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Rebecca Livermore: Tom, thanks so much for joining us today. 
 
Tom Treanor: Glad to be here, Rebecca. Thanks for having me. 
 
Rebecca Livermore: I really appreciate you taking your time and I’ve been looking 
forward to this for quite a while. One thing that I’m really looking forward to with this 
particular podcast episode is the fact that you have a lot of experience in a few different 
areas and I’m going to touch on three areas in this interview; the first one SEO, the 
second one webinars and the third one blogging. So that’s kind of the direction that I’m 
taking. 
 
Tom Treanor: OK, sounds good. 
 
Rebecca Livermore: All right. So first of all, with SEO, that might be something that 
some people have heard of but don’t really understand what it is. Can you explain what 
SEO is and how small business owners can benefit from it? 
 
Tom Treanor: Sure. In the simplest form, SEO is merely making the content that 
you’ve already produced for your website and/or blog more search-friendly and that can 
include the types of terms that you use as well as where you specifically put that on the 
website and then it also blends a little bit with social media because Google and Bing 
and the other search engines are also looking at how often your content is shared in 
social media as one of the ranking factors. 
 
But at the end of the day for a small business, the most basic level is to have the right 
keywords that tell Google what your company is about, where it’s located, what kind of 
customers you serve and what kind of products you have. If people do an audit of their 
site, I think a lot of times they will find that they’re not being explicit enough. They 
need to explain it to Google like Google is a five-year-old child which means that they 
actually say the words versus imply things. 
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Rebecca Livermore: OK. So how would somebody explain it to Google? When you 
say that, what does that mean? What’s a practical application of that? 
 
Tom Treanor: So if let’s say a lawyer had a website and they said we’re a legal 
professional and we serve clients in – some sort of business advisory and we serve 
clients from Santa Cruz all the way to San Francisco. That may not be enough for 
Google. They may need to know that you’re an attorney, that you’re a lawyer, your 
exact specialty, exactly which cities and towns you will practice in. What are some of 
your main services that you offer? 
 
So really having enough meat in there and enough content to explain the details of 
your business so that when people search for one specific type of service, Google can 
pick that up and find your company because it will not understand that between Santa 
Cruz and San Francisco includes Palo Alto or San Mateo or all these other big towns 
that you might have some clients in. 
 
Rebecca Livermore: OK, that makes a lot of sense. What are some of the biggest 
mistakes that people make when it comes to SEO? 
 
Tom Treanor: I think it’s that one which is not being explicit enough about the 
products and services and locations that you serve. I think a lot of companies are local 
businesses but they don’t really touch on many local keywords in their content and then 
the other is just assuming that they cannot rank because it’s too hard. 
 
In fact, Google is looking for companies to rank for certain keywords because there are 
often not enough certain kinds of companies in certain geographies. So if you just did a 
little bit of effort on your SEO, you could probably rank much better. 
 
Rebecca Livermore: All right. Now this makes a lot of sense for local businesses. How 
would people who do businesses that are not local, how could they apply that same 
type of thinking? 
 
Tom Treanor: Right. So with a business that’s trying to sell nationally or 
internationally, if you go in competitive markets that have competitive keyword phrases, 
yes it is a lot harder. So the way that you narrow it similar to a local business would 
narrow via geography and types of services.  
 
A business that’s going nationally or internationally could try to narrow it by focusing 
specifically on a certain niche or certain part of the industry where they have a specialty 
because the more you narrow the playing field, the better it is for your Google rankings 
because you’re in less competitive areas. But you’re also getting better clients because 
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you’re getting clients who actually care about your specialty versus who care about the 
bigger industry generically. 
 
Rebecca Livermore: Right. So basically in both cases, it’s a matter of focus whether 
it’s a local business or a national or international one. 
 
Tom Treanor: Right. You want to narrow the competition and the way you do that is 
by focusing either geographically by products and services, by your specialty. Those 
kinds of things really help. 
 
Rebecca Livermore: OK, great. Now what types of things should people track in 
order to know whether or not their SEO efforts are working? 
 
Tom Treanor: So one of the most basic things which I look at pretty much every day 
but you can look at once a week – but you should look at on a regular basis is your 
website analytics and of course Google Analytics has a free set of website analytics you 
could install fairly easily or your webmaster can install fairly easily on your website. 
 
