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FOREWORD

For years now, | have been helping businesses learn how
to improve their Google presence in ways that comply
with Google's Guidelines. | am completely obsessed with
understanding Google's algorithm changes, but most
people don't nerd out on penalties, audits, and algorithms
like | do.

| believe that having a foundational understanding of how
people are engaging and experiencing search is critical to
the success of our businesses. You don't have to
understand or master the technical logic behind Google's
algorithms. However, you should understand the trends of
consumer behavior as millions of people begin their
discovery and research process through an online or voice
search.

Discovered gives you an understanding of why so many
brands struggle to gain traction and momentum online.
This book takes a holistic look at the connected customer
experience, consumer psychology, and common mistakes
that prevent Marketing Leaders from reaching their goals.
Discovered curates hard to find data with emerging
technologies, to give you real-world examples to apply to
any brand's Digital Marketing strategies.

As Marketers, we often compete in a busy online
marketplace where our brand gets lost in a sea of ads,
videos, and content. As our ad spend is increases, our
reach and returns decrease. Discovered also provides an
in-depth look at the Voice market and how people are
discovering, engaging, and connecting with new brands
daily. This book is the handbook for brands that are
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looking for a way innovate using voice and helps you get
started with voice.

Yesterday's thinking is today's baggage, and organizations
that want to lead and shape their industry must evolve
and adapt with technology and innovative thinking. Read
about how brands have created innovative experiences
leveraging emerging technology to elevate the customer's
online experience with their brand.

Create a purposeful, delightful, and memorable customer
experience so that people share it. Give your online
content meaning and context, so the search engines
understand it. Once the search engines understand and
trust your brands content, you are ready to begin your
voice journey. A voice journey that will add value your
shoppers lives every step of the way. Google, your brand,
and your shoppers want you to provide the best possible
customer experiences. Discovered will give you the
knowledge you desire to create unforgettable and
transformational customer search experiences.

Dr. Marie Haynes
MarieHaynes.com
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SECTION 1:
SEARCH

IMAGINE A WORLD

Imagine spending a nice relaxing weekend at home with
the kids. You have told the kids that you are not spending
any time doing work and they are not spending any time
on anything with a screen. In my house, this is called
“screen time.” Screen time is anything with a screen and a
power button. Screen time used to be a privilege, one that
a child had to qualify for. That could mean they did
something kind without being asked. They could finish
their chores without being reminded 4,912 times. Perhaps
they spent a lot of time on homework and | took pity on
their soul. It used to be something that was a reward.

| started to notice that | was relying more and more on
those evil screens, just so | could finish up a project or to
take a late-night call with a client. It became my crutch,
which turned into their addiction. | don't use the term
addiction lightly. For any parent that has experienced the
wave of video games like Minecraft, Roblox, and now
Fortnite, it totally IS an addiction, one which | can't expect
a kid to be able to control.
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After the brutal reality that my reliance on technology as a
babysitter is a very unhealthy one, we had to put limits on
screen time again.

Back to your imaginary weekend filled with joy and bliss
and scenes of happy togetherness. You spend what
seems like five hours playing board games, Uno and Phase
10. You realize, OMG it has only been 26 minutes!

You decide to cook a meal as a family. Again, you have
these grand visions of the kids loving this experience,
which will be burned into their brains as The Best
Weekend of my Childhood EVER!

You pick a meal that is not only healthy, but everyone can
have a part in. You have cleaning duties for the little one.
You have given the tween a knife with cutting duties. And
you are on cooking duty.

After about three minutes and four seconds, the little one
is out. He is over it and must retreat to sitting in his room
staring at a blank TV screen because clearly, that is so
much better than spending quality time with your family
preparing a nutrient-rich meal. The tweenager s
complaining about school, homework, and having a
philosophical discussion with you about why Algebra has
no real meaning in life and she doesn't understand why
they have to learn certain things in school, anyway.

You aren't prepared for a philosophical conversation and
you can't Google, “What does Algebra affect in our daily
lives” because of your own stupid no screen time rule, so
you try to “Uh huh” your way through as much as possible
and continue to let her express her own opinions.

You have a meal with half-cleaned food, one half of a
carrot since the onion is too much for delicate young girl
eyeballs and nothing is ready to eat an hour later. At this
point, everyone is frustrated and hangry, hungry + angry -
thank you, Snickers.

