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This guide is 
for swiss-army 
marketers, from entry 
to mid-level, and 
marketing managers 
in need of resources 
for online promotion.

About this guide

Who is this guide for

Doing marketing for a small business implies you have to comply 
with many limitations. Small companies usually don’t have unlimit-
ed budgets for promotion, their team’s resources are limited since 
people have to be multifunctional and do a lot of various tasks at 
the same time, and, of course, they can’t afford to wait for results 
for as long as a bigger company could.

We, at SEMrush, work hard to make online marketing easy for all 
of our clients, so we decided to make a guide on how to do online 
marketing for smaller companies.

LIMITED TEAM 
RESOURCES

NO WAR CHEST TO 
WAIT FOR RESULTS

It is also for small 
business owners who 
want to understand 
how online marketing 
works and what it 
takes to gain traffic 
and generate leads 
for their business.

LIMITED 
BUDGETS



Swiss-army marketers’/business owners’ 
problems that this guide helps to solve

PPC CAMPAIGNS TARGET 
THE WRONG KEYWORDS

ADS ARE INEFFECTIVE PPC BUDGETS GO DOWN 
THE DRAIN

MENTIONS ARE 
HARD TO TRACK

NO IDEAS WHAT MEDIA/
BLOGS TARGET FOR 

PROMOTION

COMPETITORS GET 
AHEAD OF YOU

ORGANIC SEARCH 
BRINGS IN TOO LITTLE 

TRAFFIC

In this guide, you will learn how various marketing channels help 
businesses gain sustainable traffic and how they work in connec-
tion with each other. 

We will also show you what SEMrush tools can help you stream-
line the process of working with those channels and eventually get 
traffic and leads.

RANKS GROW VERY SLOWLY 
OR DON’T GROW AT ALL

NO IDEA HOW 
TO FIX IT

What will you learn from this guide



Marketing Channels and its 
Effect on Traffic over Time

We at SEMrush are aware that the 
most precious currency for a small-
biz marketer is time. And we are sure 
there are no “bad” marketing channels; 
some are just used at the wrong time 
or in the wrong way.

Juggling them all can be tough, and 
this is what SEMrush was invented for: 
to help you make smart decisions by 
providing valuable data and removing 
the guesswork from your marketing 
routine. We want you to save time and 
valuable resources by approaching 
each of the main marketing channels 
the right way. 

If we look at 4 of the popular marketing 
channels in terms of time/outcome ra-
tio, it could look like this:

For a business to survive, they need to 
get leads and make sales and save as 
much time as possible while doing so.

It sounds simple, but SEO takes time 
and being found in organic search isn’t 
always something new site owners 
can wait on. So, for immediate traffic, 
most turn to pay-per-click (PPC). How-
ever, getting traffic is not synonymous 
with getting leads. 

In this guide, we’ll start by explaining 
how to organize a successful PPC 
campaign, then will show how to find 
PR channels to work with and then will 
show you a few easy tricks on how to 
tame SEO and make the best out of 
the content that you already have on 
your website.

PPC

Tr
af

fic

Quick
results

Mid-term
results

Long-term
results

Time

Digital PR
Content
+ SEO

NOTE: All the companies mentioned in this document as examples were chosen 
randomly. Please note, that there is no commercial purpose.



Chapter 1

HOW TO DO PPC



With an incredibly wide range of targeting options provided by AdWords, it is 
easy to pick the wrong strategy and end up watching your budget go down the 
drain. However, if you think all the things through first, it can be avoided.

Let’s discover some tricks that will help you plan a well-thought-out PPC cam-
paign with the help of SEMrush tools.

Start With the Right Keywords

Once you have decided how much you 
are ready to spend on PPC, it is time 
to dive into the keyword research pro-
cess. If your campaign budget is limit-
ed, you may want to set the maximum 
cost per click (CPC) that you are willing 
to pay. It is also a good idea to start 
with the “bottom of the funnel” key-
words, in order to target users with 
high conversion intent.

Picking relevant high-volume keywords 
with low CPC may seem cumbersome, 
but with the help of the right tools, it is 

very doable. We have some examples 
of how to use the tools to find the right 
keywords. 

Let’s say you are promoting an online 
store that sells organic food; we will 
use this example term as a seed key-
word for the research. To increase your 
chances of reaching the users who are 
likely to make a purchase, you could 
also use words like “buy”, “cheap”, 
“delivery”, “near me” etc., in the broad 
match section.

