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A B O U T  M E
Sue has over 20 years of experience working with the 
Small Business Development Center (SBDC), where she 
helped countless businesses with their business 
strategy and digital marketing needs. Now, she has 
embarked on her own venture with Just Sue Creative, 
a business that focuses on website design, SEO 
services, branding, content creation, and 
comprehensive marketing solutions.

I’ve spent years advising 
businesses on how to 
strategically align their 
digital and business 
strategies, only to watch 
them not fully execute it. 
Now, I want to not only 
do it for them but ensure 
strategy and education 
are woven into every 
step.

mailto:Sue@JustSueCreative.com


W O R K S H O P  G O A L S
Help counselors assess why websites are not 
attracting visitors or ranking in search engines.

Teach how to structure website content 
around customer intent, clarity and entity 
relevance to improve SEO.

Explore how AI-powered search (like AI Overviews 
and ChatGPT) is changing how content is found—
and what it means for small business websites.

Demonstrate how to use AI tools (like ChatGPT) to 
assist with SEO tasks such as keyword discovery, 
FAQs, meta tags, and website audits.

Provide practical templates and tools (SEO Intake 
Form & Easy SEO Audit) for evaluating and improving 
client websites.



THE ROLE OF A 
WEBSITE



A  W E B S I T E  I S  A  
B U S I N E S S  A S S E T

Build Credibility

Give control over branding & 
Marketing

Expand Reach beyond the 
physical Location

Provide 24/7 accessibility for 
customers

Support Google and AI Search 
Visibility 



W H Y  S O M E  W E B S I T E S  
F A I L

• Unclear purpose and messaging

• Lack of SEO optimization

• Poor user experience (slow, hard 
to navigate)

• No calls-to-action (CTA) to drive 
conversions



WEBSITE STRATEGY



Google

D E F I N I N G  T H E  W E B S I T E

Before optimizing a website, define:

 Purpose – What does the website need to 
accomplish?

Goals – What actions should visitors take?

Audience – Who are they? What are they 
searching for?

 Advantage – Why should they choose this 
business over competitors?

Website

Google

Social 
Media

Public 
Relations

Promotions

Customer 
Relations

Activities

Your website is your HUB



• Business Objectives: Tailor content directly to businesses 
goals (drive sales, enhance brand awareness, etc

• Customer-Centric: Focus on solving real problems and 
answering real questions your audience is asking.

• Bridge Values: Align your internal values with what your 
customers care about. 

• Content as a Solution - Position content to let the customer 
know they are in the right place.  This will solve their problem

A L I G N I N G  C O N T E N T  W I T H  
B U S I N E S S  G O A L S



M A T C H I N G  W E B S I T E  C O N T E N T  T O  
S E A R C H  I N T E N T

Google and now AI-powered search tools rank sites based on:

• Relevance Does the content match what the user is really looking for?

• Authority Does the site demonstrate expertise? Are other trusted 

sites linking to it?

• User Experience Is the site easy to navigate, mobile-friendly and fast 

loading?

• EEAT – Experience, Expertise, Authoritativeness and Trustworthiness

The right keywords + helpful, high-quality content = better visibility in 
both search and AI



Understanding SEO



I t  is  NOT Pay Per Cl ick or paid ads on google ,  
facebook,  etc.   SEO involves algorithms and 
not paying to get up higher in search engine 
results (SERPS)

W H A T  I S  S E A R C H  E N G I N E  
O P T I M I Z A T I O N  ( S E O )

The marketing discipl ine focused on growing 
visibi l i ty in organic (non-paid/free) search 
engine results .  SEO is not only about bui lding 
search engine fr iendly websites.  I t  is  about 
making your site better for humans too.  



Sponsor ed/O r ga nic

Loca l

O r ga nic



Keyword Phras e

How S earc h W orks

H O W  S E A R C H  E N G I N E S  W O R K

• A customer is searching for something.  They are trying 
to solve a problem.  

• The words they use in Google is how google f inds what 
they are looking for .   

search engines provide answers bassed on an algorithm that 
involves

• Keywords
• Relevance
• Importance ( l inks and shares)
• On Page factors
• Off page factors



AI is showing up in places like
• Google’s Search Generative Experience (SGE) 

(AI overviews)  Answers shown above regular 
results

• ChatGPT, Bing Copilot, LLMS: Chat-based search 
tools that answer questions using your Content

• Voice and Mobile assistants: AI is powering what 
people hear and see when they search on the go.\

AI search tools are changing how people discover 
businesses—and what content gets seen first.

A I  S E A R C H  -  2 0 2 5
Search today isn’t just blue links on Google 





H O W  A I  R E A D S  Y O U R  
W E B S I T E
AI tools don’t just look for keywords—they try to understand your content 
the way a person would.