There are other analytics platforms like Clicky and there are some that are hosted. 
There are others out there as well but I would say that Google Analytics is a great fairly 
robust starter analytics package and another way that you can look is you can actually 
run some searches for some of your target keywords. 
 
So for example, if you’re local, you could search for San Francisco printing services. If 
you’re non-local, you can search for your niche. So whatever type of consulting you do 
or whatever type of product you have. That’s one way. Another way though is to 
actually track your rankings and one quick and easy way to do this is to look at a tool 
called SEMrush, SEMrush.com where you can put in your domain name and you can see 
where they find your ranking number one.  
 
They will give you a free report for several of the keywords where you rank and then if 
you pay a certain amount, they can give you a full report. There are other tracking 
services that can track where you’re ranking. If you look at SEOBook, I think they will 
have one that you can get for free. 
 
Rebecca Livermore: OK, that’s great. Now when somebody – let’s say they go into 
Google Analytics to see how they’re doing. What are the main things that they should 
be looking at inside of Google Analytics? I know that there’s a lot in there and it can be 
overwhelming when people are first starting out. So if people were wanting to look at 
just the most important things, what would you recommend that to be? 
 

http://google.com/analytics
http://professionalcontentcreation.com/clicky
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Tom Treanor: I think one of the most important things is obviously overall traffic 
trends overtime. Is traffic going up or down? Then they want to look at sources. If you 
go to Sources and you go to All Traffic, you can see what type of sources are sending 
you traffic. 
 
So for example, is it coming from search which is Google organic or Bing organic? Is it 
coming from key websites like Yelp or other sites that might have a link to your 
business on them? It might come from Facebook. It might come from Twitter.  
 
So you can basically see where your traffic is coming from and that helps you 
understand. Again if you start to look at this regularly, you will start to understand 
when you do things, whether or not that is helping your traffic. 
 
So in other words, if you engage more in Facebook, you can look over time and see if 
your Facebook referrals to your site are going up or down.  
 
Rebecca Livermore: Right, exactly because you might be spending a ton of time on 
Facebook and yet it’s not really producing the results that you want and that’s good to 
know. 
 
Tom Treanor: Right, and that will segue to a future part of our conversation because 
you can spend a ton of time on Facebook but if you never create your own content and 
share it, the chances are people won’t link back to your site very often. So that’s a key 
piece of actually getting traffic from social media to your site. 
 
Rebecca Livermore: Right, exactly. And I think the whole thing of just knowing 
what’s working and what isn’t is so important and in fact, one of the things that I’ve 
done some that has had mixed results is guest blogging. I had this one site that I was 
guest blogging for regularly and putting a lot of time into it and there were a lot of 
comments that I was replying to and all of that. 
 
But when I looked at my Google Analytics, I was getting hardly any traffic at all from all 
of that time. So that was a great thing for me to know because I was able to evaluate 
that and say, “Hmm, maybe this isn’t the best site for me to keep writing for.” 
 
Tom Treanor: Right. Guest blogging should be done strategically and that’s one of the 
factors. The other thing is having guest blog posts on a few different sites even though 
it may not drive traffic right away, it should improve your rankings in Google because if 
those are respectable sites, then Google will see that they’re linking to you. 
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Rebecca Livermore: Right, exactly. All right. Now let’s talk a little bit about webinars. 
I know that you’ve done quite a few webinars and you’ve used them in different ways 
in your business. First, can you just tell me a little bit about how you use webinars? 
 
Tom Treanor: I use webinars for a few different purposes. One is to just engage with 
the list that I’ve built up, the email list and to attract new people onto the list to listen 
to the webinar. Another is I might do a webinar for a partner’s list and the goal for me 
would be obviously to get myself in front of a new set of people but to build my list or 
potentially to sell a product or service. 
 
How else do I use webinars? So those are the main reasons and by the way, I also 
record the webinars religiously so that I can use them for different things such as 
including them in the course or including them as a bonus for people subscribing to my 
list. Sometimes I even send them to clients when I’m working with them and say, 
“Rather than having me explain this concept, why don’t you go to the webinar and then 
I will fill in the details where you might have gaps or questions.” Sometimes that’s 
easier for them because they can do it in their own time as well. 
 
