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GOAL: Learn 1 Thing

2

AGENDA

1. Introduction 
2. Social Media Best Practices 
3. Intro to SEO



Introduction
The AOK Way
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PART 1
Website Fundamentals & 
Introduction to Analytics
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PART 2
Social Media Best Practices 

& Intro to SEO
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PART 3
Competitor Analysis 

& Intro to Paid Search
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DIGITAL ACQUISITION
PLAN

DISCOVER PLAN EXECUTE MONITOR INNOVATE

Research current 
situation, use 

experience and data to 
understand market and 

end users.

Step-by-step solutions 
designed to reach client 

specified goals.  
Develop a roadmap to 

success.

Implement the plan to 
maximize profits and 

reduce customer 
acquisition costs in all 

digital channels.

Implement reporting to 
enable improved data 

based decision making.  
Understand the market 

reaction to client 
offering.

Identify opportunities 
to keep moving forward 

to the next level of 
growth.  Adapt to the 

ever changing
marketplace.
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Where Are You?
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AUDIENCE
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COLD
THEY DON'T KNOWYOU AT ALL
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WARM
They have heard of you, and are aware of your

offerings.
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HOT
They are aware of your offerings, and are looking to  

purchase from you or one of your competitors.
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CONVERTED
THEY'VE BOUGHT FROM YOU BEFORE…
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Social Media Essentials
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Social
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Audience Overview
Demographics
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Audience Overview
Lifestyle
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Audience Overview
Brands
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Audience Overview
Personality
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Audience Overview
Online
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Audience Overview
Media
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Plan
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Tell a Story… 
And be 
Different!
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Implement

• Social Media is Visual
• Image
• Headline
• Description
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Implement
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Implement –
Team



WWW.AOKMARKETING.COM

Implement – Team
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Implement – Process

What goal is 
your social 

media going to 
fulfilll?

Start With 
Your Plan

Audience Size?  
Engagement 
Percentage?  
Engagement 

Total?  
Applause?  

Sales?

What 
Metrics Are 

You Going To 
Track?

Internal / 
External? 

Who Is 
Going To 

Implement?

All social 
channels are 
Pay-To-Play.  

Where is your 
money best 

spent?

Organic vs 
Paid?
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How Does Organic Social Compare to Paid Social?

Organic vs Paid

• Organic is the natural 
number of people who like 
/ follow your page

• Paid encompasses any 
campaign designed to drive 
web traffic, page likes, 
clicks, engagement, or all of
the ideal metrics you would 
get organically

Every Platform is Pay-To-Play

• Organic reach is becoming 
more and more limited

• Every large social network 
is ‘for profit’

• If you want to get ahead, 
you have to play their game

Account Structure

• Designing an effective 
campaign is all about the 
campaign, and the account 
structure
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Social Metrics
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Activity & Engagement
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SEO Essentials
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01

Low Hanging Fruit Strategy

Page 2+ to Page 1
Focus on keywords where there is some authority, but 
not enough to be on page 1.

02 Page 1 to Top 3
Move from the bottom of page one to the top 3 
positions by focusing on Rank Brain signals.

03 Top 3 to Position 2 & 1
Deeper analysis on what Google likes, and applying it to 
the pages.
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Paid

Local

Organic

SERP

Social
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AI – BERT & Beyond
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NLP / Voice Search
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Strategy
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EXECUTE
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Scientific SEO – Scoring Models
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Gain
Scoring

Trust
Flow

Inner
Linking

Page
Optimization

Competitor
Scoring

Page One
Scoring

Long Tail
Scoring

Topical
Scoring
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Technical SEO
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A Quick Overview
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Technical SEO
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Cont
ent

H1, 
H2,
H3

Imag
es Links

GEO Keyw
ords

XML 
Sitem

ap
NAV
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Sitemap:
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https://www.cmhc-schl.gc.ca/sitemap.xml
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sitemaps.org
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Sitemap 
Example
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Homepage
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H1
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H2
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H3
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Homepage
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H1 

 H2

H3
H3  H3

 H3
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Tool:
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site:yoursite.com
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Tool:
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https://search.google.com/search-console?
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Add Your 
Website
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Scientific SEO – Link Factors
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Social Links

On Page 
Relevancy

Contextual 
Links

Inner Linking
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Scientific SEO – Link Factors
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Link Positioning

Quantity of 
Links

Link Count 
Per Page

Anchor Links
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Scientific SEO – Link Factors
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Link Frequency

Pre/Post Content
Relevancy

Content Scoring

Traffic Signals
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Yahoo Referral Link:

• https://ca.finance.yahoo.com
/news/federal-liberals-boost-
firsttime-home-buyers-
incentive-and-plan-foreign-
buyers-tax-204818131.html
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How the Tools Work
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THANK YOU!

Dave Burnett
db@aokmg.com
o. 416-815-8000 x 222
c. 416-816-5895

mailto:db@aokmg.com
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