additional

~3.4 M

keyword
searches



| a Execute Against Your Plan: Leverage Al & Keep E T Aligned

e Experience

& OpenAl

e Authoritativeness

e Trustworthiness

Milestone




Driving Business Results
with Helpful Content



Majority of Searches Are Information Seeking

Interactions

82%

Browse

Comparing B
Options and
Shopping

Milestone



Define Goals and KPIs Based on Business Objectives

Milestone

CONVERT

ENGAGE

OBJECTIVES

Increase visibility

Increase traffic

Increase conversions

Increase engagement

KPIs

SERP Saturation
Impressions
Clicks

Local Searches

Sessions
CTR
Pageviews
Time on site

Bounce rate

Hard Conversions

Online Banking — Sign Up
Account Opening Form
Credit Card Application Form
Loan Application Form
Contact Us Form

Read Reviews
Write Review

Soft Conversions

Phone calls

PDF Downloads

Demo Video Views

Clicks to ATM/Branch Locator
Social Platforms Clicks

Email Clicks



Track Performance Across The Buyer Journey

All Organic Search Direct Local Paid Media Social

Email

B Organic Search ) [ Direct © [ Local @© [ PaidMedia @ [ Social® M Email ®

Vision Strategy

Awareness

REACH ®

ACT ®

Exploration

Consideration

ACT ®

Conversion

CONVERT ®

Milestone

All Impressions

1.2M

All Sessions

23.3K

All Leads

1,708

All Bookings

124

Organic Impressions

666.9K

Organic Sessions

2,526

Organic Website Leads Direct Website Leads

219

Organic Bookings

15

Results

GMB Total Searches

504.9K

Direct Sessions

14.6K

470

Direct Bookings

19

4

Paid Media Impressions GMB Direct Searches

67.2K

Local Sessions

1,633

Local Website Leads

397

Local Bookings

85

199.9K

Paid Media Sessions

3,308

GMB Request Directions

4,476

Paid Bookings

39

31
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FAQ + Schemas Impact on Rich Results

How Many Rich Results Are We Seeing?

All Devices «

Number of Search Queries Impressions

8.1K 719.4K

100k

MilQStOIIQ 32  Confidential



Case Study: Web Stories brought significant impact, accounting for 7% share in impressions

Total clicks [+] Total impressions (J Average CTR [J Average position

889 921K 0.1% 7.5
® ®

Clicks Impressions
9 | 6K

6 "
| | | WO ’
wlF i M i " l“ ot Yy

.—‘.‘

9/22/21 /21 12/11/21 1/20/22 3/1/22 4/10/22 5/20/22 6/29/22 8/8/22 9/17/22 10/27/22 12/6/22 1/15/23

Live Date: 25 May 2022 | Data Source: Google Search Console

MilQStOI]Q 33  Confidential



5 Takeaways...

Milestone

Discovery of
content is critical

Use automation
and Al for first
drafts. Enhance
with
personalization
and localization

34

Confidential



=NGAGE 2023

In-person event at Caesars Palace, Las Vegas
onJuly 31 and Aug 1, 2023

Register Now

Some of Our Past Year's Speakers

Bill Hunt Rand Fishkin Dan Melluzzo Nate Philippsen Danielle Yuthas
Back Azimuth SparkToro Marriott International Sun Outdoors SpeedPro

We will showcase the latest trends, share customer-based case studies, and deliver actionable Attendees Love Engage 4.6 of 5 Stars

takeaways and tools to help you accelerate your digital performance in fabulous Las Vegas. For thought leadership, relevancy, speakers, and
experience

Register now and get 50% off per ticket. Use Code: Chief: https://engage.milestoneinternet.com/



https://engage.milestoneinternet.com/

Sign Up for a Free Digital Presence and Competitor Audit

To discuss your 2023 marketing plan

sales@milestoneinternet.com

~ Not applicable to agencies and consultants

Milestone


https://www.milestoneinternet.com/resources/request-audit

