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DIGITAL ACQUISITION

W

DISCOVER

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.

PLAN

EXECUTE

Implement the plan to
maximize profits and
reduce customer
acquisition costs in all
digital channels.

MONITOR

Implement reporting to
enable improved data
based decision making.
Understand the market
reaction to client

offering.
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INNOVATE

Identify opportunities
to keep moving forward
to the next level of
growth. Adapt to the
ever changing

marketplace.
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AUDIENCE
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State of Mind

Campaign GAME

Convert

Consider my brand’s

. R arand’s
@ Goal s offerings products / services Strategy
Largest addressable |- ikl e Largest addressable audience,
@ LI e audience, unknown intent | E S 0 with LOTS of commercial intent Strategy
Anyone who can .in\rune:-inﬁking-_m buy Anyone looking to but R
é" Market buy from you ﬁﬂm-jmuﬂnﬂustr.? from your industry NOW Strategy

Understand that our company Understand u.urﬁlu& Understand all the

o ; ; : 5 Understand the reasons you _ : :
@ Mindshare exists, and we can provide proposition, and what thogid pider f?'om e NDT'.I‘ wonderful things we've Strategy
specific products / services differentiates us done and been awarded
¥s Messaging Drive Awareness Drive Consideration Drive Conversions Strategy
Display
i E [ = -l
Display Display m_ 1 i
" Marketing Social Email Social
alll  platiorms video PPC PPC
SEO SEQ
Video
# of Actions
% of Actions i e Conversion Rate e
: b G Repeat Purchases
Conversation Click Through Rates {CTR)  Jryem Loyalty (return visits) S PF_E_E Ur_r i a _E _
e Page Depth Likelihood to Recommend
ﬁ Amplification Per Visit Goal Value Checkout Abandonment Rate A T
ool Applause : Profit (Rev-AdCost-COGS) [N

% of Assisted Conversions

E i \Irﬂl LD';'E!'!","
‘Growth in Dwned Audience conomic vaiue

Indexed Brand Awareness :
Monthly Active Usere

% of New \isits Task Completion Rate
Recency & Frequency
: , : Educate, inform and Enable a seamless ; g
4 s 5 @, "| E‘,"t & Wa Ij
E Experience Inspire, entertain and inform feishibe ndtnn Vit urprise, delight & rewar

d |
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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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YOU BEFORE
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Social

Facebook
YouTube

YouTube

Facebook
YouTube




I Dave Home Create e g&

n Cindys Home and Garden Q
| whLike | X\ Follow | A Share | -« Shop Now @ Send Message

"Can you recommend products for me?” © Ask

Type a question... >
Ctober 1 at 11:34 AM - G ’

@ o Want to win a $1000 CINDY'S GIFT CARD? Test you
Cindy's with our “Chase the Aces” Contestl @ @

. Spend $50 anywhere at Cindy’s during the month of October and earn
Cindys Home and the chance to pull ANY ACE from a deck of cards. * Pull an Ace and
p
Garden you get a ballot to WIN the big prize of a $1000 Cindy's Gift Ca

@cindyshomeandgarden Vs will draw a winner at the end of Cctober! Will you be the one to pull

Home F - ABOUT CINDY'S HOME AND GARDEN

Posis -
@ ur Story

Hey Located on the north shore of Lake Erie, in

the guaint Victorian town of Kingsville,
Cindy's Home & ...

Shop
See More

Community

Videos What's New

Events

Eﬂ See new items in the shop.

About

Info and Ads is is Ci } cafeone | Community

@
Instagram feed %

Invite your friends io lile this Page
Join My List 2C . W 16,079 people like this

15,731 people follow this
o oY Like (D Comment R 15T rerpie K

Create a Page Giddste See All

Willow Tree Market What a Fantastic prize!!
Like - Reply - 1w

- 4 Janet Taggart Who. Won. On. Draw. On. Sat. After. Show
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Audience Overview

Demographics

DEMOGRAPHICS POLITICS

GENDER: MALE LEFT sl
AGE: 25-39 i
J\

3 v T ) L
n PROFESSIONS

BUSINESS
INFORMATION TECHNOLOGY

/7 RESEARCH/RESEARCH AND D..

Country Region City
United MewYork  MNew York
States ﬂ MONTHLY SPARE $
United Florida Fort
States Lauderdale $ 1000 OR MORE
United Massachusetts Boston
States / )
United California San
States Francisco
United linois Chicago
States
United Georgia Atlanta

States



Audience Overview
Lifestyle

EXERCISING [
SPORTS ~——

CYCLING
oo 1
E FOOTBALL é/
BASKETBALL

ﬂ GENERAL INTERESTS

SCIENCE
BUSINESS AND FINANCE
COMPUTERS AND TECHNOLO..