TOOLS TO USE: Keyword Magic Tool & the PPC Keyword Tool

https://www.semrush.com/analytics/seomagic/lists?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.semrush.com/features/ppc-keyword-tool/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


You have probably hundreds of possible queries, so now let’s define which of 
these are worth bidding on. If the keyword has decent search volume (1), rea-
sonable CPC (2) and low competitive density (3), it is definitely a good candidate 
for your keyword list:

Try experimenting with different search terms until you feel you have gathered 
enough of them. Once you have a collection of terms, you can send them all to 
the PPC Keyword Tool.

QUICK TIP: Don’t overlook the “Exclude keywords” option - it is extremely helpful 
to filter out irrelevant keywords (for example, cities or countries you don’t deliver to).

NOTE: the direct export from Keyword Magic to PPC Keyword tool is available 
only for paid SEMrush accounts.



The PPC Keyword tool will help you

Organize keywords into groups 
and campaigns.

Filter out duplicate keywords, 
empty groups, and unnecessary 
symbols, making your keyword list 
neat and tidy.

Find and remove “cross-group 
negative” keywords that provoke 
competition among your own ads 
and make your CPC grow.

Once these things are done, you will 
have a keyword list that is cleaned up, 
organized properly, and contains only 
relevant keywords.

For more details on how to deal with 
PPC keyword tool and clean up your 
keyword list read this guide.

Creating Ads That Work

The next step is working on ad crea-
tives. There can be hundreds of oth-
er advertisers who compete for the 
keyword you are targeting, so your ad 
should be relevant and stand out from 
the crowd.

Besides the golden rule “use keywords 
in headlines”, there are lots of tricks 
that can increase your ad’s conversion. 
These are the techniques we figured 
out by analyzing the PPC campaigns 
of Australia’s top online retailers.

Once you are finished with building 
your keyword list with the help of PPC 
Keyword Tool, you can move on to cre-
ating ads without leaving SEMrush.

In the ‘Projects’ section, you will find 
the new Ads Builder Tool. It will auto-
matically import the campaigns and 
keyword groups you have created ear-
lier and take you to the next step: cre-
ating ads for each group.

TOOLS TO USE: Ads Builder

https://www.semrush.com/blog/how-to-build-a-powerful-keyword-list-for-a-thematic-ppc-campaign/
https://www.semrush.com/blog/ad-copywriting-winning-techniques-of-australias-top-online-retailers/
https://www.semrush.com/blog/ad-copywriting-winning-techniques-of-australias-top-online-retailers/
https://www.semrush.com/features/ppc-keyword-tool/?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.semrush.com/features/ppc-keyword-tool/?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.semrush.com/kb/semrush-reports-tools/projects/ads-builder/
https://www.semrush.com/news/ads-builder-open-beta/?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://d30cz2g5jd7t8z.cloudfront.net/media/16/c1/16c15bfbd7c210dc9bce8ae46bb84b49/ad-copy-infographic.jpg


In the image above you 
see that Ads Builder Tool 
can do the following:

The tool also provides 
you with ad examples of 
your competitors. When-
ever you run out of in-
spiration, take a look at 
their ads to find relevant 
CTAs.

Make sure you stay within 
the AdWords character 
limits (1)

Add URL paths and a 
destination URL (2)

Assign the new ad to a 
keyword group (3)

Get an immediate ad 
preview (4)

• 
 

• 

• 

•



Another time-saving feature you can 
take advantage of is the dynamic key-
word insertion. It is especially helpful 
when you have a wide range of prod-
ucts from pretty much the same niche. 
Imagine creating separate ads for 
some dozens of keywords like “organ-

ic banana”, “organic avocado”, “organic 
monstera deliciosa“, etc.

Instead, you can just add a variable to 
your ad, and AdWords will automat-
ically replace it with the keyword you 
are targeting:

As soon as you are done with composing ads, you can export 
them, together with the keywords, to AdWords-friendly Excel files.

Give Display Campaigns a Try

Campaigns in Google Display Net-
work are considered more effective for 
branding purposes. So, if you aim to get 
leads and conversions, this channel 
will probably not be your ideal choice. 
However, it can be useful when you are 
struggling to narrow down your target 
audience just using search campaigns.

