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Success with Enterprise 
SEO
The 7 Must-Haves to Scale

Bill Hunt
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25 years Global Search & Digital Marketing
Advised 63 of Fortune 100 brands
Clients have won 112 different Search/Digital awards

$350 Million in revenue 
capture for users
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1. Believe in the business opportunity of Search
2. Executive sponsor to align priorities across teams 
3. Collaboration with other teams
4. Leverage force multipliers
5. Understand the future Search Ecosystem
6. Maximize Indexability
7. Remove content gaps
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SEO is an “AlwaysOn” marketing activity that allows 
us to directly connect with a consumer at the very 

instant they are actively looking for information 
related to our products or brands.  

Not being found eliminates us from consideration! 
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BrightEdge - https://videos.brightedge.com/research-report/BrightEdge_ChannelReport2019_FINAL.pdf

Google Economic Impact - https://economicimpact.google.com/methodology/

SEO has highest Share of Visits of any 
channel

Google says Organic 
ROI is 5x other channels

https://videos.brightedge.com/research-report/BrightEdge_ChannelReport2019_FINAL.pdf
https://economicimpact.google.com/methodology/
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INDEXING

✪Future State 
Integration

✪URL Structures

✪Canonical Tags

✪XML Site Maps

RELEVANCE

✪Searcher Intent 

✪Keyword Segments

✪Keyword Alignment

✪Content Development

✪Taxonomy Integration

✪Page Strategy

✪SEO friendly

AUTHORITY

✪Content clusters

✪Social Media & PR 
Integration

✪Channel Partners

CLICKABILITY

–✪PLP Alignment

–✪Snippet Reviews

–✪Schema

Centralized Keyword Management Strategy

Reporting + Performance Optimization

Standards + Training + Operations

Integration into Content & Infrastructure Workflow
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Create a Center of Excellence to include any 
team that “touches” the website

Understand workflows and where SEO 
intersects

Share in performance outcomes

>> SEO team is rarely responsible for any 
element that is not SEO compliant. 

PR

UX

Web 
Strategy

IT

Web 
Production

Web 
Analytics

Global 
Teams 
(Loc)

Store 
Teams

BU & 
Content 
Owners

Social 
Media

Mktg

Product 
Teams

SEO
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Critical to understand the content and code 
necessary to ensure relevance to Google and 
Searcher

Reduce ambiguity with strong content signals 
and schema 

Ensure you support the full purchase funnel 

Combine business goals with searcher goals

Searcher

Query

Device

Location

Searcher 
Intent
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Germany Brazil

Japan

Page Title and Meta Data 

recommendations

Fully indexable navigation?

Ensure all parts of the page 

are indexable

Correct use of Header tags

Enhancement of cross-links to 

distribute link equity
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•Eliminated need for local market On-page SEO saving over $150k 
globally

•Centrally managed templates and core content eliminated need 
for 40+ local creative/web agencies

•Funded internal dev team that is creating modules for all 
companies 

•98% of Tier 1 words ranking Top 3 in 20 days
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Country Dec Jan Feb Mar April May Jun % Change

Australia 275 244 238 1,325 1,487 1,599 1,755 86%

Canada 1,238 1,198 1,264 2,243 2,287 3,366 4,489 72%

Germany 18,654 18,992 18,479 21,556 24,889 34,555 49,211 62%

India 5,890 6,045 5,968 8,869 11,224 13,887 18,952 69%

Japan 14,689 16,036 15,832 16,401 16,777 18,334 19,972 21%

Russian Federation 7,644 7,423 7,589 7,844 7,999 9,935 12,541 39%

South Africa 98 84 112 4,892 6,557 6,971 7,750 99%

United Kingdom 2,988 3,312 3,268 5,569 6,874 8,831 11,578 72%

Total 51,476 53,334 52,750 68,699 78,094 97,478 126,248 58%

Fixing Indexing and XML issues increased traffic by 58%
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2 3 4

IndexingCrawling 
Rendering Page Experience 

1. Estimated number 
of URLs

2. XML Sitemap for 
URLs

3. Valid URLs- Green, 
Yellow and Red 
based on number of 
crawlable URLs

4. Index Gaps 
analysis

5. GSC Errors 
Mitigation

1. Robots.txt
exclusions

1. Crawled to Indexed Ratio
2. Crawl Purpose Gap Ratio
3. Crawlability Errors
4. Mobile verses Desktop
5. Milestone JSON Detection
6. Invalid Canonical Tags
7. Undiscoverable URLs in 

Crawl Path
8. Broken Links

1. JavaScript 
Dependency

2. JavaScript verses 
HTML ratio

3. Content 
Accessibility

4. Number of DOM 
Elements

1

1. Speed Score
2. LCP
3. FID
4. CLS 
5. Optimized 

Images 
6. Optimized Video 

5

Schema &
Clickability

1. Types of 
Schema
2. Number of 
detected schema
3. Schema Gap
4. Total opportunity 
by page

6

Globalization 

1. Geo detection 
strategy

2. International 
versions

3. Hreflang/XML 
sitemaps

4. Consistent cross 
market templates
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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

• Number of 
indexed pages

• Content Gaps 
(missing)

• Content 
opportunity 
(not on page 1)

• Site wide or theme level
• Conn’s example – <Brand> <Appliance>

• Visibility %
for identified 
group of terms

• Number of rich 
results 

• Number of 
Q&A results
(Featured 
Snippet, PAA, 
FAQ)