You're beyond done. You just can't. You're not sure if this
is what your kids are really like or are you being punked?
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You whip open your laptop, only for the boy’'s sonic
hearing owl ears who seemed to be instantly teleported
into the kitchen to see if the no screen time rule is over.
Your daughter is comparing you to the hypocrisy of the
school system and teachers. This is why Calgon was
created, for moments just like this one right now.

You Google search “Family Friendly events near me NOW."

The results that appear on the screen are colorful imagery
and videos. You can see visual categories pictured at the
top.

Movies

Parks

Concerts

Fairs

Crafts
Being a busy working parent that you are, you have no
idea what is in the movies but you do know there is most

likely something in the theatres the kids want to see, so
you click Movies.

This opens a new page of highly visual and engaging
content. Along the top of the search page, you are given a
visual display of the movies that are playing in theatre
today.

45



DISCOVERED

Movies playing at AMC Theatres near Rogers, AR

ﬂ

Captain Marvel Us Wonder Park How to Tra ive Feet Apar AMadea Captive State Alita: Battle
Fantasy/Scie. Mystery/Thil Fantasy/Adv. Your Drag gon /R Family Funeral Thriller/Fanta. Angel
Fantasy/Actl Comedy Science Ficti

Showtlmes at AMC Fiesta Square 12

All times are in CT
Wed, Mar 20 Thu, Mar 21 Fri, Mar 22 Sat, Mar 23

Alltimes Morning  Aftemoon  Evening  Night

Captain Marvel
Standard  1:00pm  2:00pm  4:00pm  500pm  7:00pm  &00pm 10:00pm

3D 1:30pm  4:30pm  7:30pm 10:30pm AMC Fiesta Square 12

Website  Directions Save

Wonder Park
45 %% % % 1,118 Google reviews
Standard  1:10pm  7:10pm Movie theater in Fayettaville, Arkan

£l 410pm  9:40pm
Address: 3033 North College, Fayetteville, AR 72703

How to Train Your Dragon: The Hidden World Phone: (479) 575-0026

Standard  1:40pm  4:40pm  7:40pm 10:10pm Suggest an edit

Source: My PC while in Bentonville, AR (Google knows everything...)*°
U Say OK Google - Talk to Discovered Book - Movies

In the middle of the page, showtimes, the nearest movie
theatre, reviews, address, phone number, hours, and a
map appear.

Within one simple search, out of sheer desperation to
protect your sanity and the well-being of your children,
you have found a way to help everyone survive the
weekend.

What actually happened was you were able to get the
answer to your question, very easily without clicking on
five different websites. And just like that, you went from
super annoying mom to best mom ever.

Thank you, Internet Gods.

What you may not have realized is all of that highly visual,
rich, engaging content was provided by one brand: AMC
wanted you to have all of the movie information you
needed without ever having to click a single link.
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Wait, what?! We want people to CLICK on our websites.
Isn't that why the Internet was built in the first place?

This may seem like some futuristic search magic but it is
actually what happens when brands optimize their
experiences for questions and answers and intent using
semantics. Semantics is a fancy way of saying meaning.
By understanding the meaning of what people are
searching for, you can fulfill their intent and give people
an amazing brand experience starting with the search
discovery process. This extends beyond online search into
the voice search, voice assistants, and the smart speaker
world

<

“People don’t buy what you sell,
they buy how you sell it.”

-Doug Stephens
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Our intent may be the same, to eat dinner. But | know my
kids like the most expensive thing on the menu and | want
to find a restaurant that has happy hour food specials.
Meanwhile, your intent might be to find a restaurant that
doesn’t have a happy hour so you can enjoy a peaceful
dinner (without screaming kids). | get it. | was that person
too.

Bottom line is we may both search. We may both have the
intent to find a restaurant. Our preferences are totally
different. Brands that take the time to really understand
the intent their people have will win more hearts, minds,
and dollars.

“Intent” is a common buzzword, but that doesn't mean
people know what to do about it, or even where to start.
And it's actually not that hard at all. A good place to start
is by validating intent with real people, the right real
people.

The Buying Power of Women

I'm not sure whether or not your brand sells to men or
women. The buying power of women is incredible. Most
consumer brands sell to women. The way that women
buy is totally different than the way that men buy.
Unintentionally, | spent the last 10 years working with
consumer brands that sell to women, which is ironic
because | hate shopping. But now | understand the
psychology of what influences the decision-making
process and points of friction during the buying journey.
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Many of us don't recognize how much psychology is
involved in purchase decisions.