/ Oﬂ NICHE INTERESTS

LONDON

INTERNET

PROJECT MANAGEMENT
BUSINESS STRATEGY
DIGITAL MARKETING

(iﬂ MOST LIKELY PET

LD




Audience Overview

Brands

ol CUSTOMER OF... E

—e APPLE IPHONE

TWITTER

ITUNES

APPLE -
APPLE IPAD

AMAZON

SAFARI

PAPERCHASE

HMV

e TUMBLR

(i SHOPS AT E

Macy’s

ﬂ CLOTHING BRANDS
H&M

SELFRIDGES
BANANA REPUBLIC

LD LD

)

&Y
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Audience Overview

Personality

e

f q ‘ The internet is my m

‘ of information

ain source

‘ ‘ | seek out challenging I~
. situations

{
. /

ol DESCRIBES THEMSELVES AS.. E

—e ANALYTICAL
—e CLEVER
—e KNOWLEDGEABLE

P

N

£ £ | tend to think outside of )
the box \

[‘ ‘ Online

easier

shopping makes my life |

B ovronocoson
—e GRUMPY
—e ARROGANT

—e INTROVERT




Audience Overview

Online
' N

li top facebook pages

Y
@Lord_Voldemorty
@andyburnhammp
P4

Y / / 0000
N

O O O / &  top websites visited A —
c>C

http://twitter.com




Audience Overview
Media

—
||
50 = HRS P/W @ 1—5HRsp/w

(i NEWSPAPER READ E o] ﬂ TV SHOWS WATCHED RECENTLY

TIMES —e TOP GEAR
—e FORMULA 1. THE MONACO GRAND PRIX

| macaznesneo [ o WILLAND GRACE
l —e SALT

THE ECONOMIST e | [VE: CAPITAL ONE CUP

THE 282 TIMES




 Platforms

e Social Media Channel Specialization -
Can't really do them all

* Find out where your customers
spend their time

* Find out HOW and WHERE your
customers search

* Rules of thumb:
Twitter: Breaking News
—— Facebook - B2C
YouTube: If you have something
%nteresting to say
Instagram: Visual B2C
— Pinterest: Visual - Women
— Snapchat: C2C (think of it as a

—~ video channel
e )
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Tell a Story... ?

And be '
Different! ’




Implement

* Social Media is Visual
* Image
* Headline
* Description

L NOR MaTRene



ol

@nn! Mot sure what to do with figs? Here's a great dessert recipe™s
hare.

Implement

e Social Media is Visual
/ * |Image
e Headline

* Description

Fig Tart with Almonds

The si ot oT his tart perfectly accents ripe figs. If you don't have enough time
handmade crust,

ick up one of Jasper's pre-made pie crusts.




e Does your team support social media?

Implement —
Team

* |Is your culture supportive of wasting time on
social media? What about spending time on
social media? How do you tell the difference?

* How many people have considered hiring
someone right out of university - a social media
specialist - who has 15,000 followers or whatever
on Instagram?




Implement —Team

ORGANIZATION BY TEAM SIZE

Team =1 Team=3 Team =9 Team = 18




Implement — Process

Audience Size?
Engagement
Percentage?

All social
channels are

your so.C|aI e — Internal / Orgaruc Vs Pay-To'—PIay.
media going to Total? External? Paid? Where is your

il?
fulfilll? oD lauses mosne;\r/‘tb?est
Sales? pent:

What goal is




How Does Organic Social Compare to Paid Social?

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

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

e Organic reach is becoming e Designing an effective
more and more limited campaign is all about the

e Every large social network campaign, and the account
is ‘for profit’ structure

e |f you want to get ahead,
you have to play their game




Brest Social Media Metvics

Twitter Facebook Blog YouTube
Conversation Rate 1.63 244 1.25 733 1.25
Social Metrics L
Amplification Rate 1.75 219 275 1.00 339
Applause Rate 0.38 9.00 6.75 533 7.00

Economic Value $0.13 $2.07 $0.90 $1.05

WA :Z.r'.C-JI,:"'I DHCKS0C1E

y }Qi AOK Marketing i



Activity & Engagement

YOUR POSTS IN PERIOD YOUR ENG. RATE / POST

79 0.63%

Landscape Avg: 96.0 Landscape Avg: 0.25%

Company Posts Engagement Rate / Post

1. Appresso f“ﬁ G 5.59%

2. GXS < 13 ;) /7 . 5.52%

3. Infoteria 10 a— 1.54%

4, Cleo 27 - 0.91%

5. Micro Focus 84 - 0.81%

6. HULFT 79 - 0.63%
- 0.48%

7. Informatica
—

I Aofolpf,‘ﬁ;'ifif”'QK Marketing .
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Low Hanging Fruit Strategy

Page 2+ toPage 1 /

Focus on keywords where there is some authority, but

not enough to be on page 1.

