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How Content Supports SEO:
A Case Study

White Mountain Knives is a long-standing SEO client of ours. We’ve actually published about our efforts for

their campaigns that you can see in our previous collection of case studies.

But since we’ve had quite a long runway to look back on now, we can see more clearly why quality content

matters in SEOQO.

There are lots of ways to gauge the efficacy of SEOQ, and in the (relatively) short term, link building and

basic on-page optimizations will get the ball rolling.

But once you’ve been at it a year or more, you really have only one option for sustained, long-term,

rankings: quality content.

Fluffy nonsense just doesn’t cut it, especially in an industry like the one served by White Mountain Knives.
The greater knife community is entirely unforgiving of low-quality content and thin fluff. Frankly they have

no time for it, and nothing but scorn.




What White Mountain Knives needed to support their improved rankings and continuously growing
domain authority was expert content production from a team with a seasoned, experienced writer on hand

- one that knew both the outdoor industry as well as a lot about knives - ahem.

That has been the secret to our long-term success on behalf of this client, which will be broken down here.

The Positive Feedback Loop

Content supports SEO in lots of different ways. The most straightforward way is that it populates a
website’s pages with copy that’s keyword optimized. When optimized properly, a page or blog post can

also contain internal links with telling anchor text as well as a structure with optimized headings.
This is true for on-page copy as well as for copy on CMS pages, like blogs and other evergreen pages.

Yet optimized copy goes much farther than the basics. A truly informative piece of evergreen content will
go above and beyond simply indicating to Google that the page (or another page on the same website) is

an authority not only on the keyword itself but on all relevant, related subject matter.

For instance, news, blogs, and other articles can educate customers on new product releases, uses for

existing products, maintenance protocols, how to make repairs or customizations, or just on certain skills.

You only need to look through the blog on White Mountain Knives’ website to see that there are posts

dedicated to product reviews, steel chemistry, blade profiles, knife maintenance, and other highly relevant



topics. Most of these deal with specific brands to increase visibility for the keywords targeted, but others

focus on more generic topics that offer insight and convey authority, benefiting the overall domain.

In fact, after a year or two, the only way to keep SEO results going is with good, content-marketing
level copy that goes far above and beyond keyword-optimization by answering important questions and

providing important insight that just can’t be gotten anywhere else.

This is something I've written about at length before. You can learn more about it in my previous case

study: SEO and Content: The Different Ways Content Is Important in SEO.

To summarize, there are tons of ways in which content supports and SEO campaign and for which there

is no substitute:

e It improves keyword density

e |t transfers authority to target URLs

e |t captivates attention and engages customers

e |t canincrease time on page and pages per session

e |t results in greater over contextual authority for the general domain

e It can promote items and specials, resulting in cross-selling opportunities (even blogs sometimes have

page value)

So where is the proof of this? To see it in action we have to take a closer look at the growth of White

Mountain Knives’ blog over the past few years.

Blog Posts and Important Metrics

Access to Universal Analytics is no more, so unfortunately, | can’t go in and show you this, but when we
started doing SEO for White Mountain Knives, there was exactly zero traffic to their blog. Zero - none. It

had monthly visits of 0.0 across the board.

That continued through the first year, more or less, and it wasn’t until we were a few years in that results

started to snowball.

The image below shows blog traffic to White Mountain Knives’ blog over the past year and a half or so,

when GA4 became accessible.

Unfortunately, GA4 makes it hard to see growth, because the user interface is inferior to UA and shows
traffic to top blogs rather than all traffic to pages categorized under the blog slug. Nonetheless, you can

see that we’re way past the point of getting zero traffic to the blog.

In fact, their blog averages close to 1000 views per month, which is quite something for an eCommerce
website that really does not rely on organic blog traffic at all. That would be a low metric for a website
whose sole value proposition was content, but in this case we’re trying to improve their visibility for
key products and categories. Any blog traffic is just gratis, and a testament to the insight and industry

experience of the writer.
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The interesting thing is that it’s not just that the blog gets organic traffic. What’s really telling is the time on
page. You can see that over on the side of the image above. As you can see, there are several URLs that have

time-on-page metrics of over a minute, with some close to two.