Regardless of what you sell, there is always an emotional
aspect to everything! Even if you have the cold, hard facts
about why someone should buy your product, a majority
of the time the decision is 90% emotional and 10% logical.
Another dynamic that you have to understand is when
you sell to women, sometimes you have to overcome
subconscious objections. A perfect example of this is
feeding our kids.

Whether you manage your household, a career, an
organization, or your life, you are probably pretty busy.
Imagine you are a working parent and for whatever
reason, you are overscheduled again today. You have to
get one kid from soccer and another kid to Jiu Jitsu --
another 7 a.m. to 9 p.m. day. Woohoo. At some point
between school and bedtime, you have to feed your kids
dinner.

Back in the day you might pull up to a drive-thru and pick
up happy meals. At some point, we became more self-
conscious and health-conscious of the food that we feed
our children and too many nights of McDonald's drive-
thru dinners made us feel like bad parents. We're all
familiar with the feeling of “Mommy Shame” or “Daddy
Guilt.” After we feed unhealthy meals to our kids, we feel
bad. Consciously, you might not realize what makes you
feel the way but you are just in a crappy mood now. You
feel like you're not providing for your kids. You aren't
being a good caregiver. You're aren't teaching your kids
healthy habits. No one said this to you, you just feel it in
your soul.

We want to cook healthy yummy nutritious meals that
your family enjoys but the time and effort to plan the
meal is more than we make the time for.
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This is how it normally works:

Decide what you are going to cook

Find “quick recipes for healthy dinners for 4"
Print the recipes

Study the list of ingredients

See what you have in the pantry that is on the
ingredients of the multiple recipes

FINALLY, make a grocery list

Go to the grocery store

Buy all the stuff you need

Meal prep (look up #mealprep on Instagram)
When the time comes, prepare your glorious meal.

Your family feels loved, provided for, and grows up to
be healthy functioning adults.

Who has time for that? Not busy parents. So, what do we
do instead?
Feed our kids mac and cheese and chicken fingers
(way too often)
Let them eat snacks or cereal for breakfast (way too
many nights a week)

Eat out or order food delivery (way too expensive)
Sign up for a meal box subscription
For many of us this is a huge emotional trigger and

challenge in our lives but what a freaking opportunity for
meal prep delivery companies, right?

Black Buying Power

It is often easy to focus on demographics and ignore
some of the more obvious traits, like race. But | am going
to keep it real for everyone else's sake. Black buying
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power is real and it is major. Black culture influences
culture around the world, whether you haven't noticed or
you choose to believe it or not. It dates back before our
time to music, when black music, even when not allowed
was enjoyed by all colors, shapes, sizes, and backgrounds.
Black culture continues to influence young women, kids,
and major networks. Fox has a category called
“Urbantainment” which includes shows like “Empire” and
“Star.” | was surprised to find out that the most watched
reality show on television was “Love & Hip Hop Atlanta,”
series on VHI not “The Real Housewives” series on Bravo
TV. From music to slang, to fashion, to sports, and more
there is an undeniable connection to our world and black
influence.

What does that mean for your brand? If your brand
markets to women, then can't avoid, ignore, or exclude
the black market. It is different. We have a different level
of loyalty and brand affinity. Here are some data points
from Nielsen's Report: "Black Girl Magic" and Brand
Loyalty Is Propelling Total Black Buying Power Toward $1.5
Trillion by 2021%".

Black spending power is estimated to reach $1.5
trillion by 2027,

Black women-owned businesses have grown by 67%,
with more than 1.5 million businesses worth $42
billion in sales;

Black women are trendsetters for consumerism and
consumption;

They seek to project a positive self-image and
appreciate brands that do the same;

They are brand LOYAL And will slay your brand if they
feel betrayed.

) 31 Say OK Google - Talk to Discovered Book — Black Buying Power
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“Black women have strong life-affirming values
that spill over into everything they do. The
celebration of their power and beauty is reflected
in what they buy, watch and listen to, and people
outside their communities find it inspiring.”

-Cheryl Grace,

Senior Vice President of U.S. Strategic
Community Alliances and Consumer
Engagement, Nielsen

Every brand should take the time to understand this
demographic and read the report. There is a more
comprehensive, science-based report about the
psychology and behaviors of black women in Nielsen's
African American Women: Our Science, Her Magic®.