Page1toTop 3

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

Top 3 to Position2 & 1 /

Deeper analysis on what Google likes, and applying it to
the pages.
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{=

GO gle aok marketing

All Images News Maps Videos More - Search tools

About 479,000 results (0.41 seconds)

H —_— AOK Marketing
a I www.aokmarketing.com/ v

Tuming Your Website Into Your Best Salesperson- Clients Eamn Millions D'C
Conversion Optimization - Local SEQ Marketing - PPC Campaign Management B W
Landing Page Development - Conversion Optimization - SEQ Marketing

AOQK Internet Markeling T Dot ivarketrg-Commparty roronio & New ... \NK s
www.aokmarketing.com/ = photos ? \,
H More Clicks. More Conversions. Call for a Free Consultation today 1.888.566.2577. PPC management
Web Development, SEO services in Toronto & New York. -
AOK Marketing Wepsite
° PPC Management, Audience Creation, Lead ... - AOK Marketing Marketing Agency
www.aokmarketing.com/blog/ =
rga n I c —_— Providing step-by-step guidance for PPC management, online audience creation, traffic building and Address: New York, NY, United States
lead generation for business owners and marketing pros. Phone: +1 646-453-7550

Hours: Closed today ~

Welcome to the AOK Marketing Group

www.aokmg.com/ Suggest an edit
; USA 350 5th Ave, Suite 7412 | New York, NY USA 10118-7412. CANADA Richview Square | 250
Wincott Drive, P.O. Box 18535 | Toronto, Ontario, Canada M9R .. Reviews Write areview  Add a photo

1 Google review
Dave Burnett | LinkedIn
hitps:/ica.linkedin.com/in/davebburnett «

\r\‘l/ % Toronto, Canada Area - Author, Columnist, Speaker & CEO at AOK Marketing | Turning Your Website @) Send to your phone Send

Into Your Best Salesperson - AOK Marketing
Author, Columnist, Speaker & CEO at AOK Marketing | Tuming Your Website Into Your ... Now I'm
helping great marketers turn their products and services into ...

° AQK Marketing Group | LinkedIn
> hitps:/iwww linkedin_com/company/aok-marketing-group ~
O c I a ... working at AOK Marketing Group. Join Linkedin today for free. See who you know at AOK

Marketing Group, leverage your professional network, and get hired.

AOK Marketing - 250 Wincott Dr, Etobicoke, ON - Yellow Pages

/; www yellowpages.ca/bus/Ontario/Etobicoke/AQOK-Marketing/101094735.nhtmi
AOK Marketing - Etobicoke - phone number, website & address - ON - .

—_— AOK Marketing - Facebook
www facebook.com» Places » New York, New York » Advertising Service
AOK Marketing, New York, New York. 2617 likes - 6 talking about this - 1 was here. Turning your




Al - BERT & Beyond

NLP / Voice Search




Strategy
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Scientific SEO - Scoring Models

Gain Inner Competitor Long Tail
Scoring Linking Scoring Scoring

Topical
Scoring

Trust Page
Flow Optimization

Page One
Scoring

y = }Qx\ AOK Marketing [



Technical SEO

A Quick Overview




Technical SEO

WWW.AOKMARKETING.COM AOK N\orke’ring .



Sitemap:
https://www.cmhc-schl.gc.ca/sitemap.xml

https:/www.cmhe-schl ge.ca/en/2020-10-29https://www.cmhe-schl ge .ca'en/secure-login-page2020-05-29https:/www.cmhe-schl ge.ca/en/nhs2020-10-2 Thttps://'www.cimhe-schl ge.ca/en/nhs/guidepage-strategv2020-10-

