Optimization 2.0 Process
Case Study: Last Wave Originals

Process Flow

LWO Positioning

= Surfwear with Soul

=  Guys 45 - 65

= Lifestyle: good old
days

wwwlastwave.com

Tools and Tactics

Output

Marl_(e_tlng LWO Goals
Decisions
=  Double sales
online
= Triple house list
= Establish influence
of brand
Discovery: Search * Beginwith (;loogle Keyword Tool Output: refined
orcomparable keyword list —
Research and refine *  Refine list with Google Insights for y -~
; trend, region, volume
LGS used B e * |dentify related concepts(semantic everywhere
LWO offer online
search)
Discovery
Discovery: the
Conversation * Technorati Google Blogsearch top
blogs Output: top
Identify the most *  Find groups with target market |nf|ueln_cers -
influential sites & participation participate
erbhes o fha * Realtime search #surf, #surfing where they do
community.
* SEOinclinbound links
Select Tactics *  Email blast . :
*  Wordpress Blog huild community Oust;l:tb ':?g ts
*  Facebook—ads?
gho_ofiﬂsg?mh and +  YouTube customized
oclal Media tactics ’ -
L *  Promote to Digg, Delicious etc
that fit with LWO offer « Twitter
Execution @
Implementation
*  Identify content creators Output:
= Traditional SEO *  Assign responsibility Optimized
optimization *  Setup accountability content
= Social publication * Trackandreport
schedule

The Net Sells
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