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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 Tech : Ag i Ie Co n te nt Home > Featured Blogs > Three Reasons Why A Mulii- 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

ﬂ

NOW
TECH

N24 2022

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

Agile Content
Management
Use cases: marketing

sites, landing pages,
microsites, blogging

SMALL <$20M in annual category revenue Examp|e VendOFSZ E I d -
Cloud CMS Kantin (Kantant) Acquia, Adobe, ' Xxample vendors:
dotCMS Milestone Contentstack, and Milestone Inc., Salesforce,
GraphCMs Sanmy.10 Optlmlzely Wordpress, etc.

Ibexa DXP Storyblok

Jahia Umbraco

Milestone



Trusted by Major Brands
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Key Reading Materials

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

Next Meetup April 25th on Helpful Content: https://members.chief.com/meetup/mE1csc2m3q

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-3867/5

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

Milestone
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Customer challenges
Challenges of today’s platforms

Challengesfaced by various teams
* Content & marketing

* Development teams

Agenda

4 main strategies to overcomethese challenges
* Omnichannel content discovery and orchestration

* Experience led — Data-driven decision making

» Scalability — Reliable, available, secure, scalable

 Engagement - Fine tuning & Intent driven

Key take away

Milestone



Customer Challenge &
Organization Priorities



Customer Journey - Disjointed Journey, Multiple Touch Point, Discovery Is
Becoming Harder And Expensive

Milestone



So Many Touch Points: B2C

eeed [ he Digital Economy B
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moments moments Sales aredigitally influenced
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So Many Touch Points: B2B

The Digital Economy
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Most Time is Spent on Discovery

Interactions

Discovery

82% (Browse)

Experience and
__ Conversion

(Shopping)

—

Mil@thI]Q Source: Bloomreach



Major Challenge For All Businesses

90%

of Digital Content
Has No Audience!

Content
Discovery
& Accuracy

Milestone



https://ahrefs.com/blog/search-traffic-study/

Organization’s Top Priorities in 2023

What will your organization’s top three technology priorities be in 20237

Coustomer journeys e.g., marketing automation, _ 53%

campaign management

management/customer data platforms

Content e.g., digital assets management (DAM), _ 49%

content management systems...

Work and project managenet e.g., workflows, issue _ 41%

tracking, resource...

Commerce and slaes e.g., slaes software,affiliates, e- _ 36%

commerce platforms

Enterprise data architecture e.g., data collection, _ 26%

governance, privacy, and...

Source: Adobe




Challenges of Today’s Platforms



Broken Systems, Siloed Departments, Lost User Intent

e B
|
0

search discovery social media enquiries

=)

website discovery messaging
ontent \ : social media \ customer
Paid media
management >EO teams | team | team support

MilQStOI]Q 17  Confidential



Connecting Various Platforms for Experience Lead Growth

AWARENESS DISCOVERY CONSIDERATION CONVERSATIONS PURCHASE SERVICE ADVOCACY

Business Initiated

. o Customer
Business Inlt_lated Schema FAQ Voice Search Reviews Initiated P'.'OdUCt D(_amos/ Feedback on
Conversation <. N A 4 . Video Calling Chat Offers
A NSRS J Conversa/a\tlons A A A
"““Llecal Pages Posts. o o A | /! : 2
\‘ _______________ . :‘_ _____ ::2,_,:::‘- ~—-\::; —:: :‘ ______________________ 4’1 __________ _- _ .’
Social : \" Pre-Sales o Customer
i CMS SEO / Dev Content Paid Media
Media Support Support
Teams ]\
a Fﬁ&
Engineering CRM Sales Inventory Customer Support

Marketing Infrastructure

Milestone



Challenges of Marketers and Developers



Challenges of Today’s Development Teams

Activities Multiple

Remote work Department silos Vs. Outcomes Tech stack Tight budgets

Milestone



Key Strategies to Overcome These Challenges

iy

: \ | @
Omnichannel Experience Experience Led Scalability ,
Content Discevery & Data-Driven Decision Reliable, Available,
Orchestration Making Secure

C—

Engagement Automation Using
Fine tuning & Intent driven Artificial Intelligence

Milestone
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Omnichannel — Consistent Experience Across All Touch Points

Omnichannel

Multichannel

\,
~.
,/
/

N,

7’ 4

S0 @ UX

Customer-centric approach. Unify the experience

Product or service-centric approach.
Create once and publish across channels offered to customers across channels and devices
and devices. pertaining to their buying journey.

Milestone



Must Have for Consistent Omnichannel Experience

Elite Hotel
Boston

Website / FAQs Local Landing Pages Local Channels

Asset Library

Centralized & Consistent Delivery Across Search-Optimized Website, Local Landing Pages & Update Local Listings at Scale

Milestone



So Why Your Content is not Discoverable?