Display campaigns is the place where 
you can unleash your creativity and en-
gage people with captivating visuals. 
With this in mind, the organic food 
niche is perfect for display campaigns.

TOOLS TO USE:  
Display Advertising Report

QUICK TIP: An example would 
be if you are targeting small busi-
ness owners. Whenever they 
need to find a logistics company, 
they would just search for “logis-
tics company”; there’s no point for 
them to add “for small business” 
to the query. Audience targeting 
will be your helper in this case.

https://www.semrush.com/blog/what-is-adwords-keyword-dynamic-insertion/
https://www.semrush.com/blog/what-is-adwords-keyword-dynamic-insertion/
https://www.semrush.com/features/display-advertising/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


The audience is easy to define, and the 
ideas for visual ads are endless. At the 
same time, it is extremely hard to fig-
ure out which of the advantages are 
worth highlighting.

Should you be focusing on professional 
photos? Mouth-watering recipes? Special 
deals and discounts?

Would it be better to target desktop or 
mobile users?

Which websites would be the best to place 
your ads on?

• 
 

• 

•

•

•

•

In order to save resources and avoid 
reinventing the wheel, let’s take a look 
at what other organic food shops do 
when it comes to display campaigns.

The renovated Display Advertising re-
port will show you how tight the com-
petition in your niche is and how exact-
ly your rivals are attracting customers:

What types of ads they’re using (1)

Which websites place their ads (2)

How exactly their ads look (3)

We can explore this report to borrow some nice CTAs for text ads, as 
well as pick some visual ideas.

https://www.semrush.com/analytics/da/creatives/instacart.com
https://www.semrush.com/analytics/da/creatives/instacart.com


Here is the advertiser’s 2nd most effective banner that has been encountered 
2,304 times on over 500 websites. Worth analyzing!

Click for the full report Another bonus, you can filter the ads by device (desk-
top, tablet, mobile) and OS type (iOS vs. Android).

This analysis will help you plan a display campaign based on real data, instead 
of relying on spray-and-pray technique.

https://www.semrush.com/analytics/da/creatives/instacart.com?creativeId=-2639775461905889047
https://www.semrush.com/analytics/da/creatives/instacart.com?creativeId=-2639775461905889047


Bonus: Seize the Chance 
to Test User Behavior

Wrapping Up: PPC As 
a Ground for More

PPC is also a fast, yet effective, way to test how user-friendly a page is.

Before you start driving massive traffic to your webpages, consider using a 
session tracking software. These tools allow recording users’ sessions to 
help you figure out what problems they are facing throughout their journey 
(for example, users miss the “Order” button because it gets covered by the 
chat window, and other cool UX oversights).

At SEMrush, we use Inspectlet. It has up to 100 free session recordings 
monthly, but for only $39/mo you can extend the limit to up to 5,000 ses-
sions.

With all the advantages the PPC channel has, there is one aspect you 
shouldn’t ignore: every click on your ad takes away money from your pock-
et. So the earlier you start thinking about how to diversify your traffic sourc-
es, the better.

https://www.inspectlet.com/plans


Chapter 2

HOW TO FIND 
PR CHANNELS



Many marketers think that digital PR is not for small business. They see it as 
a costly and lengthy game plan, though a thoroughly set campaign may turn 
critical for success. Of course, there is more than one way to reach the primary 
goals of any entrepreneur. For instance, you can take an easy route and use PPC 
as an immediate result strategy, but this must be just the first step.

The success you bought is very different from the success you earned in terms 
of stable traffic. If you don’t want to lose a lot of precious visitors as soon as you 
cut off your PPC funding, you will have to shift gears and explore a strategy that 
will help your brand win the loyalty of the clients in the long run.

Let’s say you own a small organic food shop that needs a little help in getting 
off the ground. See what SEMrush has to offer to help you get through to both 
regular and potential customers and beat as many rivals as possible.

Discover Referral Sources

All brands want mentions, but it is also 
important to get mentioned by influen-
tial websites and media. One strategy 
is to check out the blogs and media 
that have already talked about your 
competitors and try to win their atten-
tion. Finding these may require a great 
deal of research, but SEMrush can 
make it easy for you.

Start with choosing a successful rival. 
Of course, you may already know some 
of them by the name, but SEMrush Do-
main Analytics reports can help you 
discover the competitors that might 
have escaped your notice. 