Rebecca Livermore: Well, that’s a great idea because like you say, you’re not having 
to duplicate your efforts over and over again when you’ve recorded that and you can 
just give people a link to it. So that’s a great idea. Do you feel that webinars are helpful 
for any type of business owner or do you think they’re helpful only for certain types of 
businesses? 
 
Tom Treanor: We’re talking small, medium and even corporations. If you’re creative, 
you can use webinars I think for almost any business. I mean realistically I think a lot of 
businesses won’t though. So it takes not just the availability of content but it takes the 
willingness to go and put the energy into putting something together and teaching. But 
basically at the end of the day, a webinar is just information that you’re passing to a 
group of people and by passing that information, you are establishing yourself as more 
of an authority. 
 
You’re also able to draw people to you that might not have known about you because 
they say, “Oh yeah, I will go to that presentation.” And so you can expand your reach. 
So I would actually say that webinars and live presentations, I put them kind of in the 
same bucket because if you’re a local business, you may not focus on webinars because 
you may have an easier time gathering people locally to do basically the same process 
at the Lions Club or at the local Chamber of Commerce while if you’re a national or 
international business and most of your contacts are online, you will have to do it via 
webinar and that can be very powerful as well. 
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Rebecca Livermore: Yeah, that makes a lot of sense. So let’s say that somebody was 
getting ready to do their first webinar. What are some of the basic elements that should 
be included into a webinar? 
 
Tom Treanor: I mean I think from the presentation itself, it’s basically you just need 
to be educating your clients. In other words, what is something that they need to learn? 
It doesn’t have to be your whole set of services. It can just be an important piece of 
what you might deliver as part of a project or it may even be an adjacent topic to your 
business. 
 
So now an example could be if you’re a wedding photographer, you could give a 
presentation on how to have the perfect wedding or you could even bring a wedding 
planner to do it jointly with you where he or she could give the presentation on how to 
do the perfect wedding. Five tips to a successful wedding kind of presentation. 
 
So you basically want to educate people with content and then at the end of the 
webinar or during the webinar, you want an opportunity for them to follow up with you 
further so it could be a free consultation. It could be something that you’re selling at 
that time. It could just be getting them on your list so that when you have promotions 
or other content, that they could be contacted. 
 
Then that’s the webinar itself but of course one of the components that need to go into 
a webinar is an audience. So do you have an audience that you’re regularly in contact 
with or do you know of partners? So for example, the Chamber of Commerce or a 
particularly popular website that can gather together enough critical mass or maybe you 
have – I don’t know if I mentioned your own list. As long as you can get a critical mass 
of attendees, that’s one important thing. 
 
Then you need a webinar tool platform, so something like AnyMeeting.com which has a 
free service, which is an advertising-supported one. GoToMeeting.com which is a very 
popular meeting and webinar platform and then there’s one called 
InstantTeleseminar.com which is another one. 
 
So you need a webinar platform and then you of course need to hold together some 
sort of materials or presentation. 
 
Rebecca Livermore: Right. Now I’ve noticed that Instant Teleseminar has that option 
to show slides but I’ve never actually used it and as far as I’ve been aware, I haven’t 
ever been on a webinar that has used that. How does something like that differ from 
let’s say GoToMeeting? 
 

http://www.anymeeting.com/
http://www.gotomeeting.com/
http://www.professionalcontentcreation.com/instant
http://www.professionalcontentcreation.com/instant
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Tom Treanor: I think GoToMeeting is much more robust and you can share your 
screen. You can show a really big presentation with lots of vivid colors. I would say 
Instant Teleseminar, the reason I mentioned it, it’s a little bit less expensive and 
probably a little bit more simple to use but I would say GoToMeeting is very robust or 
GoToWebinar is the webinar part of it. 
 
AnyMeeting.com is a great starter platform. So if someone is just getting started, I 
mean in the webinar process, one of the most important things that you can do is to 
actually do a trial run. So in other words, you have a presentation. You have a 
message. You have something that you’re going to either sell or if you want to have a 
free consultation at the end. You gather at least two to ten people into your webinar 
and you do a trial run where you stay in character and you go through the whole 
process. 
 
