
SEO Case Study
PuretekLLC - Epoxy & Concrete Website

How this Epoxy Company received 552 Monthly Website 
Visitors, 293 Monthly FREE Clicks , 61 Monthly Phone Calls, 

and a fully booked calendar for the Month.
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Acquisition source Part 1



Acquisition source part 2



Google Business Profile Analytics Tracking



Google Analytic Phone Call Tracking



This client uses a 3rd party app that lets users schedule on their Google Calendar available times with 
different services. This client has a full booked calendar for April 2022. Part 1.



Part 2



3rd Party Tracking
This client uses a 3rd party app that lets users schedule on their Google Calendar available 
times with different services. This client has a total of 501 lifetime users who have scheduled 
estimates.



Background on website, client, etc.

This client had started a brand new concrete & epoxy company with skills he had learned 

from his dad. He wanted a professional looking website that received as much organic 

traffic, and webpages to run Facebook ads and Google ads too.



Keywords this client wanted to rank for (in 
order)

1.Garage epoxy flooring

2. Epoxy flooring Installers

3. Commercial Epoxy Installers

4. Industrial Floor Coatings

5. Concrete Repair

6. Concrete Restoration



My SEO Process

1. Market Research & Client Collaboration.

2. Technical SEO Audit of your website (not applicable for this client)

3. Content Audit (Since this was a new website, only looked at competitors)

4. Keyword/Competitor Research

5. On-Page Optimization

6. Off-Page Optimization

7. GBP Optimization



Step 1 - Market Research & Client 
Collaboration

“The more input we have, the better output we can generate”. 

I am a big believer in this statement.

Just like any other client, I started this client with a 33 questionnaire (Client 

Kickoff Form) to better understand what this client wants. 

(Next slide shows some of those questions) 



Step 1.1 - Q’s from Client KickOff Form



Step 2 - Technical SEO Audit

Though this was not necessary for this client, considering this was a new 

website that I built from the ground up, I will show you all the things I look for 

when conducting a Technical SEO Audit for an existing website and aspects 

that I added to this website along the way



2.1
Site Redirects To Preferred Version
SSL Certificate Installed
Page Speed Faster Than 2 Seconds
Google Analytics Exists
Conversion Tracking Online and Offline
Opt In
Robots.txt Exists
XML Sitemap Exists
XML Sitemap Submitted To Search 
Console
XML Sitemap Included in Robots.txt
HTML Sitemap Created
HTML Sitemap in Footer
Website Submitted to Search Console
Keywords and Anchors Mapped Properly 
in Phase Two
Internal Links Pointing To Home Page On 
Main Pages
All Footer & Header Links Work?
About Page Exists
Contact Page Exists
Unsecure Content Exists
Favicon
Terms of Service Page
Privacy Policy Page

Indexation
Thank You Pages - No Indexed/ 
No Follow
PDFs - No Indexed/ No Follow
Dates - No Indexed/ No Follow
Authors - No Indexed/ No Follow
Post Tags - No Indexed/ No 
Follow
Product Tags - No Indexed/ No 
Follow
WP Directories - No Indexed/ No 
Follow
Account Pages - No Indexed/ No 
Follow
Media Attachments - No Indexed/ 
No Follow
Category Pages - No Indexed/ No 
Follow
Thin Content or No Value Pages - 
No Indexed/ No Follow

Google Search Console

Are Multiple Keywords Competing 
For The Same Page?
Correct URL
Sitemap Submitted
Sitemap Errors?
Any Manual Penalties?
Crawl Errors
Core Web Vital Errors
Fetch and Render as Google
Robots. Txt. Blocking CSS or 
Javascript? Has Google Flagged 
the robots files with any errors or 
warnings that need to be resolved
XML Sitemap Evaluation: Is the % 
of URL’s submitted vs indexed 
above 90% for pages/posts.