TOOLS TO USE: Positions report & Brand Monitoring Tool

https://www.semrush.com/info/peachdish.com+(by+organic)?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.semrush.com/features/brand-monitoring/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


Go to the SEMrush Competitors Report of Domain Analytics and type your domain 
name in the search window to see your position in Organic, Advertising or PLA 
search. Your most successful competitors occupy the upper right corner of the 
displayed graph. These are the domains to look at.

Then we need to identify who is talking about these ‘sharks of local business’ 
and check what they are saying.

Set up a Brand Monitoring campaign for each rival you found using Domain 
Analytics.

Go to the ‘Web’ sub-tab of the ‘Mentions’ tab and see who referred to them 
within last 90 days.

•

•

•

•

The blogs and media you found are 
your target audience, if the ideal cus-
tomer exists, he/she should be reading 
one of these. So let’s get those blogs 
and media sources to talk about you!

To reach these sources, you need to 
start speaking their language and de-
liver engaging content. Will you target 

teenagers? Pregnant women? Health 
nuts? Check, if the content on your site 
suits them? If not, improve it. For ex-
ample, if you see a lot of yogi among 
those who mention your competitors, 
you can become more attractive to 
them posting some  Ayurvedic eating 
plans on your website.

QUICK TIP: If you are aware of your competitor’s advertising campaign, or 
some other promotional activity, you can easily check whether it was worth it by 
monitoring mentions for a certain period. See if there was increased activity by 
looking at the Mention Volume Trend in ‘Statistics’ tab.

https://www.semrush.com/info/empty/domain_organic_organic/
https://www.semrush.com/blog/how-to-track-your-online-reputation-with-semrushs-brand-monitoring-tool/


Pick Out the Leading Channels

Unfortunately, depending on the niche, 
you will never have enough time to get 
through each and every blog and me-
dia site you find. So focus on targeting 
the ones that have a high level of trust 
and be ready to provide their readers 
with as much information about your 
brand as possible.

TOOLS TO USE: 
Brand Monitoring Tool

To measure the trustworthiness of a site/blog sort them by brand monitoring (BM) 
score and focus on the ones with a BM higher than 60 first.  Of course, any source 
with BM score higher than 22 should be considered reliable, but we are focusing on 
the ones with the largest.

•

https://www.semrush.com/features/brand-monitoring/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


Then let’s see which of the selected sources offer the highest-quality mentions. 

Sort the mentions by the presence of backlinks, as a mention leading directly to 
your site will bring you more traffic, and an extra ref domain may increase your 
Google ranking.

Sorting mentions by title can help you find who might be eager to put your brand 
name right in the heading of their post.

Group the mentions with the help of the tags by topic or type (sponsored/not 
sponsored, positive/negative, audience demographics etc.) to plan the stages of 
your PR campaign.

Mark sources you want to target first as favorites in order not to lose them.

Exclude irrelevant mentions by blocking the domains you are not interested in 
(domains with low BM score, the audience you will not be able to reach, possible 
scammers etc.)

•

•

• 
 

•

•

There are some more useful things you can do:



Now when you have found the perfect outlets to start building 
relationships with, offer them more than your rivals do.

Check if your target sources have anything in common and start supplying relevant 
information on the topic. For instance, if eating healthy is important to your 
audience, you could discuss organic food options.

Mention the source you want to attract in your blog posts or share their content. 

Contact the owner of the source directly and tell him/her what great things you have 
to give.

• 
 

•

•

QUICK TIP: The range of your competitor’s goods and services may differ from 
yours. Sorting mentions by a certain keyword will allow you to limit this range 
and only see mentions which are relevant for you.



Reach Out In Real Time

The last, but not least, thing you could 
do is reach to your current and poten-
tial customers and try to offer them 
the best services you have. Twitter 
has stood out as an ideal leverage for 
marketers who want to keep in touch 
with their buyers. This social network-
ing platform is the place where you 
can find the most recent and relevant 
news, opinions, and reviews.

TOOLS TO USE: 
Brand Monitoring Tool

We all know that customers tend to 
leave negative feedback a bit more 
often than positive. Reach out to your 
rivals’ disappointed customers and of-
fer to solve their problems; they could 
become your customers.

Go to the ‘Twitter’ sub-tab to see your 
competitor’s mentioners, look at their 
tweets, and address their concerns.