In fact, a dear friend of mine, Kalyn Johnson Chandler
starting selling Black Girl Magic swag before black women
were considered a desired and affluent target market for
brands. She created what has now become an iconic logo;
it's ethereal ... just like we are — beautiful, powerful and
resilient. Women are drawn to her Black Girl Magic logo
because it hits the mark. It gives black women permission
to stop hiding their magic and display it proudly. While
well known for her Black Girl Magic products, her brand is
inclusive and focuses on female empowerment, she's got
a great tag line: “We believe the future is female and is
being fueled by Black Girl Magic!” To check out her
products (in my opinion, she's got some of the best Black
Girl Magic swag out there) visit her online store at
www. EffiesPaper.com and social feeds at @effiespaper.**

Don't target this market if you do not have an authentic
brand voice. Don't hire someone to do an “ethnic

) 32 Say OK Google - Talk to Discovered Book — Black Girl Magic
) 33 Say OK Google - Talk to Discovered Book — Effie's Paper
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campaign” and check it off your list. Either authentically
play and participate or don't. Black women are vocal with
likes and more so with dislikes. When black owned brand
Shea Moisture was acquired by Dove, they launched a
campaign #AllHairMatters. Dove was eager to increase
other ethnicities, besides black, which had been the
primary demographic. Dove may not have realized how
touchy the BlackLivesMatter issue was to Black people.
Nor could they anticipate the upset a picture of White
women in an authentic Black brand would cause. The
backlash was real...real ugly** It took months to try to
repair the damage from one poorly messaged campaign.
You don’t have to go in All Black or Not Black but you
need to understand the culture, the values, and
expectation from us before you release a premature
initiative.

Affluent and Underserved

The last demographic | want to highlight is often
underserved but affluent is the Baby Boomers. They are
the ones who created the Advertising Age, yet so many
brands are worried about them “aging out” and have
completely shifted away from marketing to them at all
beyond 55. This could be a misstep for some brands
where Boomers are still a clear fit and have the problems,
will pay to solve them, and have the discretionary income
to do so.

Here are some interesting stats about Boomers®
There are 74.9 million Baby Boomers in the US alone

spend $3.12 trillion per year, which is greater than the
GDP the UK, Italy, Russia, Brazil and France!

Baby Boomers control the most net worth (39%) and

) 3% Say OK Google - Talk to Discovered Book — All Hair Matters
) 35 Say OK Google - Talk to Discovered Book — Selling to Baby Boomers
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the most total income (34%);

Baby Boomers account for 50% of all consumer
expenditures;

Less than 10% of marketing spend targets people over
the age of 50;

77 million Baby Boomers are on social medig;

They read! Email (Average open rate - 90%);

They click! Promotions, email offers, online (Average
rate again - 90%t);

They love mail. Yes, snail mail (direct mail);

They want information, engagement, and value from
their brands;

They love to spend money on other people;

They are active online shoppers who are becoming
more and more tech savvy, especially on voice.

Underestimating Emotion

If you've ever seen leadership expert Simon Sinek's TED
Talk “Start with Why,” then you may understand how
important this is.

To be quite frank, there probably isn't much difference
between the product that you offer and the product your
competitors are selling. Maybe there's a couple tiny things
that you do better but all and all, if someone's trying to
solve the problem, it can probably be done by your brand
or your competitions.

This is where emotion matters the most. As consumers
create these personal, intimate relationships with brands,
emotions will be a factor. It's hard enough to sell, now we
have to understand how the subconscious affects
purchasing behavior...great!
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According to Harvard Business School professor Gerald
Zaltman says that 95% of purchasing decisions happen
with the subconscious mind>¢.

“When marketing a product to a consumer, it's
most effective to target the subconscious mind.”

— Gerald Zaltman

In Zaltman’s latest book, “How Customers Think: Essential
Insights into the Mind of the Market,” he delves into the
subconscious mind of the consumer—the place where
most purchasing decisions are made®’. He states there are
a couple of things marketers may consider when learning
about how this affects the purchasing behavior of
shoppers:

Verify what people state are beliefs with their actual
behavior.

Understand what shoppers say when asked directly
versus how they behave when they actually are
purchasing may be different.

Study metaphors they express through thoughts and
feelings through probing deeper in one-on-one
interviews for hidden meanings. Something we often
look for in tonality, sentiment, and body language
when we perform Voice of Customer interviews.

Don't discount conscious and subconscious triggers,
objections, and friction points during the journey. And if
possible, validate what people say versus what they
actually do.

