
1. Understand Search Intent and Map It to the Funnel

Search engines reveal what buyers are really looking for.
To convert, you need to align each piece of content with the intent behind the query.

Funnel Stage | Typical Intent | Content That Works | Conversion Goal
TOFU – Awareness | Questions, comparisons, “how-to” | Educational blogs, checklists,
explainer videos | Newsletter signup, remarketing audience
MOFU – Consideration | “Best X for Y”, “solution for …” | Comparison guides, webinars,
case studies | Demo request, consultation
BOFU – Decision | “Buy…”, “pricing”, “service near me” | Optimised landing pages,
testimonials, calculators | Lead form, purchase

Pro Tip:
Audit your top-ranking pages and map each one to a funnel stage.
Gaps often appear in MOFU/BOFU content—where conversions happen.

2. Build Trust Into Every Page

Ranking gets the click. Trust wins the lead.

Add:
- Social proof: testimonials, star-ratings, logos of customers
- Case-study callouts: short before/after metrics
- Clarity in offer: show pricing models or at least typical ranges
- Fast, mobile-friendly experience: a slow or clunky page signals “unprofessional”

Example:
A UK manufacturing SME replaced a generic services page with a focused landing page
including testimonials and a simple enquiry form.
Enquiries rose by 214% in 90 days without increasing ad spend.

3. Optimise for Conversion as Well as Ranking

SEO best-practice—metadata, headings, schema—gets people in the door.
CRO best-practice keeps them there and moves them to act.

Key checks for every priority page:
- Headline states a clear value proposition in plain language
- Above-the-fold CTA (demo, quote, consultation) is obvious and friction-free
- Secondary CTAs for visitors not yet ready to buy (download guide, join mailing list)
- Pages load in < 3 s on mobile (every extra second cuts conversion by ~20%)
- Analytics and event tracking are tested before launch

4. Use Data to Drive Iteration



The work doesn’t end when a page goes live.

Track:
- Keyword-to-conversion performance
- Engagement metrics (scroll depth, dwell time)
- Form completion vs drop-off
- Assisted conversions in GA4 or CRM reports
- Content decay over time (pages lose traffic after ~18–24 months)

Adopt a “measure → adjust → test → repeat” cycle.
Even 10–15% gains at each step compound into major growth.

5. Workflow for Refreshing Existing Content (Safely)

Updating older posts often yields faster gains than writing new ones—if done carefully.

- Audit: pull pages by traffic, ranking, conversion data
- Select targets: pieces with good rankings but weak conversion or decaying traffic
- Refresh content: improve headline, trust elements, add CTA, update stats
- Preserve core topic & URL to maintain rankings
- Re-submit for indexing and monitor for 4–6 weeks
- Iterate: test different CTAs or layouts

Tip: keep backups of original content in case rankings dip and need to be rolled back.

6. Account for Non-Linear Journeys & Attribution

Few SME buyers move neatly down a funnel.
They bounce between organic, paid, email, even offline conversations.

- Set up multi-touch attribution in GA4 or CRM
- Track both direct conversions and assisted conversions
- Use remarketing to re-engage visitors who left mid-journey
- For long B2B cycles, link key content to pipeline stages, not just lead-form fills

7. Emerging Factors SMEs Must Prepare For

Search is evolving fast:
- AI-generated SERP answers reduce organic clicks
- Video and short-form social often beat static blogs for engagement
- Google’s Helpful Content and E-E-A-T stress experience & trustworthiness

Your strategy needs to:
- Repurpose written guides into short videos, carousels, infographics
- Emphasise author credibility and transparent data sources
- Build topic clusters with internal links to prove authority



8. Practical Checklist

A page ready to convert should pass this quick audit:

■ Clear headline with value promise
■ Answer matches searcher’s intent
■ Trust proof (testimonials, stats, logos) visible without scrolling
■ Fast mobile load (< 3 s) and accessible layout
■ Primary CTA prominent + secondary soft CTA
■ Measured keyword-to-conversion path in dashboard
■ Re-reviewed every 6 months for decay