Enter the keywords and hashtags 
you are using (or going to use) in the 
search window and have the mentions 
sorted by this word. Use the words 
expressing emotions to find positive 
or negative reviews.

• 
 

•

https://www.semrush.com/features/brand-monitoring/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


Check the status of each mentioner’s profile and the popularity of each tweet. Start 
making friends with the right people.

•

The number of Tweets you will have to deal with is likely to be huge but they are 
worth looking at. You might not be able to catch a local celebrity, but you will find 
a lot of potential brand advocates who are easy to please. Be rewarding, offer 
them discounts, repost their content or just add them to your regular holiday 
mailshot.

QUICK TIP: Tweets appear at the speed of light (around 6,000 every second, 
Google says), so being swift can really become your advantage. SEMrush 
refreshes the Twitter mention list once every 30 seconds. The most recent 
mentions will be shown on the top of your list in a separate green colored 
badge. Reach out to the authors of these tweets, be helpful and polite and the 
success will come quickly.

After testing new strategies for a while 
you should go back to your own Brand 
Monitoring campaign. Compare your 
progress with your rivals’ in the Cam-
paign Comparison report. 

Results don’t happen overnight, but 
if your strategies are working you will 
start seeing a gradual increase in traf-
fic, which, in turn, let you save on paid 
clicks. 



Chapter 3

HOW TO DEAL 
WITH SEO AND 
CONTENT



The fastest way to deal with content 
and SEO is to select your best-per-
forming pages and optimize them to 
bring in even more traffic. This way, 
you divide the general SEO work into 
bite-size tasks and reach your promo-
tion goals with a series of short steps 
rather than rare giant leaps.

PPC and digital PR help you achieve 
your short-term goals, and while opti-
mizing content plays out in the long run, 
it can be frustrating to see no immedi-
ate results from SEO. But this is how it 
works — SEO takes time. So, while you 

Find the Traffic Growth Points

Ideally, to see what pages of your web-
site perform best in terms of traffic, 
keywords, rankings, session length, 
and bounce rate, you need data from 
Google Analytics and Google Search 
Console.

TOOLS TO USE: Positions 
report, Organic Traffic Insights, 
Google Analytics, Google 
Search Console

To accumulate all this data in a single chart, we recommend you setup the  
Organic Traffic Insights in your SEMrush project. It connects to your website’s 
Google Analytics and Google Search Console accounts and presents the infor-
mation in a digestible way providing a lot of filtering options.

launch your PPC campaign or look for 
PR opportunities, don’t forget to work 
on your content at the same time. This 
way, all three ways will complement 
one another.

Let’s say there’s an organic food de-
livery service that wants to boost its 
rankings; how could they do that? As 
an example, I took peachdish.com, a 
healthy meal box delivery service. They 
are featured on a few delivery services 
digests, and they rank for about 8,000 
keywords in organic search. Not a bad 
result, but here’s how to make it better.

https://www.semrush.com/info/peachdish.com+(by+organic)?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.semrush.com/info/peachdish.com+(by+organic)?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.semrush.com/features/organic_traffic_insights/?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://analytics.google.com/
https://www.google.com/webmasters/tools/
https://www.google.com/webmasters/tools/
https://www.semrush.com/features/organic_traffic_insights/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


Since I don’t have access to peach-
dish.com accounts, I can’t show the 
full workflow here. However, when you 
setup the Organic Traffic Insights and 
connect your Google accounts to it, 
you need to filter out the pages with 
the highest session length and take a 
closer look at them.

If the page ranks highly but little CTR, it 
might indicate that there is something 
wrong with its search snippet. Check your 
title and meta tags and ensure there is 
relevancy to the target keyword.

If the page has a lot of sessions, but a large 
bounce rate and little time on site, it might 
mean that people don’t find the answer to 
their question on your site. The possible 
reasons could be poor content or the wrong 
keywords for which the page is promoted.

What to Do When You Have No Access to Google 
Analytics and Google Search Console Accounts

Don’t worry, there is still a way to find those important pages. In our Positions 
report of the Domain Analytics section, you can see the big scope country level 
keywords from the SEMrush database for which the domain ranks in the top 100 
positions on Google.

What is great about it is, again, filters. Sorting the results by Traffic you can see 
what pages bring the most traffic to the website — these are your candidates for 
optimization.