J 36 Say OK Google - Talk to Discovered Book — Emotional Selling
) 37 Say OK Google - Talk to Discovered Book — How Customers Think
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Millennial Behavior Changes the Game

Many brands are scrambling trying to understand how to
shift from older demographics to younger ones (i.e., Baby
Boomer to Millennials). Let's examine a brand with a
demographic that may be “aging out.” A perfect example
is in the marine or recreational watercraft (aka boats)
industry. Their primary demographic was typically an
older 40s, going into the later stages of life, not
necessarily baby boomer age but right before retirement
age. Their behavior is changing as that demographic isn't
spending the same money on boats. They have to pay
fees to store a boat, clean the boat, maintain the boat,
and dock the boat. If this is your primary demographic
and your main source of revenue, that is a huge risk, since
your entire industry is built upon one demographic that
isn't necessarily interested in the same products they
were 10-15 years ago.

If your brand decides to shift from an older demographic
to a younger demographic, like Millennials, then you must
begin to understand how EQ, emotion, and psychology
affects your connection with Millennials and future
generations.

In the Adobe/Invoca Report, Emotions Win: What
Customers Expect in the Age of Al, there's a ton of great
info about how Millennials vs Baby Boomers, Men vs
Women, Gen X vs Gen Y want and expect to interact and
engage with brands®*. Millennials would prefer to interact
with brands that have a certain level of emotional
guotient. Emotional Quotient is defined as the ability to
recognize and respond to their emotional state. When
asked about what is most important characteristics of
interacting with a brand, they replied:

) 38 Say OK Google - Talk to Discovered Book — Millennials and Brands
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90% want problem-solving
89% want to support

84% want an even temper
75% expect personalization

Customer Experience Wins

It's time to shift from less omnichannel and more
omnipresent to help with discovery across hundreds of
customer experience moments and touchpoints.

The customer experience is filled with so many different
moments from discovery to decision of whether or not to
trust and choose your brand.

These moments matter! You should truly try to
understand what these moments are and what the
consumer needs to hear, see, or feel, at that moment.
Every one of these moments is an opportunity for your
brand to shine in the eyes of the shopper. If you deliver
the right information in the right way to help move them
further along the journey in a valuable and meaningful
way, then you are on the right track. Your job to fulfill the
consumer’s intent at that moment, to give the customer
the insight and confidence that your brand is the right
product to choose. They hear why. They see why. And
most importantly, they feel why your brand is the brand
that can solve their problems better than any other brand
on the market.

At REI, the outdoor recreational equipment retailer, every
decision, including which products to sell, are based on
the customer buying journey*. And that journey is filled
with moments of pain points and opportunities.
Everything focuses on the moment to moment journey
with their brand and the specific needs to be met in that

) 3 Say OK Google - Talk to Discovered Book —REI
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moment. It's an opportunity to bring their customers to a
specific place, online and offline, that delivers information
each person needs to move further.

Brief encounters like searching for a store address to
looking for a specific headlamp that is designed for
temperatures below -20 degrees AND is waterproof are
important to REI customers.

Think of people like a puzzle with many varied pieces,
colors, sizes, and shapes, all of which have to fit together.
Here are a few of the pieces of the puzzle:

Behavior

Intent

Preferences

Emotions

Psychological triggers

Values, passion, purpose
Understanding these characteristics together will help

deepen your connection with your consumers when they
are researching and discovering in search.

Use Case Example

Meet Morgan, a 40-year-old woman who has been
struggling with fatigue and sleeplessness. She has
searched for everything. She's tried countless sleep tricks,
caffeine at different times of the day, and visits to her
doctors.

After batteries of tests, she learns that as she aged, she
has developed food sensitivities to many foods she used
to love and now needs to learn to live without.

This opens up a new world of research and discovery. In
her search of food sensitivities, she uncovers other
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terrifying facts that lead her to believe that she may have
a predisposition for diabetes since she comes from a
family of people plagued with diabetes and poor health.

She makes the decision that, starting today, she is going
to eat healthy meals at home opposed to eating out so
frequently.

Over the next several weeks, Morgan goes on a quest to
learn and discover how to live her new life. Here are some
of the ways she begins to search and discover:

At work, she is hungry and resists the urge to hit the
vending machine and buy her favorite trail mix with
M&Ms snack. To keep her mind off the M&Ms, she
searches for “How can | get rid of food cravings?’