• Organic traffic
• Traffic 

potential based 
on click-rate 
based on 
position 

4

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

• Number of 
entities 
covered

• Entity Gaps 

• Combination of 
bounce rate, 
time on site 
and pages / 
visit

• Conversion 
rate (not sure 
how to 
measure this)

Quantitative Qualitative Performance
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Total Inspiration/
Discovery Design* Purchase Relationship

Branded Technology

Market 334M 310M 98K 1M 23M

Paid 4M 4M 348 34K 1,608

Earned 200M 184M 6.6K 900K 15M

Missed 130M (39%) 122M  (39%) 92K   (93%) 203K (18%) 7.7M (34%)

Technology

Market 610M 598M 826K 1.3M 10M

Paid 15M 15M 11K 20K 20K

Earned 207M 201M 79K 58K 5M

Missed 388M (64%) 382M   (64%) 736K (89%) 1.3M (94%) 5M (49%)

Total Missed 518M (55%) 504M (56%) 828K (90%) 1.5M (65%) 12.7M (38%)

• Brand is missing out on key shares of the opportunity across the buy cycle, especially in the Discovery, 
Design and Purchase phase 

• While earned media has exposure, in many cases it is not the optimal page

* Due to simultaneous Paid & Earned for keywords we had 1.8M joint impressions

Content Gap Missed Opportunity 

Consideration Conversion
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Value of SEO Traffic Not Captured
and what it would Cost to Recapture with PAID

Replacing missed Earned traffic with Paid Media 
will cost Brand ~ $104M in Q4

• Not ranking in top 5 requires Paid Media to close the gap in opportunity

Search 
Volume

*

Earned 
Impressions

Missed 
Impressions

Missed 
SOW

Media 
Cost to 
Replace

Brand 3M 3M 0 0% $0
Technology 610M 207M 403M 66% $79M
Brand 
Technology 334M 200M 134M 40% $25M
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1. Build a Center of Excellence to foster collaboration

2. Leverage force multipliers

3. Build for the SERPs and Search Ecosystem

4. Focus on the basics to get indexed, ranked and clicked



@milestonemktg |  #engage2022



@milestonemktg |  #engage2022

Success with Enterprise 
SEO
Maximizing Content & Links

Towa Ghosh
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15+ years of experience in search & digital marketing
Leading the Global Organic and Paid search team at HPE
Former Global SEO lead at VMware
Winner of multiple SEO industry awards including “SEO program of the year”, “SEO 
evangelist”
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Add Add content where there are gaps

Identify Identify the gaps

Categorize Categorize web pages by different 
stages of a customer's journey

A customer journey is a story about user behavior, how they behave while they visit your website, and what you can do 
to improve their journey, so they keep coming back

Awareness: Informational

Consideration: Informational + 
Navigational

Preference: Navigational + 
Transactional

Purchase: 
Navigational + 

Commercial

After-Sale: 
Navigational

Loyalty: Navigational +
Informational + transactional
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Executed:

+200 FAQ based Glossary Pages
Schema
Cross-links
Topic Clusters

Impact:

Google position 1 rank for +20K non-branded keywords
Over 1M additional organic visits to the website
+10K keyword rankings on featured snippets

Challenges:

lacked informational Content
less visibility on SERPs
For non-branded keywords
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Se

Example:

Identifying searcher's intent of keywords and aligning them to 
the right type of pages improved keyword ranks on Page 1 of 
SERP by 30%

Reframe Content & page experience to 
match search intent

Evaluate Your content aligns with 
content found on SERPs

Analyze Type of pages on Page 1 of 
SERPs for target keywords

Search intent (or user intent, audience intent) is the term used to describe the purpose of an online search.
1. Informational
2. Navigational
3. Commercial
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Before After

Web page ranking on position 
1 for 2 years

Product content for informational 
search intent – Ranked # 30

Replaced product content with 
informational content – Rank 
changed from #30 to #1
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Add
Cross-links to drive them to relevant web page 
pages
Structured data/Schema to optimize for entities 
on search

Create Factual answers to your questions guiding them 
in their journey

Analyze Long tail search queries (People also ask, Site 
search, Forums)

Benefits:
Increase visibility on featured snippets results

Increases CTR and on-site engagement

Increases voice search results

An FAQ is a list of commonly asked questions and answers on a website about products, solutions and operations. 
Schema helps organize and interpret information. Schemas can be useful because they allow search engines to 
interpret the vast amount of information that is available on a website
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Non-Branded Queries – FAQ based Glossary Pages Branded Queries – FAQ Pages on Products

+50,000 non-branded keywords rankings on Google page 1
+ 1 million organic visits to the website
+20% increase in featured snippets visibility

20% increase in time on site
13% increase in engagement on site
+10% improvement in featured snippets visibility
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Add
Cross-links to drive them to relevant web page 
pages
Structured data

Create Factual answers to your questions guiding them 
in their journey

Analyze & 
Automate

Long tail search queries (People also ask, Site 
search, Forums)
Use automation to filter queries that could be 
hyperlinked

Example:

2K new internal cross links were implemented on 
hpe.com

+30% YoY & 15% QoQ increase in organic 
visits within a quarter of implementation

+8% improvement on time on site
(from 01:53 to 02:02)

Internal links are useful for establishing site architecture and spreading link equity. They may be used in the main navigation 
menu or on the content of the page.
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• Build allies
• Get executive sponsor
• Make "data" your best friend
• Use successful case studies to prove your point
• SEO brown bag sessions
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• Build content by customer’s journey. Look into missed opportunities
• Look for scalable projects. A/B test to innovate
• FAQ Content
• Schema
• Look to build allies 
• Focus on analytics & business prioritization
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