1

2

https://www.semrush.com/info/peachdish.com+(by+organic)?filter=-%7CPh%7CCo%7Cpeach%7C-%7CPh%7CCo%7Cdish%7C-%7CPo%7CLt%7C11%7C-%7CPo%7CGt%7C20&page=1&sort=volume_desc
https://www.semrush.com/info/peachdish.com+(by+organic)?filter=-%7CPh%7CCo%7Cpeach%7C-%7CPh%7CCo%7Cdish%7C-%7CPo%7CLt%7C11%7C-%7CPo%7CGt%7C20&page=1&sort=volume_desc


As you can see here, PeachDish has a lot of branded keywords in first positions. 
That is great: it means, their brand is popular. They have probably invested in PPC, 
worked with some industry media, and got themselves good coverage there.

However, it is not enough to be ranking only by a brand name. The content on 
your website is supposed to be fulfilling the user’s intent, answer a question, help 
make purchases, etc. In the end, SEO and content marketing are supposed to be 
helping you rank for something more than just your brand name.

Traffic Growth Points:  
Pages from 1st and 2nd SERP

A simple rule here would be: a) find 
what performs well and make it great 
and b) find what is great already and 
make it even greater.

When your page ranks on the second 
page of search results the best way 
to boost traffic is to take it to the first 
page. And when you already are on the 
first page, try winning the SERP fea-

Goal: Getting a Featured Snippet

A big goal today for many businesses 
is to get a featured snippet. Not only 
does it help create trust for a brand, but 
it can also bring in a lot of high-quality 
traffic. So how do you figure out what 
you want to get a featured snippet for?

TOOLS TO USE: Positions report

tures: featured snippets, reviews, vide-
os, etc.

And don’t think that once you have 
reached this goal, you can forget about 
the page forever. SEO is a continuous 
process, and in order to stay in the 
game, you have to periodically revise 
your achievements and adjust the 
strategies.

Using the SEMrush tools, a good way 
to check is to apply a few filters to see 
which pages a website has on the first 
page of search results. To do that, I 
would exclude all the positions start-
ing from 11th, and then all the branded 
keywords (for example, anything con-
taining “peach” and “dish” in it).

https://www.semrush.com/info/peachdish.com+(by+organic)?utm_source=PDF&utm_medium=all&utm_campaign=SMB


This way we can see all the keywords, for which PeachDish ranks on 
the first page on Google and see only those that are not connected 
to its brand name.



Get Insights from SERP Features hint-bar

Select the Pages with Best Volume/Competition Ratio

As you can see, they have a lot of reci-
pes on their website. Since it is a meal 
box delivery and customers receive 
not the cooked meals, but the ingredi-
ents with recipes, it makes total sense 
to have a cooking blog on the website. 
Also, if a recipe is unique enough, it 
doesn’t have a lot of competition, and 
markup is done correctly on your site, 
it can be fairly easy to get into a recipe 
featured snippet.

Most of those keywords have little vol-
ume, that means, those pages that are 
ranking highly do not actually bring 
much traffic.

A great new feature is the SEMrush SERP features hint box: if you hover over a 
keyword, you can see all the SERP features that are available for it and the fea-
tures that you already have. Here, PeachDish has a video for “flounder stew”, but 
is not presented in the snippet. There are a lot of recipes in snippets, so I would 
try doing that.

The good news is that the competition 
for those keywords is not high either, 
which makes it easy to promote them. 
The ideal solution here would be to 
find the balance between the keyword 
volume and the competition level.

QUICK TIP: play with the filters. Try sorting the keywords by volume, 
competition level, traffic, etc. It reveals a lot of insightful information about your 
keyword portfolio and promotion opportunities.



Aim for the Top 10 In the SERPs

Setting the filters in the following way will show you the keywords for which your 
website ranks on the second search results page: we’re excluding all the posi-
tions less than 11 and greater than 20. And, as in the previous example, we only 
want to look at the keywords that are not connected to PeachDish brand name. 

First of all, take a close look at the list. Can the keywords be grouped semanti-
cally? How big is the competition? How much search volume do these keywords 
have? Try out a few filters and gather your own insights. You would be surprised 
how many good optimization ideas come from a simple semantic analysis.



Look for Keyword 
Groups

Most of the keywords lead to the peachdish.com homepage. On one hand, this 
is a good thing, since the page is ranking for a lot of keywords. On the other 
hand, it limits the options for content optimization, since the homepage is the 
face of the business and the content on it is sensitive to changes.