They scan for:

• Clear page structure (headings, sections, organized content)

• Consistent business info (who you are, what you do, where 
you're located)

• Content that answers real questions in a helpful, trustworthy 
tone

Think of AI like a reader looking for the best answer—not just the 
one with the most keywords.

Google uses its Knowledge Graph to connect your business to 
keywords, locations, and industries. The better AI understands 
your site, the more likely you are to be featured in results.

To show up in AI-driven 
results, your website 
must:

• Be clear, structured, 
and written for real 
people

• Demonstrate 
experience, expertise, 
and trust (EEAT)

• Help Google 
understand your 
services, topics, and 
identityThis is where 
entities matter. 



The Buying Process



WEBSITE 
STRUCTURE & 

MUST- HAVE PAGES



H E L P  G O O G L E  U N D E R S T A N D  W H O  Y O U  
A R E

Google uses ENTITIES to build its Knowledge 
Base and connect content across the web

People, Places, Businesses, Topics, Things

To get recognized as an entity, your 
website must clearly communicate:

• Who you are (business name, location, 
team, credentials)

• What you do (services, products, 
industries served)

• Why you’re credible (reviews, awards, 
expertise)

How to support this:

• Use consistent business info across your 
website and online listings

• Write clearly about your expertise and 
offerings—this is part of EEAT

• Structure content with headings, internal 
links, and schema markup (when possible)

The goal: Help Google confidently connect 
your site to related searches and show you 
in results, maps, and AI summaries.



T H E  H O M E PA G E
The Home Page Should

Deliver an elevator pitch (above the fold)

Include service/product summaries with links

Have a clear CTA (Schedule a Consultation, 
Shop Now, etc.)

Explain Why Us? (trust, testimonials, expertise)

Introduce About Us (Authority/expertise)



T H E  E L E VA T O R  P I T C H
Your homepage headline should:

Clearly state who you help and
what you do

Solve a problem customers are 
searching for

Be simple, clear, and keyword-rich
Example:



M U S T - H AV E  PA G E S  B E Y O N D  T H E  
H O M E PA G E

Every website should include:
Homepage – Clearly communicates the value proposition

About Us – Builds credibility, company story
Products/Services – Dedicated pages optimized for search

Contact Page – Includes location, contact form, and Google Business Profile link

FAQ Page – Answers common customer questions
Testimonials – Builds trust

Blog – Helps with ongoing SEO. Answers customers natural questions

Privacy Policy & Terms of Service



KEY WORD 
RESEARCH



• Keywords are the words and phrases 

people type into Google when looking for a 

solution

• Google ranks pages based on how well 

content matches searcher intent

• Every page should be optimized for specific 

keywords to improve visibility

K E Y W O R D  R E S E A R C H

Google Keyword Planner SemRush Moz Keyword Explorer



• Title Tags
• Meta Descriptions
• Headers (H1, H2, H3, etc.)
• Body Content
• Alt Text for Images
• URLs
• Anchor Text (Internal Links)
• Blogs
• FAQs

W H E R E  K E Y W O R D S  S H O U L D  B E  U S E D



H O W  T O  D I S C O V E R  K E Y W O R D S
•Use Google’s Auto-Complete Feature
 
•Look at “People Also Ask” & Related Searches
 
•Survey Customers & Pay Attention to 
Industry Language

•Analyze Competitors’ Websites 

•Use Keyword Research Tools 



K E Y W O R D  S T R A T E G Y  P E R  PA G E

Homepage – Broad business-related keywords 

Service/Product Pages – Focus on one primary 
keyword per page

Blog Posts – Use long-tail keywords for specific 
search queries

Local Pages – Use city and neighborhood-
specific terms



ON PAGE SEO



• Focus keyword for every page

• Clean, readable URL Title tag with natural keyword use 

(under 60 characters)

• Meta description that encourages clicks (under 160 

characters)

• One H1 per page, with H2s/H3s for structure

• Descriptive alt tags for images

• Internal links to related pages

• Fast load times on desktop and mobile

• Sufficient word count for depth (not fluff)

• Clear content structure and trust signals EEAT (author 

info, testimonials, contact details)

O N  PA G E  S E O  -  F O R  A L L  
PA G E S

Chrome Extension Tool

Detailed SEO Chrome 
Extension

https://chromewebstore.google.com/detail/detailed-seo-extension/pfjdepjjfjjahkjfpkcgfmfhmnakjfba
https://chromewebstore.google.com/detail/detailed-seo-extension/pfjdepjjfjjahkjfpkcgfmfhmnakjfba


T I T L E  T A G S  &  M E T A  
D E S C R I P T I O N S
Title Tag – The most important ranking factor. 