So that’s where something like AnyMeeting.com can be great because it’s free. You 
don’t have to start paying subscription fees right away to use it because if it’s a two-
month gap between thinking about a webinar and actually doing a real full webinar, you 
might be paying subscription fees that whole time, so that’s why. 
 
Do your pilot run and once you feel comfortable, then you’re ready for a real webinar 
with lots of people. 
 
Rebecca Livermore: Right, and I would imagine too that for a lot of people, when 
they’re first starting to do webinars, there may not be that many people that even show 
up. So here you’re paying this monthly subscription fee and you may not have enough 
people that come that really make it worthwhile. So it seems like for those starting out, 
that’s another good reason to use something like AnyMeeting.com. 
 
Tom Treanor: Right, there are two key components. So the webinar won’t happen 
well if you don’t have the skills. So that’s why developing the skills and practicing. And 
two, if you don’t get critical mass in your webinar, it’s not going to help you that much. 
 
Rebecca Livermore: Exactly. 
 
Tom Treanor: Other than the practice and the technology, you need to think about, 
“Do you have a source of a significant number of people, of leads to come to your 
webinar?” So if you invite a couple of hundred people, you may have 75 people register 
and you may have 25 or 30 people show up. So you have to have enough people 
invited to make the actual attendees significant enough for your business. 
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Rebecca Livermore: Right. I think though maybe one way to look at it with what 
might be those small turnouts initially would be just to consider that part of your 
practice as well. So it’s like oh well, 25 people showed up but at least I’m perfecting 
that skill. So even then I would say not to be too worried about it, if it happens that 
way. 
 
Tom Treanor: Well, it depends on your business too. If you have a high value 
consulting practice or even your products are fairly high value, you can have five people 
and if you get a couple of sales or a couple of good referrals from that, that’s great. So 
yeah, I wouldn’t worry as much about the numbers but just realize – don’t have 
unrealistic goals as far as how many people are going to show up I think is the thing. 
But yes, you can get value from one person attending and then on the higher end of 
the spectrum hundreds of thousands.  
 
Rebecca Livermore: Right, exactly. All right. Well now I want to shift our attention to 
one of my favorite topics and I think it’s maybe one of yours as well and that is 
blogging. So I just want to talk about how important is it for a small business owner to 
blog. 
 
Tom Treanor: So I think it’s very important but I would not force it upon everyone 
because for some people it’s not for them. But what it does is your – one is I think you 
should apply good SEO to your website. But blogging helps you greatly expand your 
search engine optimization because you are able to produce more content that is 
focused on specific keywords. That’s the SEO side of it but also you’re producing 
content that is interesting.  
 
I have a comparison. I think website is kind of like a catalog. So you can come and it’s 
very transactional and you look and if you find what you like, you stay and you maybe 
buy something or you learn something. But a blog is more like a magazine. So it can 
actually be interesting. It can have visuals. It can teach people things. It can show a 
little bit of personality of the owner or the business. So it’s much more interesting. 
Actually people might come back to it and read it again and again if it’s good and also 
they are going to share blog posts but they will never share website pages. 
 
So it ties with social media whereas your website generally does not tie very well to 
social media. 
 
Rebecca Livermore: Right. OK. So have you seen instances where business owners 
have tried the blog and it hasn’t gone so well for them? If so, what do you think the 
cause of that is? 
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Tom Treanor: I mean I think there’s several causes and I actually just recently wrote 
a blog post on my blog Right Mix Marketing about this. There are just several types of 
blogs that just don’t go over that well and some of them are just very unfocused blogs. 
Sometimes they’re not even closely related to the topic of the business. So they’re just 
the owner’s personal rants or opinions and they could be not of interest to their target 
market. Another type of blog is one that’s always talking about our products and our 
services. So it’s just basically an extension of the website. It’s almost just like a little bit 
more detail on the catalog idea. 
 
Another one is where it’s basically just press releases, kind of repurposed. Another is 
where the content might have promise but it’s just so little effort was put into it. That 
the content level is so poor that you just kind of think, wow, this is not – I’m clicking 
right away. So I mean there’s a lot of different reasons and then the other one is where 
they do a couple of posts and then it’s nine months before they come back and do 
another one. So you feel like there’s just not much energy behind it or enthusiasm. 
 