2 Thttps://www.cmhe-schl ge.ca/’en/nhs/guidepage-strategy/about-the-initiatives2020-10-2 Thttps:/www.cmhe-schl ge.ca'en/nhs/guidepage-strategy how-to-apply2020-10-2 Thttps:/www.cmhe-schl. ge.ca'en/nhs/guidepage-strategy/help-and-
resources2020-10-27https:/www.cmhe-schl ge.ca'en/nhs/guidepage-strategy/priority-areas-for-action2020-10-2 Thttps://www.cmhe-schl ge ca/en/nhs/guidepage-strategy/glossary2020-10-2 Thttps://www.cmhe-schl ge.ca'en/nhs/canada-first-
time-home-buyer-incentive2020-01-28https:/‘www.cmhe-schl ge ca'en/nhs/canada-first-time-home-buyer-incentive/subscribed-thank-you2 020-08-2 Thttps:/'www.emhe-schl ge ca’en/nhs/canada-first-time-home-buyer-incentive/subscribe-
error2019-03-11https:/www.cmhe-schl ge.ca’en/nhs/first-time-home-buyer-incentive2020-06-24https:/www.cmhe-schl ge.ca/en/nhs/shared-equity-mortgage-providers-fund2020-08-2 Thttps:/‘www.cmhe-schl. ge.ca/en/'nhs/shared-equity-
imortgage-providers-fund/semp-preconstruction-stream2020-08-2 Thttps:/'www.cmhe-schl ge.ca'en/nhs/shared-equity-mortgage-providers-fund/semp-shared-equity-mortgages2020-08-2 Thttps:/www.cmhe-schl ge_ca/en/nhs/federal -
iprovincial-territorial-housing-agreements2020-10-2 Thttps://www.cmhe-schl ge ca'en/nhs/federal-community-housing-initiative2020-10-2 Thttps://www.cmhe-schl ge.ca'en/nhs/federal-lands2020-10-2 Thttps:// www.cmbhe-

schl ge.ca/en/nhs/expert-community-on-housing2020-11-24https:/www.cmhe-schl ge.ca'en/nhs/national-housing-day2020-11-16https:/www.cmhe-schl ge_ca'en/nhs/co-investment-fund2020-10-29https://www.cmhe-schl ge.ca'en/nhs/co-
investment-fund---new-construction-stream2020-10-2 7https:'www.cmhe-schl ge.ca/en/nhs/co-investment-fund---housing-repair-and-renewal-stream2020-10-2 Thttps://www.cmhe-schl ge ca'en/nhs/rental-construction-financing-
initiative2020-10-27https://www.cmhc-schl ge.ca/en/nhs/affordable-housing-innovation-fund2020-10-2 7https://www.cmhe-schl ge.ca'en/nhs/other-cmhe-funding-opportunities2020-10-2 Thttps:/www.cmhe-schl ge ca'en/nhs/community-
housing-transformation-centre2020-10-2 Thttps:/www.cmhe-schl ge ca/en/nhs/community-based-tenant-initiative2020-11-18https://www.cmhc-schl ge ca'en/nhs/demonstration-initiative 2020-10-2 Thttps:/'www.cmhe-
schl.ge.ca/en/nhs/solution-1abs2020-10-2Thttps:/'www.cmhe-schl ge.ca’en/nhs/solution-labs/secial-mnovation-labs-resources2020-06-24https/'www.cmhe-schl ge.ca/en/nhs/solution-labs/solution-lab-consultant-information2 020-06-
24https:/‘www.cmhc-schl ge.ca’en/nhs/collaborative-housing-research-network2020-10-2 Thttps://www.cmhc-schl ge ca'en/nhs tesearch-and-planning-fund2020-11-30https://www.cmhe-schl ge.ca’en/nhs/housing-research-scholarship-
iprogram?2020-10-27https://www.cmhe-schl ge.ca’en/nhs housing-research-awards2020-11-2Thrps:/www.cmhe-schl ge.ca/en/nhs/'medal-for-outstanding-housing-research2 020-10-2 Thrtps://www.cmhe-schl ge.ca/'en/nhs/gold-roof-award-for-
housing-research2020-10-2Thtps://www.cmhe-schl ge_ca’en/nhs/gold-roof-award-for-knowledge2020-10-27hrtps://www.cmhe-schl ge.ca'en/nhs/north-star-travel-award2020- 10-2 Thrrps:/www.cmhe-schl ge_ca’en/nhs/housing-supply-
challenge2020-10-28htps:/'www.ctnhe-schl ge.ca'en/nhs/ housing-supply-challenge/subscribed-thank-you2020-08-2 Thrtps://www.cmhe-schl ge ca’en/nhs/housing-supply-challenge/subscribe-error2019-10-2 Thrtps://www.cmhe-

schl ge.ca'en/nhs/rapid-housing-initiative2020-10-2 7Thttps:/www.cmhe-schl ge.ca/en/nhs/rapid-housing-initiative/ webinar/subscribed-thank-vou2020-09-2 Thttps:/‘'www.cmhc-schl ge ca/en/nhs/‘rapid-housing-initiative webinar subscribe-
error2019-10-2 1https://www.cmhe-schl ge.ca/en/nhs/rapid-housing-initiative/subscribed-thank-vou2020-09-2 Thttps://www.cmhe-schl. gc.ca’en/'nhs/rapid-housing-initiative/subscribe-error2019-10-2 Thttps://www.cmhe-