Top SEO issues reported

Indexability or
crawlability

URL deletion or
redirection

Link issues

Changes to onpage
content or meta data

Changes to hreflang
or canonical tags

Crawler traps - Q9%

0% 10% 20%

Source: Contentking

Milestone

Brands are stuck JUST fixing & improving SEO

IMPROVE




Discovery of Every Asset Is Critica

Redirect

Alternative Robots.txt

Duplicate




Your URL needs to be Discoverable?

Good URLs @ Total impressions of good URLs &

100% 246K

@ About chart
URLs Impressions
100% 9K
6K

3K

66%
i Wb .

2/10/22 2/22/22 3/6/22 3/18/22 3/30/22 4/11/22 4/23/22 5/5/22

Page experience signals for desktop

< Breadcrumbs

< 9 .
Page experience signals

Core Web Vitals @ > HTTPS @ 9 P g
< FAQ

GOOd GOOd £ Logos . : it

No issues detected Your site uses HTTPS. Learn more Core Web Vitals @ > Mobile Usablllty @ >
Security & Manual Actions v \/ \/
Legacy tools and reports v No issues detected No issues detected

See the algorithm updates here from . o Q, @

Chrome’s team on Google I/O _—

Security issues @ > HTTPS @

v v
8 submit feedback
No issues detected Your site uses HTTPS. Learn more

Milestone 27 Confidential


https://www.youtube.com/watch?v=h00kn5J-F2Q
https://www.youtube.com/watch?v=h00kn5J-F2Q

Speed

53% of Consumer will
abandonassiteif they
experience morethan3
secof load time.

& chrome web store
Home > Extensions > Lighthouse

Lighthouse

{7 developers.google.com/web (8 Featured

Y % % % W 289 () | Developer Tools | 900,000+ users

Performance Accessibility

Best Practices SEO PWA

51

Performance

Values are estimated and may vary. The perfo|
calculated directly from these metrics. Seq

A 049 50-89 [ ]

METRICS

@ First Contentful Paint

16s

A Total Blocking Time

2,120 ms

® Speed Index

3.1s

3 View Treemap

Milestone

0

@ MyHealth at Stanford

TREO SITE SPEED

treo.sh

@ MyHealth at Stanford

M

[ site speed audit for www.milestoneinternet.com - Treo.sh

i Compare | & Share | (3 Email updates

iis PAST YEAR

Time to First Byte i

153

Good <= 0.8 Moderate Poor > 1.8

59.2 219 18.8
4 4
2 2
o o

FMAMIJ JASONDJF

L@

First Contentful Paint i

Linghs

Good <= 1.8: Moderate Poor > 3.0
68.9 16.3 149
FMAMIJ JASONDIJF

All Mobile Desktop Tablet W All v | @ Global ~

£ Configure metrics Percentiles | Distributions

® Largest Contentful Paint cwv i

2.4,

Good <= 2.55 Moderate Poor > 4.0
75.3: 132 116

4

2
FMAMIJ JASONDIJF




Schema - Save Time, Scale Faster, Deliver More, Show Results

How to deploy advanced schema at scale: The three-stage schema deployment process

o

/Searnnfnginaland SED~ PPC~ Platforms ~ SMX Webinars Intelligence reports  White papers  Newsletter About ~

Search Engine Land » SEO » How to deploy advanced schema at scale

How to deploy advanced schema at scale

This three-stage schema deployment process breaks down the overwhelming
task of implementing structured data on large websites.

Benu Aggarwal on March 15, 2023 at 9:00 am | Reading time: 8 minutes

inlv]fle]Y]a]

Implementing structured data to your key pages has many potential SEO benefits, including higher
click-through rates, faster indexing and more impressions.

However, deploying schema is challenging. It is not a one-and-done approach where you only need to
add some code to your website.

Getting results from schema markup entails deploying and maintaining it correctly amid constant
website and content changes.

This article will break down the common challenges in schema implementation and how to deploy
advanced schema at scale.

Challenges in schema implementation

Despite the advantages of implementing schema markup, there are accompanying drawbacks to
consider.

* Schema deployment has always been a resource and time-intensive process requiring SEO, IT,
content, analytics, and digital marketing teams to come together. Lack of synergy between
departments often results in sub-optimal schema deployment, and its overall effectiveness is lost

~

Schema Markup is one of

the most effective ways

to increase your organic presence
and ensure content
discoverability across all
channels.