Rebecca Livermore: So it sounds like it’s not so much the type of business, that’s 
blogging that results in the failure but more the way that they’re going about the whole 
process.  
 
Tom Treanor: Right. I did an interview series a year ago where I spoke with a lawyer, 
someone in the wedding business, a contractor who did water-proofing, someone 
running a barbecue business, someone who ran a dog training business that went from 
local to national via the internet. So I am always talking with all kinds of different 
businesses and all kinds of businesses can blog but if there’s no motivation or faith that 
it’s going to work, then you can see that in the content and it’s basically a self-fulfilling 
prophecy. It will not work. 
 
Rebecca Livermore: Right, exactly, or if they just don’t have a clue how to go about 
it and so they’re doing a lot of those mistakes that you mentioned. Like maybe being 
too salesy or what have you in their blog post. Then even if they’re working really hard 
at it, it still won’t work very well. 
 
Tom Treanor: Exactly, exactly. 
 
Rebecca Livermore: Well you mentioned a few businesses that have done well with 
blogging. Would you like to maybe go into a little more detail on one or two of those 
and talk about how they use blogging to promote their business in a way that it worked 
well? 
 

http://www.rightmixmarketing.com/
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Tom Treanor: Sure. One company that I’m working with is a stone and tile chain near 
me and they have basically introduced blogging as part of their marketing. Yeah they’re 
using it successfully for a few different things. One is increasing search engine 
optimization and this is something that I’m definitely working with them on because I 
think the tendency for people is just to blog. Again almost focusing on that national 
level but I want them to focus more on the local level, so it’s specifically talking about 
some case studies. 
 
So that’s one area. So it’s helping with their SEO because we’re starting to get more 
traction in search because of their blog posts. It also is greatly helping them in social 
media. So here’s the thing about blog content. It ties perfectly with social media. If 
you’re on social media and you’re engaging with your potential clients on Facebook or 
Twitter or LinkedIn, and you’re always sharing other content that you find on the web, 
so maybe good articles or good resources, the problem is none of those link back to 
your own site. 
 
So the blogging is that missing link where you can mix in some of your own blog 
content and that’s what drives traffic back to your site through social media. So that’s 
another part of it. The third thing is blogging helps them kind of define their face to the 
market. They’re able to flesh out what their company stands for, what their company 
does.  
 
So for example the owners went on a trip to Italy to gather the best stone and tile 
materials and did a post on that. So that shows that they’re not just sitting there 
pushing a bunch of buttons and finding materials. They’re actually going out there 
exploring and looking for it. They can show a little bit of their personality and they can 
also deliver some expertise in terms of tips on how to choose certain materials, what 
materials might work best for you depending on where you’re at. So that has been very 
successful for that company. 
 
Rebecca Livermore: Yeah, that makes a lot of sense because that’s also giving 
people kind of a behind the scenes look at what they’re doing and like you said, that 
kind of adds just to the personality and then getting to know the people a little bit 
better and I think that’s a huge aspect of blogging is letting people see who you really 
are. 
 
Tom Treanor: Right, right. And it’s an excuse for people to come back to the site 
because actually these articles are interesting and informative and really stone and tile 
companies’ pages – once you’ve looked a few times, you’re not going to come back 
unless there’s something else bringing you. 
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Rebecca Livermore: Exactly. So that’s I think one of the benefits of blogging is at 
least if you’re doing it properly, you’re updating your blog regularly. So, there’s always 
something new for people to read when they come back. 
 
Tom Treanor: Yeah, to tie together a couple of concepts, that we’re doing the 
blogging. I also brought in another partner and did a joint presentation at the stone and 
tile companies’ offices with an architect who I’ve been working with. So we actually did 
– we brought in the presentation aspect as well and got a crowd of about 50 people 
into their – one of their stores and via an educational presentation where they 
partnered with an architect who gave tips on bathroom remodels. 
 
Rebecca Livermore: Wow, that’s a great idea of how two complementary businesses 
can work together to accomplish things that benefit both of them. 
 
Tom Treanor: Oh yeah, it was great and of course it went into their blog and then 
went into Facebook. So it tied everything together. 
 