schl ge.ca/en/nhs/national-housing-conference2020-10-2 Thttps:/'www.cmhe-schl ge.ca'en/nhs/national-housing-conference/subscribed-thank-you2020-08-2 Thttps:/www.cmhe-schl. ge.ca/en/nhs/national-housing-conference/subscribe-
error2019-10-2 1https://www.cmhe-schl ge.ca/en/nhs/national-housing-conference/national-housing-conference-20182020-10-2 Thttps:/‘www.cmhc-schl ge ca’en/nhs/housing-needs-data2020-10-2Thttps:/www.cmbe-

schl ge.ca'en/nhs/college-of-reviewers2020-10-2 Thttps://www.cmhe-schl ge.ca’en/nhs/nhs-project-profiles2020-08-0Thttps:/www.cmhe-schl ge.ca’en/nhs/nhs-project-profiles/ 2020-nhs-projects/step-by-step-guide-to-developing-affordable-
housing2020-11-23https://www.cmhe-schl ge.ca’en/nhs/nhs-project-profiles/2020-nhs-projects/step-by-step-guide-to-estimating-rural-homelessness2020-11-23https://www.cmhe-schl ge ca/en/nhs/nhs-project-profiles/2020-nhs-
iprojects/impact-short-term-rentals-canadian-housing2020-11-1%https:/www.cmhe-schl. ge.ca/en/nhs/nhs-project-profiles/2020-nhs-projects/community-benefits-of-supportive-housing 2020-11-1%https://www.cmhe-schl ge ca/en/nhs/nhs-
iproject-profiles/2019-nhs-projects/assisting-renters-housing-supplements-manitoba2 020-11-02https:/ ‘www.cmhe-schl ge ca/en/nhs/nhs-project-profiles/ 2019-nhs-projects vancouver-city-savings-credit-union-model2020-11-
(O6https:/‘www.cmhe-schl ge ca'en/nhs/nhs-project-profiles/2019-nhs-projects/aboriginal-savings-corporation-canada-model2020-10-1 3https:‘'www.cmhe-schl ge ca/en/nhs/nhs-project-profiles 2019-nhs-projects/addressing-family-
fhomelessness-neighbourhood-level2020-10-20https:/www.cmhe-schl ge ca'en/nhs/nhs-project-profiles/2019-nhs-projects/affordable-housing-hackathon2020-10-1 3https:/‘www.cmhe-schl ge ca'en/nhs/nhs-project-profiles/2019-nhs-
projects/my-home-my-community2020-10-13https:/'www.cmhe-schl ge.ca’en/nhs/nhs-project-profiles/2019-nhs-projects/urban-aboriginal-social-housing-solution2020-10-13https:/ ‘'www.cmhe-schl ge ca'en/nhs/nhs-project-profiles/2019-
inhs-projects/promoting-affordability-and-social-wellbeing2020-10-13https:'www.cmhe-schl ge ca'en/nhs/nhs-project-profiles/2019-nhs-projects/ardn-guide-developing-affordable-housing 2020-10-13https:/ worw. cmhe-

schl ge.ca/en/nhs/nhs-project-profiles/2019-nhs-projects innovative-solutions-affordable-housing-challenges2020-10-13https:/ www.cmhe-schl ge ca'en/nhs nhs-project-profiles/2019-nhs-projects/supporting-community-inte gration-through-
smart-technology2020-10-13https://'www.cmhe-schl ge ca/en/nhs/nhs-project-profiles/2019-nhs-projects/metro-vancouver-transit-orented-affordable-housing -studv2020-10-13https:'www cmhe-schl ge ca/en/nhs/nhs-project-profiles/2018-
inhs-projects/'micro-housing-as-an-urban-housing-option2020-12-02https:/‘www.cmhe-schl ge ca'en/nhs/nhs-project-profiles/2018-nhs-projects/exploring-rdsp-for-homeownership-and-housing-stability2020-11-30https:/ www.cmhe-

schl ge ca/en/nhs/nhs-project-profiles/2018-nhs-projects housing-solutions-for-indigenous-vouth-aging-out-of-care2020-12-05https /'www.cmhe-schl ge ca'en/nhs/nhs-project-profiles/2018-nhs-projects/affordable-resilient-housing-new-
immigrants2020-11-30https://www.cmhe-schl_ge_ca'en/nhs/nhs-project-profiles/201 8-nhs-projects/transitional-housing-for-vulnerable-youth2020-11-30https:/www.cmhe-schl gc.ca/'en/'nhs/nhs-project-profiles/201 8-nhs-projects/retrofits-
occupied-multi-unit-buildings2020-11-30https://www.cmhe-schl. go_ca/en/nhs/nhs-project-profiles/2018-nhs-projects/mv-home-my-community2020-11-30https://www.cmhe-schl_ge ca/en/nhs/nhs-project-profiles/201 8-nhs-
iprojects/developing-first-nations-housing-metrics2020-11-30https:/"www.cmhc-schl gec.ca/en/nhs/nhs-project-profiles/2018-nhs-projects/aligning-transit-delivery-increase-affordable-housing2020-11-30https://www.cmhc-