That means that people aren’t just clicking. They’re reading, and that means they’re interested and the post

is answering their questions.

The Broader Impacts in SEO

As | stated, the main purpose here was not to drive traffic to the blog - that’s just a little bonus that’s nice to
have after the fact, and which benefits both White Mountain Knives and visitors that land on those pages.
No, our goal was to drive traffic
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There are ups and downs in all SEO campaigns but you can see the general upward trajectory. Moreover,

it’s important to note that average position (though you can’t see the trend from the image above) has

also been on an upward climb.

And, as a final note, | would like to draw your attention to the click through rate, which has averaged, for

White Mountain Knives, almost 4 times higher than the overall eCommerce average.

That’s something that can only be done with expert keyword targeting (and which good content also

helps).
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SEO Success Story

Powering a Niche Business through eCommerce SEO

Local Battery has a simple but effective proposal. They sell special batteries, particularly for hearing aids

and other hearing implants These P and can be hard to
find, but to the people that Lse them, theyre vital to everyday e,

This s only ane small portion of their proposal. They set out to be a low-cost Ieader with a comprenensive
selection that offered fast, secure shipping. While they were at it they figured providing excellent customer

&

SEO Success Story

Shooting Over the Top of Paid Search Restrictions

e very hard to find. For a competitive shos

service in their industry would help business along. It did, and they have built 2 loyal customer base.

©One might think that in this industry, the products would sell themselves, especially f those who used the
Products were a captive audience. After all those who rely on hearing aids dont just simply go without

On some level, this s true, but as the online marketplsce floods with more and more snoppers and
traditions! retail avenues fall in preference to eCommerce, competition scales Even in niche markets,

sellers are competing for limited real estate at the top of the search engine resuits pages

Local Battery,like any business, had goals of growth; growth in higher sales and bringing in new
customers organically. Their comer of the market, however, was not without its chalienges.
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Considering Our SEO Services?

SEO for eCommerce is a hard-fought battle. Everybody
in your industry is competing for just 10 spots on
Google’s first page. In order to be one of those people,
you need to be smarter, quicker, and work harder

than everybody else. 1Digital is the marketing partner
that can help you get there. We employ intelligent

SEO strategies that grow organic ranking, traffic and
conversion. We have highly skilled eCommerce SEO
experts that focus on eCommerce merchants and we’re
widely recognized as one of the best eCommerce SEO

companies online.

GET STARTED

CASE STUDIES
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SEO Success Story

Crafting a Smart SEO Campaign in a Competitive Niche

Getting enough traffic to your eCommerce website can be tough in @ competitive industry: Not
‘only are you going Up against Other Stores in your space but big-box juggernauts like Amazon and
Wal-Mart as well

In order to get a heaithy amount of organic traffic and sales, you need a smart SEO strategy that not orlly

‘optimizes your website but als a through in-depth keyword
research and a thoughtful approach to content creatian

Seller of high-quality scapmaking and Iotion-crafting ingredients, makeyourown buzz, came o 1Digital®
looking for a way to boost their traffic and make infoads against the St cCompatition in this space.
Knowing that a cookie-cutter solution wouldn't move the needle, they trusted 1Digital® to put together

5 comprenensive custom strategy o address their spacific SE0 nesds

and shampoo ingredients,

and colorants, are multipurpose and highly versatile Ther

The Art of eCommercer
Award-Winning

SEO Experts. 1Digital employs a talented team of
eCommerce experts that focus on e-Commerce only.
We’ve been working on eCommerce SEO since our
inception and we’ve slowly grown into one of the

top eCommerce digital agencies in the country. Our
eCommerce search engine optimization skills have
propelled us to the top of the talent pool and we’ve
been helping our clients win more business with more
sales and leads since early 2012. Our founder and CEO,
Dan Kogan has been involved with eCommerce SEO
since the late 1990s and he’s carved out our path to
being the best in the eCommerce space ever since. If
you’'ve been looking for a top company that handles

eCommerce SEOQ, you’ve found it.

Digital Marketing Agency

1Digital” Marketing Agency
info@1digitalagency.com
888. 982. 8269
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