Morgan is sitting in the carpool line and she would
normally be sipping her daily flat latte with one pump
of caramel but since she is trying to cut back on
coffee, she searches for “What can | drink that has
less caffeine than coffee but still tastes like dessert?”

While partly paying attention to the longest baseball
practice ever, Morgan searches for, “Quick healthy
low-carb dinners without gluten.”

Morgan often wakes up in the middle of the night
and tries to fall back asleep but when she finds
herself wide awake at 2 a.m., she searches for “What
foods affect insomnia or cause fatigue?”’

If you are a healthy food brand, your mission may be to
help people live without processed, byproducts, and
artificial ingredients. You feel like it is your job and
responsibility to reach as many people as possible like
Morgan, who is just starting to learn about healthier
alternatives and the millions that aren't even aware that
they should be living a healthier lifestyle.

Could your brand answer these questions?
Do you know the science of how food affects sleep?
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Would it be of value to educate and inform Morgan
even if she doesn't buy your meals right away?

Could you use search or voice to nurture her through
her journey of research and discovery?

Absolutely! This would build reciprocity, trust, authority,
credibility, and affinity. This information could provide
Morgan peace of mind and could begin a meaningful
relationship with your potential shopper.

This is one example of the utility of search and discovery
and there are thousands of other use cases beyond this
one.
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SEARCH TAKEAWAYS

Author and motivational speaker Simon Sinek spoke at
John Maxwell's Live2lead leadership development
program in 2016. In his 30-minute talk, he addressed how
leaders have created an environment fueled by
competition®. We've become conditioned to measure
success in numbers only. We've done that because
business has demanded that of us. We have to understand
that the environment that we created often doesn't allow
failure. It often doesn't provide the training, knowledge,
and resources that people need to succeed, yet, we
expect them to deliver at a higher level than, quite frankly,
they're equipped to handle.

As you look at whether or not you're doing Schema or
assisted search or other technologies, understand that
most of us have not been given the support that we need
to do our jobs to the best of our ability. This is not a
personal reflection on you or I. It is the nature of most
business environments. As leaders, we choose how we
lead and we choose how we support our team, which is
what our job should really be about. However, these
things are not widely understood. They are not backed by
hundreds of case studies that will minimize your risk
down to zero. You aren't going to see thousands of
examples of where it's done right.

| hope you're going into this with an open mind, accepting
that your team might not know and that's okay. The best
you can do is understand that you need to start doing
something now and how can you fail faster?

) 80 Say OK Google - Talk to Discovered Book — Simon Sinek
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DISCOVERED

Key Takeaways

Understand consumer intent
Validate the journey annually

Know your current position on search
Implement Schema (the right way)

Always be experimenting and optimizing when it
comes to customer experience
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IN THE WORLD OF MARKETING, IF YOU'RE NOT
PLAYING THE GAME, THEN YOU'RE BEING PLAYED.

Advancements in technology have evolved the way we attract and serve customers. As
such, it's imperative that we keep up with each development and use them to our
advantage so that we're always ahead of rapidly changing consumer behaviors. The old
ways of getting customers’ attention aren't as effective in our new world. If you want to
remain relevant, you must adapt.

Discover the techniques the top 1% brands are using.
Start doing the same so you can rise above them!

There's a new channel that most businesses aren't taking advantage of because they
don't understand the power behind it and don’t know where to start. Yet, it's the next
big thing. It's the new way people are searching because it's a lot faster and easier. With
voice, customers can quickly summon search results with a few spoken words. This
alternate channel benefits your business because it opens up avenues for brand
discovery, customer support, and direct communication when shoppers are searching
for a solution.

Why stop there? Surpass more competitors by taking it
one step further!

There's no point in having optimized content on your website if it's not going to deliver
an enriched customer experience. The customer experience plays a significant role in
how you attract, delight, and keep customers. As a pivotal element of your business,
this what makes your brand memorable and builds affinity for your brand.

In Discovered, all of this is explained in simple terms so that you
can implement these tips as quickly and effiently as possible.

In this book, you‘ll discover:
o How search engines work so that you can leverage their systems
o The patterns behind shoppers search behavior
o How to optimize your online content for overy on voice search
o What traits, mindset, and culture will increase your chances of success

Discovered contains valuable tips and strategies
to build your online presence using Search Engine

78-0-578-541kY-
Marketing and Voice Search Op! on so that BN H78-0-578 59";0050
your brand is discovered and renowned for its
Customer Experience with your shoppers.
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Learn more at: DiscoveredBook.com or
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