schl ge.ca'en/nhs/'nhs-project-profiles/2018-nhs-projects/modular-construction-creates-affordable-community-housing2020-11-30https://www.cmhe-schl ge ca/en/nhs/nhs-project-profiles/20 1 8-nhs-projects/innovative-approach-supportive-
affordable-housing2020-11-30https:/www.cmhe-schl ge.ca/en/nhs/nhs-project-profiles/2018-nhs-projects/transforming-emergency-shelter-into-affordable-housing2020-11-30https://www.cmhe-schl ge.ca/en/nhs/nhs-project-profiles/2018-
inhs-projects/mapping-the-journey-into-and-out-of-homelessness2020-11-30https:/www.cmhe-schl ge.ca/en/nhs/nhs-project-profiles/2018-nhs-projects 'understanding-rental-housing-in-smaller-community2020-11-30https:/www.cmhe-
schl g ca'en/nhs/nhs-project-profiles/2018-nhs-projects/sekuwe-dene-first-nation-views-on-healthv-homes2020-11-30https: /' www.cmhe-schl_ge.ca'en/copy-of-working-test2020-09-06https:/ ' www.cmhe-schl ge.ca/en/'working-at-cmhc 2020-
10-27https:/www cmhe-schl ge ca/en/buying2020-09-04https-/www cmhe-schl ge ca'en/buving homebuying-in-canada-a-step-bv-step-guide2020-07-1 4https-/www cmhe-schl ge ca/'en/buving homebuying-in-canada-a-step-by-step-
guide/decide-if-homeownership-is-right-for-vou2 020-08-2Thttps-/"www . cmhe-schl ge ca/en/buying homebuying-in-canada-a-step-by-step-guide/check-1f-you-are-financially-ready-to-own-a-home2020-08-2 Thttps:/ www cmhe-

schl ge ca/en/buving homebuying-in-canada-a-step-by-step-guide/finance-your-home2020-08-2 Thttps -/ www emhe-schl ge ca/en/buving homebuying-in-canada-a-step-by-step-guide/ find-the-right-home2020-08-2 Thttps//www cmhe-

schl ge.ca/en/buving homebuying-in-canada-a-step-by-step-guide/'make-an-offer-and-close-the-deal2020-08-27https:/'www.cmhe-schl ge .ca/en/buving homebuying-in-canada-a-step-by-step-guide/maintain-vour-home-and-protect-your-
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sitemaps.org

Sitemaps XML format
This decument describes the XML schema for the Sitemap protocol.

The Sitemap protocol format consists of XML tags. All data values in a Sitemap must be entity-escaped. The file itself must be UTF-8 encoded

The Sitemap must

* Begin with an opening < <> tag and end with a closing </

» Specify the namespace (protoccl standard) within the <urlsst> tag.

* Include a <url> entry for each URL, as a parent XML tag.

* Include a <loc> child entry for each <url> parent tag .
All other tags are optional. Support for these optional tags may vary among search engines. Refer to each search engine’s documentation for details. I m r
Also, all URLs in a Sitemap must be from a single host, such as _example.com or store.example.com. For further details, refer the Sitemap file location .

Sample XML Sitemap

The following example shows a Sitemap that contains just one URL and uses all optional tags. The optional tags are in italics.
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<?xml version="1.0" encoding="UTF-8"?>
<urlset xmlns="http://www.sitemaps.org/schemas/sitemap/©.9">

<url>
il Ha g tRL <locr*http://www.example.com/</loc>
<lastmod>2816-01-18</lastmod> When the page was
<changefreq>daily</changefreq> last updated
<priority>»@.8</priority>
How often the page CHurls
is updated ur The importance /
<url> priority of this page
<loc>http://www.example.com/about</loc> in your website

<lastmod>2085-82-083</lastmod>
<changefreqg>yearly</changefreq>
<priority>e.3</priority>

<furl>

<url>
<loc>http://www.example.com/contact</loc>
<lastmod>2085-82-83</lastmod>
<changefreq>never</changefreq>
<priority>0.3</priority>

<furl>

</urlset>
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maintenance.

