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President and Founder of Milestone, Inc  

1997
Founded

400+ 
Parent Customers

Headquarters
Santa Clara, CA, 
Global Presence 

Employees
~330

2022 Revenue 
~ $20M

Award-winning 
SaaS technology



Drive online leads and customer 
acquisition by building discovery 

natively in our platforms

O U R  M I S S I O N



Confidential5

Milestone Platform Recognized by Forrester – Discovery and Acquisition
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Trusted by Major Brands

RETAIL AUTOMOTIVEHOSPITALITY OTHERFINANCIAL
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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-385705

• How to measure schema performance - https://searchengineland.com/measure-schema-performance-
395762

https://vimeo.com/804128508
https://www.milestoneinternet.com/ResourceFiles/paradot-assets/role-of-digital-marketing-to-retain-and-grow-market-share-in-2023-deck.pdf
https://www.milestoneinternet.com/ResourceFiles/paradot-assets/role-of-digital-marketing-to-retain-and-grow-market-share-in-2023-deck.pdf
https://searchengineland.com/search-marketing-trends-must-haves-2023-390308
https://searchengineland.com/search-marketing-trends-must-haves-2023-390308
https://searchengineland.com/entity-first-strategy-seo-content-386775
https://searchengineland.com/entity-first-strategy-seo-content-386775
https://searchengineland.com/entity-search-is-your-competitive-advantage-385705
https://searchengineland.com/entity-search-is-your-competitive-advantage-385705
https://searchengineland.com/measure-schema-performance-395762
https://searchengineland.com/measure-schema-performance-395762
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Helpful Content 
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Google's Helpful Content Update (HCU)
Since December 2022, Google's Quality Rater Guidelines 
(QRG) focuses on E-E-A-T :

• Experience – Audience Centric

• Expertise – Depth & Topical Coverage

• Authoritativeness – Originality & Point of View

• Trustworthiness – Attribution & Authorship

More details: https://searchengineland.com/google-search-quality-rater-guidelines-changes-
december-2022-390350

https://searchengineland.com/google-search-quality-rater-guidelines-changes-december-2022-390350
https://searchengineland.com/google-search-quality-rater-guidelines-changes-december-2022-390350


Confidential10

Google Shared an Update Yesterday

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

Security Core Web Vitals Mobile Usability

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

Search Friendly Infrastructure Structured Data

https://developers.google.com/search/blog/2023/04/page-experience-in-search
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Focus of Helpful Content Update Remains on People (Searchers)

Reference:
https://developers.google.com/search/docs/fundamentals/creating-helpful-content#page-experience

https://developers.google.com/search/docs/fundamentals/creating-helpful-content


For Content To Consistently Perform, It Should Meet Customer Needs At Each Stage

FAQ LOCALIZATION AND PERSONALIZATION VIDEO SHOPPING EXPERIENCE
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Discovery of Content is Critical



Confidential14

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

Google Discover Google Search Google Images

Increased Page Traffic & Conversion

Fast Loading Times

Get Featured in Google Discover
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ChatGPT and Artificial Intelligence Are Driving Automation In Content

Is the content personalized to your target audience persona?

Does it meaningfully answer the questions they have?

Does it integrate the growing visual search experience?



Confidential16

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

Leverage 
Customer Data

Localize and 
Personalize Content

Deliver 
"Helpful" Content
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Personalize Experience Based On..

• City
• Country
• First/last visit date
• Time of visit

Location & Time Channels Behaviour User’s Explicit Data
via CRM/3rd party

• Operating system
• Browser
• Device – Mobile/tablet/desktop
• Re-engage channel: notification/emails

• Visit Frequency
• Pageviews & engagement
• Actions & intent: e.g. sign-ups

• Cold/hot data
• Gender
• Age
• Buyer journey stage

For those who live 
in style

Shop 
Now

71% Customers expect 
personalization
- Mckinsey

1 Business can generate 40% 
more revenue
- Mckinsey

2 89% of digital businesses are 
investing in personalization.
- Forrester

3



Confidential18

Localized and Personalized Content

How Content Can Drive Local Discovery & Experience

Maps Local 3-Pack Knowledge Panel Location Landing PagesVoice Assistants

Expanding
Customer
Touchpoints
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Your Audience is Looking for Answers to Their Questions

PROVIDE CONSISTENT AND INFORMATIVE ANSWERS AT EACH TOUCHPOINT
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5-step Process to Execute 
Helpful Content At Scale
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5 Steps To Helpful Content On Your Site

Rate your current 
content

• Is your current 
content visible?

• Are you maximizing reach with 
rich results?

• How is the content 
performing?