Milestone

Full Article



https://searchengineland.com/deploy-advanced-schema-at-scale-394267

Perfect Experience

R e n a U I t Planes financieros ° pregunt as frecuentes

Morelia

Contamas con diferentes soluciones de
financiomiento que se adaptan a tu presupuesto

Location page must-haves:

. Horarlos v Ublcaclén ¢Es mejor comprar un auto &
1. Address, contactinfo, hours y ——— NUEVD 0 Seminuevo?
2. Ma p and d| I’eCtIOnS (O Horarnos Las dos opciones tienen grandes beneficios. Un
) 5 1 0/0 Horario de ventas v Vehiculos seminuevos disponibles st nueva i brinda calided yuna axpedencia
3. Staff blOS en Renault Morelia ginigual; un seminuevo lo encontrards a un precio
mids accesible. Te recomendamos contactar a uno
~Vie 08:00 AM - 08.00 PM
4. Parki ng info Of P hone LSZ:ed;em-OO AM - 0500 PM de nuestros asesores de venta para que te pusda
brindar un experto asesoramiento.
. . . leads from Domngo 11:00 AM - 06:00 PM
5. Payment, financinginfo .
Y g location pages %, Teléfono
6. Offers, deals, coupons 4433152514 ;Cuidles son mis opciones ¥
@ Renault Morelia de financiamiento?
7. Reviews £ oo e serd
Avenida Enrique Ramirez Miguel 107,
8. Frequently asked questions L Jan A $230000 $18' | |os autos seminuevos, v
VER MAS DETALLES vea m ¢Cuentan con poliza de
i i arantia?
9. Inventory highlights 1 3 (o) /0 e s g
10. Locationimages inmtevblaieeatitysres Qué timite de kil _
SRS £Queé limite de kilometraje A
11. 3D tours, video of form leads Map Satellite MUA1 no se recomienda al
) ’ Sopey ) momento de adquirir un
_ _ generated from pins T * momento o q
12. Department information location pages Avenida Erviaue Ramirez Mius e ¢ dicen nuestros clientes?
. . Lay Améeicas Morelia, Morelia g
13. COVID information, health & o umszsa % Excelente atencion y sevicio, siempre I ;Gada cuando tengo que -
safety LK BT . asesorando a sus clientes de manera darle mantenimiento a mi
HIDALGO B conoen: + profesional y con promociones auto?
14. Curbside, delivery, in-store e constantes.
shopping, appointment-only, etc. P L T s e ot i it Ve I50ac Baideras - Google Revew Mas agencias Renault
cCoo0e

Milestone QR o7




Google Search Essentials

J (%) Google Search Central

» Search Essentials

SEO fundamentals

Crawling and indexing
Overview
File types Google can index

URL structure

-

Sitemaps

v

Crawler management

-

robots.txt

Canonical URLs

» Mobile

r AMP

» JavaScript

» Page and content metadata

» Removals

4

Site moves and changes

Ranking and search appearance
Overview

A guide to Google Search ranking
systems

Favicons
Featured snippets
Flexible Sampling
Google Discover

Images

-

Local features
» Page experience
Publication dates

Search result features

Milestone

Documentation

Support Blog What's new v Events Case studies Q Search

Home > Search Central > Documentation Was this helpful? 5 G

Send feedback

A guide to Google Search ranking
systems [ -

Google uses automated ranking systems that look at many factors and signals about hundreds of billions of web pages
and other content in our Search index to present the most relevant, useful results, all in a fraction of a second.

We regularly improve these systems through rigorous testing and evaluation and provide notice of updates to our ranking
systems when those might be useful to content creators and others.

This page is a guide to understanding some of our more notable ranking systems. It covers some systems that are part
of our core ranking systems, which are the underlying technologies that produce search results in response to queries. It
also covers some systems involved with specific ranking needs.

You can also visit our How Search Works site to understand how our ranking systems, combined with other processes,
work together so that Google Search delivers on our mission to organize the world's information and make it universally
accessible and useful.

BERT

Bidirectional Encoder Representations from Transformers (BERT) is an Al system Google uses that allows us to
understand how combinations of words express different meanings and intent.

Crisis information systems

Google has developed systems to provide helpful and timely information during times of crisis, whether those involve

narcnnal ericic citniatinne natiiral dicactare ar nthar wido-enraad ericic citniatinne-

@ English ~

On this page
BERT
Crisis information systems
Deduplication systems
Exact match domain system
Freshness systems
Helpful content system
Link analysis systems and PageRank
Local news systems
MUM
Neural matching
Original content systems
Removal-based demotion systems
Page experience system
Passage ranking system
Product reviews system
RankBrain
Reliable information systems
Site diversity system
Spam detection systems
Retired systems
Hummingbird
Mobile-friendly ranking system
Page speed system
Panda system
Penguin system

Secure sites system



Google Shopping Experience Score Card

About the Shopping Experience Scorecard Program

The Shopping experience scorecard program can help deliver a great shopping

experience for your customers.