2.2
Google Business Profile (Local Only)
Physical Address
Service Location
Correct Hours
Responding to Reviews
Category Optimization
Using Post Capability
Answering Questions
Using Promotions
Continually Posting Content
3x Services Photos
3x Inside Location Photos
3x Outside Location Photos
3x Team Photos

Page Speed Optimization
Result Scan Link
Hosting Name: + Server Speed
Overall Page Speed Timings and Requests
Image Compression
Browser Caching
Gzip Compression
JS and CSS Minification
CDN

Web Design
Desktop Friendly (Chrome, Mozilla, & Safari)
Mobile Friendly (Android & Iphone)
Tablet Friendly
Site Search
Bread Crumbs
Social Media On Site
CTA Above Fold For Highest Trafficked Pages
Proper Navigation



2.3
Google Analytics
Correct URL
Goals Set Up?

Schema Markup / OG Data
All Pages OG Data
Organization Markup 
(National Sites)
Local Business Markup
Blog Markup
Breadcrumbs Markup
News Article Markup
Event Markup
Open House Markup
Schema Errors

Screaming Frog
Server Errors (5xx Errors)
4xx Response Errors
Any Images Missing Alt Text
Redirect Chains
301, 302 Response Codes. Are there any 
pages that should be giving a 301 that 
should be giving a 302?
 Are there any pages that should be giving 
a 302 that should be giving a 301?
Review pages that are “no-indexed”. Are 
there any pages that are no-indexed that 
should be indexed? Vice versa?
Are any pages canonocolised to a page 
that shouldn’t be?
Look for pages that have any duplicate 
content?
Review pages that have a no canonical 
tag
Review all H1’s

AHrefs
Review referring domains graph,, anchor 
clouds and anchor phrase sections. See if 
either give the impression of spammy links



Step 3 - Keyword/Competition Research
When keyword researching, the graph 
to the right is what I ideally look for 
when targeting keywords. 
Low competition and high-value.
Since this was a new website, and I’m 
mostly targeting local SEO, the 
keyword research is more dependant 
on the high-volume keywords and 
what kind of “authority” the top 
websites in the target areas have.
The competition will determine if I 
target a version of a long tail keyword 
with higher volume or lower volume.



3.1
I personally like doing my keyword research using Google 

Keyword Planner. Most softwares aggregate data from Google, 

and I prefer uploading data straight to the source.

My keyword research for this client included:

● Put in client’s info and receive hundreds of keyword 

ideas

● Searching for relative keywords with highest 

impressions in service areas

● Searching for services with local intent in Google and 

seeing the “suggested search terms”

● Searching for competition “Domain Authority” and their 

overall SEO Rating

● Go to “isearchfrom.com” and do local searches for the 

services this client wants to rank for



3.2 - Targeting keywords with intent
● Since Epoxy Flooring is the most highest impression search term in this clients target services areas, I 

embedded that at the beginning of the homepage SEO Title
● This client told me that commercial jobs are a lot more lucrative than residential jobs, so I made sure to 

add that to the title tag
● I don’t normally like using geo modifiers in my title tag, but since NWI is a colloquial for Northwest 

Indiana, and this client wants to expand to Chicago, I decided to add it in the Title Tag.



3.2 - More Keyword Research



3.3- Competitor Research
Most of the competitors listed from AHrefs are from the neighboring 

Chicago region. Though Chicago is a target area for only 

Commercial Epoxy jobs, the main jobs we are targeting is local. After 

doing Keyword research for local Epoxy Installers, and none of them 

were very impressive with the amount of content, no focus keywords, 

Crawlability, UX/UI, and overall “domain rating”. With this in mind, I 

knew that ranking would be very possible.



Step 4 - On-Page Optimization 
On page optimization comes down to 

implementing all the optimizations listed 

on the infographic on the right. Along 

with technical SEO implementations I 

talked about in previous slides. In the 

next slides I will talk about specific 

on-page optimizations that I used for this 

website.



4.1- Keywords & Content

With our chosen focus keywords phrases from our keyword research, it is time to 

implement these focus keywords on each page within the content, the Title Tags, and 

the Header Tags. For the content, along with implementing our focus keyword phrases in 

a natural non-spammy manor, we make sure the amount of words we have on our 

webpage has more words than the competition using the website 

https://wordcounter.net/website-word-count



4.2 - More words



4.3 - Focus Keywords



4.4- Optimizing Title Tags & Meta Descriptions



4.5 - Optimizing Header Tags
When optimizing header 
tags , I follow the 
architecture in the image to 
the right. Below is an 
example of the header tag 
optimization on the 
homepage. 



4.6 - Optimizing Internal
Links
Optimizing internal links to different pages is a way to give a hierarchy 

too Google and other search engines.

The other benefits of internal linking includes showing search engines:

● the relevance of pages;

● the relationship between pages;

● and the value of pages.