•Keep under 60 characters. 
•Use primary keywords naturally. 
•Make it compelling for click-through rate 
(CTR). 

Example: “Omaha’s Best Custom Home Builders | 
Free Consultations” 

Meta Description – Short summary for search 
engines & users. 

•Keep under 160 characters. 
•Include a call-to-action. 

Example: “Looking for custom home builders in 
Omaha? Get expert craftsmanship and free 
estimates today.”



H E A D E R  T A G S
H1 (Main Heading) – Each page should have 
one unique H1 tag.

Example: “Trusted Electrical Services in 
Omaha”

H2, H3 (Subheadings) – Organize content & 
include keywords naturally.

Example: H2: “Our Residential & 
Commercial Solutions”

Example: H3: “Why Choose Our Certified 
Electricians?”



K E Y W O R D  P L A C E M E N T  &  
I N T E R N A L  L I N K I N G
•Naturally integrate primary keywords in 
content, headings, and first paragraph.

•Use internal links to connect related pages & 
guide users. 

• Example: 
• Learn more about our Residential 
Services

• Check out our customer testimonials

•Helps Google crawl deeper pages and keeps 
users on the site longer.



MO B I L E - F RI E N D L I N E S S  &  
PAG E  S P E E D

Google ranks mobile-friendly, fast-loading sites 
higher.
• Compress images
• Use fast web hosting
• Minimize large files and unnecessary scripts
• Use Google’s PageSpeed Insights to check 

performance.
___________________________________
_____

Local Pages – Use city and neighborhood-
specific terms



Title Tag

H1 Tag

Title 
TagDescription Tag



H2

H2





• Backlinking - getting links from high authority websites

⚬ Have great content

⚬ Industry relationships

⚬ guest blogging

⚬ networking

• Content Marketing

• Local Seo - Google Business Directory

• Social Media

• Reviews

O F F  PA G E  S E O   



USING AI TO HELP 
WITH CONTENT AND 

SEO



U S I N G  A I  T O O L S  T O  H E L P  
W I T H  S E O

SEO  Pr oject  Inta k e 
For m

B la nk

Filled O u t  Sa m ple

USING AI TO HELP WITH SEO STRATEGY
You can pair the SEO Intake Form with AI 
tools like ChatGPT to brainstorm, audit, 
and create content faster and more 
effectively. Use these smart prompts to 
guide the AI with context and direction.

https://docs.google.com/document/d/1KRcslnrwTc8QvRCWdaDlp4CSiMRnH_mDSsMKceMIQZo/edit?usp=sharing
https://docs.google.com/document/d/17_OSDyDQ9q7vq5175VW_HBWX9Z-Qzrd2EO-h1dZ7_eg/edit?usp=sharing


USING AI TO HELP WITH SEO STRATEGY
You can pair your SEO Intake Form with AI tools like ChatGPT to 
brainstorm, audit, and create content faster and more effectively. 
Use these smart prompts to guide the AI with context and direction.

Brainstorm Target Markets, Value Proposition, Trends, and Needs
Prompt:
“Using the SEO intake form, summarize the business’s defined target 
markets and value proposition. Then suggest additional or emerging 
customer segments, trends in customer behavior, or related needs 
the business might consider targeting.”

Brainstorm Keywords
Prompt:
“Based on the business description in the intake form, generate a list 
of high-intent keywords and long-tail phrases that potential 
customers might search for. Include variations in phrasing and 
common questions.”

Evaluate SEO on Existing Content
Prompt:
“Analyze the following website content. Highlight opportunities for 
improvement in clarity, keyword use, structure, and EEAT signals. 
Suggest specific changes to better align with SEO and AI search 
expectations.”

Evaluate Competitor Websites
Prompt:
“Compare this business (from the intake form) with its top 2–3 
competitors. What keywords are they targeting? What content gaps 
or advantages does our business have? Suggest SEO strategies to 
stand out.”

Generate Homepage Content
Prompt:
“Using this intake form, write a homepage draft that reflects the 
business’s voice and goals. Make sure it’s clear, keyword-rich, and 
structured for both readers and search engines.”

Create Title Tags and Meta Descriptions
Prompt:
“Using the intake form, create unique, SEO-friendly title tags 
(under 60 characters) and meta descriptions (under 160 
characters) for the homepage and each service page.”

Suggest Structured Data (Schema Markup)
Prompt:
“Based on the business type and services in the intake form, 
recommend appropriate schema markup (such as Local Business, 
Product, FAQ, or Organization) that would help search engines 
understand and enhance the site in results.”
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