B Google Merchant Center
I

Hi I

We are introducing the Shopping_experience scorecard program in order to measure the
level of customer experience you provide. The goal of the program is to reward
businesses who provide an excellent customer experience with increased visibility in the
Shopping tab. The metrics being measured by the Shopping experience scorecard

program are:

« Delivery time
« Shipping cost
* Return cost

* Return window

Based on your performance in the metrics above, your listings may be eligible for: User

A boost in ranking Expérience

* A badge
« Other benefits that will help consumers find your business

Milestone



Experience led -
Data Driven Decision Making




Modified Customer Journey Map

FAQ

Community

Menus . DISCOVERY

Rich snippets . Website .

. Feedbackon Chat
Google Posts ‘ ‘ Blog
PURCHASE Business Initiated Circulars
Search/Voice Search . ‘ Reviews .

E-commerce / Stoie

‘ Social media branch . Social media
AWARENESS ® =

Business Initiated Conversation .

. Blog
CONSIDERATION

. FAQknowledge base

ADVOCACY
CONVERSATIONS

Product Demos and . Business Initiated Promotions

Video Calling

Promotion

Radio TV,

Public relations print outdoor Customer !nitiated
Conversations

Milestone



Multisearch Search On 2022: Search and explore
information in new ways

Helping you search outside
the box

Sep 28, 2022 5 min read

G Cathy Edwards < Share
VP/GM, Search

https://blog.google/products/search/search-on-2022-announcements/




So many ways to consume content

A 1[I =
L —"
Images Web stories Content
1] =) [*]
N\ L\ T Yldse PDFs, RFPs, Menus Events
- < _— D -
3 2 B i
// FAQs Maps Infographics

User Experience - Discoverable, Quality, Relevant




Delivering an Unmatched Experience!

What makes an experience unmatched:

Demand for Contentis
Growing!

5 Cross Channels

Expected content growth for 2023-25

Milestone



Bringing It ALL Together, Keeping Customer at The Center

2022-12-21,1:15 Reheboth
AM Beach
Prefer Advanced
Coupons

Female 2022-12-22

Product

Content Data

Milestone



Deliver tailored experiences

PANDORA

Personalization & CDP

Get 20% Extra On First Purchase, Order Now!

7 1% Customers expect

For thosewho [ , personalization
live n style - Mckinsey
Jane Doe
-~ UsA &
Business can generate 40%
more revenue
2022-12-21, 1:15AM Rehobeth Beach - Mckinsey
e 89% of digital businesses are
Prefer Coupons Advanced iInvesting in personalization.

- Forrester

Female 2022-12-22

CustomerData

\

Milestone



Reservation Center: (888) 886-2477

w SUN OUTDOORS OURLOCATIONS OURBRANDS WAYSTOSTAY SPECIALOFFERS EXPERIENCES VACATION HOME SALES FIND RESORTS

Black Friday Deal - x

National 40% Off St X ‘ |
Park Foundation. s j

For a limi d

Destination Arrival 2Nights Departure

FIND A LOCATION

Search state/province, city or resort name Nov 26,2022 e Nov 28,2022

Milestone

Personalization

Show Personalized Banner

;2) Location
. . City

o *  Country
3 !] Technology
- « 0S
*  Browser
*  Device

*5° Behavior
— « No. of visits
* No. of pageviews
* Last visited date
« First visited date

) Time
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4 Steps of Content Planning

= 8 =1 A

Planning Production Delivery Analysis
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- MULTIPLE API INTEGRATIONS

o \\arriott

Insights

©® Engagement @

Convenience &
(+] Presence
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Schema gRevenue Recoveryé :
Personalization : : Maps ;
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Integrations layer Help Stitch Dots Across All Channels & Touch Points
@® Performance @ Ecommerce

Meta o
i (ZCHOICE

HOTELS®

Google Search Console
: i Call Tracking

: I 99 SEMRUSH

©) i |
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Key Takeaways

Digital First Requires Exceptional Experience

63% of consumers “expect personalization as a standard of service.”

Engage Customer across every channel with personalized interaction

Achieve cost savings of 30% and revenue increases of as much as 20%.

Connected platform, CDP helps in scaling fast + bringing powerful consumer
insights.

Milestone



e— —NGAGE 2023

Use promo _code when In-person event at Caesars Palace, Las Vegas
registering for 50% off on July 31 and Aug 1, 2023

Register Now

Some of Our Past Year's Speakers

Bill Hunt Rand Fishkin Brenda Arndt Dan Melluzzo Nate Philippsen
Back Azimuth SparkToro US Bank Marriott International Sun Outdoors

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

For thought leadership, relevancy, speakers, and

Register Now: https://engage.milestoneinternet.com/ experience

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