4.7 - Optimizing external links
According to Moz.com, external links are more influential than internal links. Though we try 
to get as many backlinks as possible (which I will talk about on a later slide), the main 
purpose of optimizing external links is to:

1. Boost overall SEO Value/Authority
2. Establish relevancy of your website to search engines

Below is an example of one of the few external links we have on this client’s website.



4.8 - Structured Data

To make information understand and 

interpret data on this website more easily, 

we added local structured data and 

breadcrumb structured data. Structured 

data is a standardized format for providing 

information about a page and classifying 

the page content. 

Using Google’s structured data testing tool, 

we see that this website has Local Business 

schema and breadcrumbs. 



4.8.2- Structured Data Pt. 2



4.9 - UX/UI/Website Design to Increase SEO
Though metrics such as:

Dwell Time

Bounce Rate

Average time on page

are widely believed to play a role in Google rankings, the search engine giant isn’t forthcoming 

on the topic. Google has never released any official statement on how and if dwell time factors 

into rankings. That said, there have been hints that it’s a consideration.

That is why having a interactive, professional looking website is of the utmost importance. 

(Website homepage view on the next page)





4.11 UX Continued
If you refer to the previous slide, we have a professional looking website with a color 

scheme that matches and flows well with the logo.

There are 2 clear Call-to-actions, a navigation menu so users can instantly go to the part 

of the website they are looking for, a chat-bot, and a section to schedule an estimate on 

the page.

All of this in an attempt to increase the average time on page, decrease bounce rate, and 

to keep users engaged so they do not go back to the search engine result pages.



Step 5 - Off-Page “Off-site” Optimization
Off-page SEO is the act of optimizing your brand’s online and offline footprint 

through the use of content, relationships, and links to create an optimal experience 

for prospects and search engine crawl bots. It typically leads to gradual increases in 

positive brand mentions, search rankings, traffic to your site, and conversions. 

For this website, I simply paid a freelancer to add Puretek’s listing in 100 online 

directories to increase the backlink portfolio with accurate NAP information.



Step 6- Google Business Profile Optimization
Some notable steps I took to optimize 

this clients GMB include:

1. Completing the Business Profile 

Information.

2. Posting Relevant Content on the Google 

Posts Section.

3. Choose Specific and Relevant Primary & 

Secondary Categories.

4. Uploaded High-resolution Photos.

5. Used a Local Contact Number.

6. Stressed the important of reviews and 

answering reviews to the client both 

good and bad



Step 7- Results
Here are the results. The results will include data from:

1. Google Business Profile Data

2. Google Analytics Data

3. Google Search Console Data

4. I searchfrom.com local Results



7.1 - Google Business Profile Results pt. 1



7.2 - Google Business Profile Results pt. 2



7.3-Google Analytic Results Pt. 1



7.4 - Google Analytics Results pt.2



7.5 - Google Analytics Results pt.3
Expanding to many different Locations.



7.6 - Google Analytics Results pt.4
Expanding to many different Locations.



7.6- Google Search Console Results Pt.1



7.6- Google Search Console Results Pt.2



7.6- Google Search Console Results Pt.3



7.7- ISearch From Results pt. 1



7.8 - Isearch from Results Pt. 2



7.9 - Isearch from Results Pt. 3



7.10- ISearchFrom Results Pt. 4



3rd Party Tracking
This client uses a 3rd party app that lets users schedule on their Google Calendar available 
times with different services. This client has a total of 501 lifetime users who have scheduled 
estimates.



Pt. 8 - Closing Statements/Ongoing Optimization
This client quit paying for SEO services because of the giant 

influx of jobs they are receiving. All of these jobs being 

organic with no ad budget, the reason why I love SEO.

If I were to continue SEO services for this client, particular 

issues that I would tackle include:

1. Creating a “Commercial Epoxy Installers in Chicago” 

keywords focused page (Chicago is close to their 

location) and create backlinks that go to that page.

2. Create backlinks for inner pages beyond the homepage 

(preferably the clients most desired services).

3. Create content that answers most common asked 

questions within the field with high search volume.

SEO is a never ending job and there is always 

room for improvement and more keywords to 

target. 

That’s what makes it so exciting!!!

Thank you for your valuable time in viewing 

this presentation!



Text I Got From Client. Why I do what I do