Rebecca Livermore: That sounds really smart. OK. So that’s an example of people 
doing it right. But sometimes people have a hard time with blogging and I have 
sometimes pulled some people to find out what are their biggest issues, their biggest 
challenges with blogging. So I have a couple of things in mind myself but I would love 
to hear from you. In your experience, what are some of the problems that small 
business owners have when it comes to blogging? 
 
Tom Treanor: I think we touched on one earlier which is understanding, 
understanding that the best way to do it is to educate and inform or sometimes 
entertain your audience. I think if it’s somewhat related to your business, it works. But 
it’s not just about your products. It’s not just about your company and the company 
barbecue. I think that’s one piece. 
 
The other piece is consistency and I think consistency is so important because to have a 
routine and people start to expect content and you’re building up more search engine 
optimization equity with each post you write. So being consistent and I think that 
people just don’t have ideas about the different types of posts they create. So that’s 
why in my Fast, Easy Blogging course, I teach about 25 different technique for people 
to blog consistently with a bunch of creative and sometimes very easy ways to write. 
 
Rebecca Livermore: Yeah. That fits perfectly with what I’ve heard from people. The 
two biggest things I’ve heard from business owners, hurdles for them with the blogging 
is ideas. They don’t know what to blog about. They have a hard time coming up with 
ideas and the other thing is the time and it sounds to me like your Fast, Easy Blogging 

http://www.professionalcontentcreation.com/FastEasyBlogging
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course really kind of addresses both of those because it gives them fast ways to create 
blog posts and then also if you have 25 different ways to do it, that also generates 
some ideas as well. 
 
Tom Treanor: Right. Well yeah, I mean I think the key is you can give people ideas. 
You can say, oh, here’s a bunch of headlines you can write about or you can show 
examples and what I like to do is show people examples. So that they can kind of 
mimic that example, so that to me is one of the best ways for people to generate ideas 
for their blogs is to look at other examples. 
 
Rebecca Livermore: Exactly, because then when you’re looking at those examples, it 
tends to trigger ideas of your own, for your own blog. 
 
Tom Treanor: Right, and I’m definitely not a fan of people just copying other people’s 
styles but I think just like any artist or musician or anything like that, you first learn to 
do better by mimicking and then you develop your own style and you find your favorite 
types and you modify some of these formulas for yourself.  
 
Rebecca Livermore: Well, this has been really great and very informative. But I also 
realize that you may have some tips for blogging and that type of thing that I haven’t 
yet covered. So I want to give you an opportunity to share any last tips that maybe we 
haven’t touched on already as well as to share a little bit about some of your products 
or services that my listeners might find helpful. 
 
Tom Treanor: Sure. So I mean I think one of the most important things to consider is 
consider that your content and your search engine optimization and your social all 
should tie together and basically they should be driven by what your company’s goals 
are. 
 
So in other words, what are your big goals and how can you meet them? So in other 
words, I’m working with a winery and the goals are to get more people in the tasting 
room and more people in the wine club. So part of the way of doing that is by just 
getting more people to basically follow the company, more people to interact with the 
company and then occasionally they’re putting in offers for the wine club or inviting 
them to come to the tasting room. 
 
But one of the best ways to get people to the tasting room is to show them how great it 
is, to show them how they can get there. Lots of pictures, lots of visuals. So not only 
just in Facebook but we’re putting those visuals in their blog posts as well and that kind 
of helps people. They’re engaging better on Facebook but they’re also bringing their 
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Mac to their website where they can learn more about the company and the wine clubs 
and other things like that. 
 
Rebecca Livermore: That’s an awesome example. Now if people want to connect 
with you or learn more about what you do, what’s the best way for them to find you 
online? 
 
Tom Treanor: So I’m at RightMixMarketing.com and I consult with businesses of any 
size about content marketing including components which include the content, search 
engine optimization, and social media. I also have a course called Fast, Easy Blogging 
at FastEasyBlogging.com where as I mentioned earlier it shows 25 different ways that 
companies can write blog posts fairly easily and that can help them be consistent. 
 
But also the interesting thing for me is it helps them be more creative with the different 
types of content that they produce. 
 
Rebecca Livermore: All right. That’s awesome. Well thank you so much, Tom. This 
has been great. 
 
Tom Treanor: Thanks, Rebecca. I appreciate it.  
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