=

y }Qi AOK Marketing i

Data and Research



1103
1104
1105
1106
107
1108
11049
1110
1111

M2
1113
1114
115

1116
7
1118
1119
120
121

1nzz
122
124
1125
126
1z7
128
129

<div class="nav-divider">&nbsp;</divs

</nav>

</dive
</header>
<! --END NOIMDEX--3>

<main>

<a name="maincontent"></a>
<section class="main-content clear-fix" data-disclaimer="False" style="display:none;">

<div class=" help-header™>

<div class="HandlebarContainer">

<div class="HandlebarTemplate"»<div class="home-banner">
<div class="home-image">
<div class="home-image_ content™>
<h2>COVID-19: We’re all in this together</h2:
<p>That®s why CMHC has emergency measures in place to ultimately help homeowners and renters in Canada.</p»
<div class="home-banner-link"»<a href="/en/media-newsroom/coronavirus-update”>See what we’re doing</ax</div:
</div>
<fdiv>
<fdiv>
<fdive <fdivy
<div class="text-component help-header”><hL>WHAT CAN WE HELP YOU WITH?</hl»</div> </div>

«div class="row container-2col help-container™: «div class="large-& small-12 medium-& columns™>
<div class="HandlebarContainer™:
<div class="HandlebarTemplate™:

BT

172
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11y <3 Name= M3LNCONTENT »</3%

1120 <section class="main-content clear-fix" data-disclaimer="False" style="display:none;">» H2 6/11 A 0w X
1121

fizz | <div class=" help-header">

1123

1124

1125 | «div class="HandlebarContainsr">

1126

127

1128 | «div class="HandlebarTemplate":><div class="home-banner":

1120 <div class="home-image">

1130 <div class="home-image__ content™:

13 <h2-COVID-19: We’re all in this together</h2:

132 <prThat’s why CMHC has emergency measures in place to ultimately help homeowners and renters in Canada.</p>
1133 <div class="home-banner-link"><a href="/en/mediz-newsroom/coronavirus-update">See what we're doing</ar</divs
1134 <fdiv>

1135 <fdivy

1136 | </div>
137 | </divy <fdiv>
1122 | <div class="text-component help-header™:><h1>WHAT CAN WE HELP ¥OU WITH?</hlx</divs </ div:

1139

1140

1141 | <div class="row container-2col help-container™: <div class="large-& small-12 medium-& columns">
1142 <div class="HandlebarContainer™:

1141 fdivw slaze="Handl zharTemnlata">
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<h3>Buying</h3> <ul>
<1i»
href="/en/buying/homebuying-in-canada-a-step-by-step-guide™ ><img src="https://assets.cmhc-schl.gec.ca/sf/project/cmhc/home/tasks _guide.svg?rev=06af8eac-3738-462d-b3582-b32ahcPle699%amp;la=en” title="" alt=""
<lix
href="/en/data-and-research/consumer-surveys/mortgage- consumer-survey-281%" »<img src="https://assets.cmhe-schl.ge.ca/sf/project/omhe/home/tasks_survey.svg?rev=1329car4-253a-41f9-aB75-ddh3=22e268a8amp ; la=en”
<li»
href="/en/finance-and-investing/mortgage-loan-insurance/homebuying-calculators/mortgage-calculator” »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhec/home/tasks_calculator.svglrev=b97cclet-fife-44f5-
<1i»
href="/en/data-and-research” ><img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhc/home/tasks_chart.svg?rev=3d218833-8dbe-434d-acse-976139@9fc96&amp;la=en” title="" alt="" /»Research, Market and Housing
<ful>
<h3:Data and Research</h3> <ul»
<li»
href="/en/data-and-research/data-tables"” »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhec/home/tasks _table.svg?rev=4b85bo988-ccal-465a-b3bb-Be6f84cBe81B&amp;la=en” title="" alt="" /:Data Tables</a»
<1i»
href="https:/ www.cmhc-schl.gc.ca/hmiportal™ »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhc/home/tasks _hmip.svg?rev=98c95f@7-c23f-4d7d-9ccd4-cef7e2aacscalamp;la=en™ title="" alt="" />Housing Market
<lix
href="/en/cmhc-enewsletters” »<img src="https://assets.cmhc-schl.gec.ca/sf/project/cmhe/home/tasks_paper.svg?rev=12914a3c-506b-40el-a37e-belaacabe3bbbamp;la=en” title="" alt="" /rHousing Research eNewsletter<
<1ix
href="/en/library"” »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhe/home/tasks book.svg?rev=Be38badd-85ba-4bfa-289c-7d358ca2?b3blamp;la=en"” title="" alt="" /»0ur Housing Library</a:
</ul>
<h3:Developing and Renovating</h3> <ul>
<lix
href="/en/developing-and-renovating/funding-opportunities” »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhc/home/tasks_dollar.svg?rev=2af2eSad-4f96-422h-bl19%e-bfd6f35812f4kamp; la=en” title="" alt=""
<1ix
href="/en/developing-and-renovating/developing-for-first-nations™ »<img src="https://fassets.cmhc-schl.gc.ca/sf/project/cmhc/home/tasks_dollar.svg?rev=2af2e5ad-4f36-422b-bl1%e-bfdef35812f4kamp; la=en” title=""
<1i»
href="/en/developing-and-renovating/develop-new-affordable-housing/affordable-housing-webinars™ »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhe/home/tasks_webinar.svg?rev=2a3a3dec-9f4d-4c2d-86b5-28
<lix
href="/en/data-and-research” »<img src="https://assets.cmhc-schl.gec.ca/sf/project/cmhe/home/tasks_chart.svg?rev=3d218833-8dbe-434d-ac6e-97613%09fcS6&amp ; la=en” title="" alt="" /»Research, Market and Housing
<ful>
<h3:Finance and Investing</h3> <uls
<1i»
href="/en/finance-and-investing/mortgage-loan-insurance” »<img src="https://assets.cmhc-schl.ge.ca/sf/project/cmhc/home/tasks_house.svgirev=e4297ffd-7341-4c6b-82e0-fe8bB17@16c38amp; la=en™ title="" alt="" /=M
<lix
href="/en/finance-and-investing/nha-mortgage-backed-securities™ »<img src="https://assets.cmhc-schl.gc.ca/sf/project/omhe/home/tasks_lock.svg?rev=e475badb-1b51-4db3-91f7-17h9sbel@6belamp;la=en” title="" alt=
<1ix
href="/en/finance-and-investing/canada-mortgage-bonds"” »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhc/home/tasks_maple.svg?rev=2a398552-cc36-4b57-b791-46eal8fc95558smp; la=en™ title="" alt="" />Can
<1i»
href="/en/finance-and-investing/canadian-registered-covered-bonds” »<img src="https://assets.cmhc-schl.gc.ca/sf/project/cmhc/home/tasks_medal.svg?rev=3b86c535-3448-411a-9973-5%3d6fd622b58amp;la=en” title=""
<ful>
<h3:Managing and Maintaining</h3:> <ulx
<1ix
href="/en/maintaining-and-managing/co-operative-housing-guide" ><img src="https://assets.cmhc-schl.gc.ca/sf/project/ocmhc/home/tesks building.sve?rev=h7838575-ee91-4Fle-5235-dc7cldfeeg6famp;la=en” title="" a
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Tool:

Google




Tool:

Google SearchConsole

——




http://example.com a
https://example.com \- o

example.com

http:/www.example.com 7
https:/m.example.com g

Add Your

Welcome to your new Domain Website
property

A Domain property aggregates all protocols, subdomains,
and paths. Learn more
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Google Search Console

Q, Inspect any URL in "http:/Awww.promomart.com/"

M Overview
»~”  Performance

Q, URLinspection

Index

FD Coverage

'Eg Sitemaps

&y Removals

Enhancements
(#) Core Web Vitals

[] Mobile Usability
Security & Manual Actions

Legacy tools and reports

£, Links

Overview

Performance

== 506 total web search clicks

15

10

OPEN REPORT >

0
8/9/20 8/21/20 9/2/20 9/14/20

9/26/20

Coverage

= 0 pages with errors} = 457 valid pages

400

10/8/20 10/20/20 11/1/20

O

Your site has been switched to
Mobile First Indexing

The majority of Google's crawl requests to
your site will be made using a mobile
crawler.

Switch date: September 6, 2018

LEARN MORE GOT IT
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Your site has been switched to
Mobile First Indexing

The majority of Google's crawl requests to
your site will be made using a mobile
crawler.

Switch date: September 6, 2018

—

LEARN MORE GOTIT
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Scientific SEO - Link Factors
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Scientific SEO - Link Factors

Ay Aok Marketing [



Scientific SEO - Link Factors
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* https://ca.finance.yahoo.com
/news/federal-liberals-boost-
firsttime-home-buyers-
incentive-and-plan-foreign-
buyers-tax-204818131.html

L]
yahoo/finance
Jessy Bains
f <3 December 1, 2020 - 4 min read
L J

Ottawa is introducing a pair of measures, as part of its economic fiscal update, to help

Canadigns.ga g narket.

The First-Time Home Buyer Incentive is a shareg-equity mortgage to reduce payments,"

the Sauernment of Canada taking on5=10 per cent of the loan on a new home and 5 pet
cent on a resale home or mobile home. It’s being expanded for the high-priced Toronto,

Vancouver, and Victoria markets.

When it was first introduced in 2019, the maximum home price to be eligible was 4 time
household income, but is going up to 4.5 times household income in spring 2021. The bu
income threshold is being raised from $120,000 to $150,000. The changes mean the
maximum home price for eligible first-time buyers in the three markets goes from $505
to about $722,000.

y }Q AOK Marketing i



How the Tools Work




Dave Burnett
db@aokmg.com

0.416-815-8000 x 222
c. 416-816-5895



mailto:db@aokmg.com
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