What I have spotted from skimming the list is that there are a lot of keywords 
containing the word “delivery” which have relatively high volume.

TOOLS TO USE: 
SEO Content Template

https://www.semrush.com/seo-content-template/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


My suggestion would be to create another page 
around the “delivery” semantics. For instance, 
pointing out the benefits of the delivered meal 
kits, or how PeachDish handles delivery.

Creating content around semantic concepts 
can be tricky since it is hard to know what topic 
will interest users the most. For that case, we 
have created the SEO Content Template — a 
tool, that allows you to gather all the best-per-
forming content techniques that your rivals 
(the top 10 performers on Google) are using 
for a set of selected keywords.

SEO Content Template allows you to create 
a semantic core for future text. For instance, 
when creating content for “fresh food delivery”, 
these are the keywords that are used by SERP 
competitors of PeachDish.

You can even see how your competitors use your target keywords. For that, you 
don’t need to Google it and search for the precise word match; the SEO Content 
Template aggregates the exact text abstracts to save you time.

https://www.semrush.com/seo-content-template/?utm_source=PDF&utm_medium=all&utm_campaign=SMB


TOOLS TO USE: 
SEO Ideas

If you don’t want to split the traffic 
between two pages, but do want to 
increase the rankings of the specific 
page, you can gather ideas on how to 
do that in SEO Ideas tool.

Optimize the Pages 
that Underperform

It provides you insights on strategic, content, backlinking, technical, and other 
aspects of search optimization based on your domain’s data. From optimizing 
meta descriptions to keyword cannibalization, the tool provides a thorough anal-
ysis of how your content (and partially, website) performs and what can be done 
to improve it.

Using the recommendations from the beginning of this post, I chose the key-
word/landing page pair: airline chicken and https://www.peachdish.com/ingre-
dient/VBMVSScAACYA5QOZ/airline-chicken and added it to SEO Ideas.

Make Content Useful

If you click the link, you will see that there is barely any text on the page. 
This is the first thing the tool suggests fixing in the Content ideas.

https://www.semrush.com/features/seo-ideas/?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.semrush.com/features/seo-ideas/?utm_source=PDF&utm_medium=all&utm_campaign=SMB
https://www.peachdish.com/ingredient/VBMVSScAACYA5QOZ/airline-chicken
https://www.peachdish.com/ingredient/VBMVSScAACYA5QOZ/airline-chicken


Take advantage of SERP Features

Enrich your Content Semantically

The tool recommends that I optimize for CTR by using the Recipe markup 
code. This is smart, since it’s really easy to work with the recipes — easy to 
rank for it, and easy to add markups, videos and other media that Google 
loves.

Next, the tool suggests using these semantically related keywords as 
competing pages use them. Enriching the semantic core of your content 
is essential for a better user experience. Expanding the content here would 
be very helpful, and focusing on semantics is just a smart way to go SEO-
wise.

There are many other useful ideas in the SEO Ideas tool, but describing 
them all would extend this post for another dozen pages.

You can find a thorough SEO Ideas workflow in this post or you can simply 
try it out for your domain and see what it can do.

https://www.semrush.com/blog/discovery-thursday-seo-ideas/


SEO: Divide and Conquer

What to do next

The rule of taking one step at a time works for almost anyone that is fo-
cused on a monumental task; small business SEO is not an exception. 
And, in the situation of limited resources and highly valued time, it is actu-
ally the only possible way to ever achieve the high rankings that business-
es of all sizes covet. So, divide up each area you need to grow in, work on 
each of them with keyword goals in mind, and slowly, but surely, beat out 
your competition.

Regardless of the size, there are innumerous possibilities to market your 
business online. However, some of them are costly, some are time-con-
suming, and some are both. 

The strategies that we’ve covered in this guide should help you grow your 
online presence at a minimal cost and within a reasonable period of time. 
The key takeaway is to integrate all the three strategies together. This way, 
you’ll have an energetic start with PPC, a stable progress with digital PR 
and terrific results in the end with sustainable organic traffic.



semrush.com

We love your feedback! 

Was this guide helpful? Is there something else 
about small business marketing that you are 
interested in? Drop us a line at mail@semrush.com 
and our next post will be about it!

https://www.semrush.com/
mailto:mail@semrush.com