Audit, 
Benchmark, and 

Score Your 
Existing Content 

& Presence

2

Create an 
Execution Plan 

Based on 
Business 
Priorities

3

Build Helpful 
Content at Scale

To Find
Visual

4

Tack, Report,
and Scale Your 

Content 
Production

To Find
Visual

51

Define Your 
Audience Personas
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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.

DEMOGRAPHICS PSYCHOGRAPHICS

ONLINE / MEDIA / PUBLICATIONS PASSION / PAIN POINTS

Age:

Gender:

Ethnicity:

Marital Status:

Children:

Education:

Job Title:

HHI:

Location:

Interests:

Sports Activities

Outings / Events:

Why Book Outdoors:

Travel Expectations:

Other OTAs:

When Do They Travel:

Social Media: 

Devices:

Other Media / Podcasts / 

Publications

How They Hear About 

Travel Opportunities:

37

60% Male / 40% Female

80% Caucasian / 20% AA/Hisp

Married

2

BS/BA

VP or Director

$125,000

Austin, TX

IG, Twitter, Facebook, TikTok

iPhone, Tablet, Mac

Spotify, The Daily, This 

American Life, Stuff You 

Should Know, Fresh Air

Friends, Lifestyle Blogs, 

Instagram, Facebook, Travel 

Sites

Travel, New Experiences, 

Outdoor Activities, Dining, TV 

(streaming), Kids Activities

NFL/NCAA Football, Hiking, 

Kids Sports, Golf, Gym

Movie Theaters, Apple 

Picking, Libraries, Daytrips

Ease/Convenience, Options, 

Details

Family Friendly, Connectivity, 

Experiences

Expedia, Kayak, Hipcamp, 

Airbnb, Vrbo, Campspot

Spring / Summer / Holidays

1



Confidential23

Benchmark Against Your Competitors

A comprehensive digital presence audit & 
competitor benchmarking. Derive meaningful 
insights to help plan next steps.

Crawl & Indexing Page Experience Schema & Clickability Content & Relevancy Local & Authority

2
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Benchmark Against Competitors with Your Content Presence Report

1

2

3

2

Optimization 
Opportunities
1. FAQs
2. Expand topics & entities
3. Social & Paid Campaigns
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Score Your Content

A V A I L A B I L I T Y

1 2 3 5 6 7

V I S I B I L I T Y R I C H  
R E S U L T S

T R A F F I C E N G A G E M E N T C O N V E R S I O N

4

E N T I T Y  
C O V E R A G E

Q U A N T I T A T I V E Q U A L I T A T I V E P E R F O R M A N C E

2
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Create an Execution Plan Based on Business Goals & Potential Growth

Out of 811 terms with 
2.8M searches/month

Exposure for 
additional

~3.4 M
keyword 
searches

O P P O R T U N I T Y

INFORMATIONAL
(Non-Brand, Non- Local)

NAVIGATIONAL
(Near Me)

TRANSACTIONAL
(Branded)

V I S I B I L I T Y

Out of 167 terms with 
703K searches/month

Out of 9 terms with 
8.4k searches/month

3
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Execute Against Your Plan: Leverage AI & Keep E E A T Aligned

• Experience
• Expertise
• Authoritativeness
• Trustworthiness

4

Images Web Stories FAQs Local Enhancements
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Driving Business Results 
with Helpful Content
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Browse

Comparing 
Options and 

Shopping

Interactions

82%

18%

Majority of Searches Are Information Seeking
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Define Goals and KPIs Based on Business Objectives

Increase visibility

Increase traffic

Increase conversions

K P I s

• 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

Soft Conversions
• Phone calls
• PDF Downloads
• Demo Video Views
• Clicks to ATM/Branch Locator
• Social Platforms Clicks
• Email Clicks

• Read Reviews
• Write Review

O B J E C T I V E S

REACH

ACT

CONVERT

ENGAGE Increase engagement
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Track Performance Across The Buyer Journey
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FAQ + Schemas Impact on Rich Results
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Case Study: Web Stories brought significant impact, accounting for 7% share in impressions

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

1 2 3 4 5

Helpful content: 
Meets the needs of 
your audience 
persona across the 
buying journey

Discovery of 
content is critical

Establish Right KPI 
across funnel 

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

Measure Impact 
across channels 
and touchpoints 



We will showcase the latest trends, share customer-based case studies, and deliver actionable 

takeaways and tools to help you accelerate your digital performance in fabulous Las Vegas.

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

Attendees Love Engage

For thought leadership, relevancy, speakers, and 
experience

https://engage.milestoneinternet.com/


Confidential36

Sign Up for a Free Digital Presence and Competitor Audit

CONTACT US

To discuss your 2023 marketing plan

sales@milestoneinternet.com

Free Digital Presence Audit Link
https://www.milestoneinternet.com/resources/request-audit

Not applicable to agencies and consultants

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

