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Executive   Summary  
 

Thank   you   for   the   opportunity   to   prepare   this   Search   Engine   Optimization  
Analysis   for   Bria   Hammel   Interiors.   The   analysis   reviews   website   analytics,  
onsite   SEO,   off-site   SEO,   social   media   and   video.   Explanations   of   the   topics  
covered   and   findings   in   the   data   can   be   found   within   the   individual   sections.  
The   analysis   is   concluded   with   my   recommendations   based   on   the   data  
found   and   my   rationale   for   these   recommendations.   Also   included   is   an  
Appendix   with   data   referenced   in   sections.   Due   to   this   site   being   so   large   the  
Appendix   has   data   of   a   maximum   of   3   pages   for   the   respective   section.   Upon  
request   full   reports   of   the   data   can   be   given.  
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Website   Analytics  
 

Traffic   
 
Overall   traffic   -   90-day   window   July   16th,   2019   -   October   13th,   2019  
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Year   over   Year   (YOY)  
 
October   13th,   2018   -   October   13th,   2019  
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Search   Engine   Traffic   
 
90   Day   Window   July   16th   2019-   October   13th   2019  
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90   Day   Window   Comparison   to   Previous   Year  
 
July   16th,   2019   -   October   13th,   2019   
 
July   16th,   2018   -   October   13th,   2018  
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Search   Engine   Traffic   Year   over   Year   (YOY)  
 
October   13th,   2018   -   October   13th,   2019  
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Direct   Traffic   90   Day   Window   
 
July   16th,   2019   -   October   13th,   2019   
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Year   over   Year   (YOY)  
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User   Behavior    
 
Average   Time   on   Site   
 

 
 
 
 

 



Page      13  

 

 

 
Bounce   Rate   90   Day   Window  
 
July   16th,   2019   -   October   13th,   2019  
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Network   Referrals  
 
90   Day   Window   July   16th,   2019   -   October   13th,   2019   
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Onsite   Analysis   
 

URL   Evaluated:    https://briahammelinteriors.com/  
 
Overview  
The   onsite   website   audit   addresses   the   overall   content   within   BHI’s   website   related  
to   pages,   images,   and   user   experience.   This   audit   will   show   important   aspects   of  
search   engine   optimization   and   how   it   relates   to   the   website   to   help   you   understand  
areas   that   are   performing   well   and   areas   that   could   be   improved.   It   is   important   to  
consider   that   BHI   has   recently   moved   their   site   to   a   new   redesign   in   WordPress   as   of  
June   2019.   
 
Items   to   be   Addressed   
 

❖ Visibility   
❖ Meta  
❖ Content   
❖ Links   
❖ Images  
❖ Semantics   
❖ Desktop   Page   Speed   
❖ Mobile   Page   Speed   
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Visibility   Issues   
 

❖ What   is   it?  
Visibility   Issues   have   to   do   with   your   website   pages   and   their   visibility   on   the  
web.   A   page   error   occurs   when   a   page   cannot   be   viewed,    which   could   be  
caused   by   problems   with   the   code   on   the   page   or   with   the   hosting   provider.  
Most   commonly   found   are   404   errors,   which   means   the   page   was   not   found.   It  
could   have   been   either   removed   or   moved,   but   the   URL   was   not   changed  
accordingly.   

❖ Why   does   it   matter?  
404   errors   can   be   frustrating   for   users   when   they   are   expecting   to   see   content  
on   the   page   or   link   they   clicked   that   brought   them   to   a   new   page.   This   can  
affect   their   experience   with   your   site   in   a   negative   way.   

❖ Findings   in   the   data  
I   found   73   pages   with   404   errors,   most   being   this   page   repeated  
https://briahammelinteriors.com/2012/12/11/louie-6-months-old/img_3714/    and  
outdated   blog   posts   or   portfolios.  
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Meta   Issues   
Meta   Descriptions   
 

❖ What   is   it?  
Meta   descriptions:     Provide   a   brief   summary   of   the   page’s   content.   They   are  
found   in   the   HTML   and   are   placed   as   tags   in   the   <head>   section   of   the   HTML  
document.   They   are   typically   up   to   160   characters   long   in   search   results   and  
help   the   user   glean   more   information   to   hopefully   have   them   then   click   on  
the   page.   
 
Title   Tags:    An   HTML   element   that   contain   keywords   that   alert   search   engines  
of   the   website’s   content,   specifying   the   title   of   the   webpage.   The   ideal   amount  
of   characters   is   between   10   and   70   as   they   are   intended   to   be   headings   of  
page.   

❖ Why   does   it   matter?  
Meta   descriptions:    Search   engines   show   the   meta   description   in   search   results  
mostly   when   the   searched-for   phrase   is   within   the   description,   so   optimization  
of   this   is   crucial   for   on-page   SEO   and   can   highly   influence   user   click-through  
rates   to   a   page.   
 
Title   Tags:    Are   critical   to   both   SEO   and   user   experience   that   is   used   to   briefly  
and   accurately   describe   the   topic   and   theme   of   a   page.   They   essentially   help  
both   users   and   search   engines   understand   the   information   that   will   be  
present   when   visiting   the   page.   

❖ Findings   in   the   data  
I   found   that   there   are   6   pages   (blog   posts)   with   meta   descriptions   that   are   too  
long,   meaning   over   250   characters   in   length.   This   is   more   than   the  
recommended   maximum   of   160   characters.   I   also   found   that   are   853   pages  
missing   a   meta   description   altogether.   
 
This   is   an   example   of   the   contact   page   without   a   meta   description   
https://briahammelinteriors.com/contact  
The   blue   highlighted   line   of   code   is   showing   no   meta   description.  
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Title   Tags   
I   found   that   86   pages   have   a   title   too   short   or   too   long   and   6   pages   have   a   duplicate  
title.   You   can   find   the   list   of   these   pages   in   the   Appendix.   
 
 
Content   Issues   
Duplicate   Content   
 

❖ What   is   it?  
Duplicate   Content   refers   to   sizeable   blocks   of   content   within   your   website   that  
match   perfectly   with   other   content   or   are   appreciably   similar.   

❖ Why   does   it   matter?  
Search   engines   generally   do   a   good   job   of   choosing   a   version   of   the   content   to  
show   in   the   results,   but   it’s   best   practice   to   reduce   or   eliminate   duplicate  
content   if   possible   because   sometimes   search   engines   don’t   know   which  
version(s)   to   include/exclude.  

❖ Findings   in   the   data  
Raven   tools   indicated   36   pages   that   have   duplicate   content   issues.   After  
looking   closer   it   appears   to   be   shop   pages   like   “Beauty”,   “Fashion”,   “Home  
Decor”,   “Kids   &   Baby.”   These   are   “store”   pages   that   link   to   multiple   distinct  
URLs.   This   shows   that   the   duplicate   content   is   “non   malicious”   meaning   it   was  
not   intended   to   manipulate   search   engine   rankings   to   receive   more   traffic.   

 
Low   Word   Count   
 

❖ What   is   it?  
Pages   with   250   words   or   less   may   not   perform   well   in   search   results.   

❖ Why   does   it   matter?   
More   words   give   search   engine   algorithms   more   context   to   understand   the  
content   and   its   quality.   Longer   copy   tends   to   position   better,   however,   Google  
has   also   said   that   word   count   does   not   indicate   quality   content.   

❖ Findings   in   the   data  
Raven   Tools   indicates   there   are   543   pages   that   have   content   with   low   word  
count.   These   pages   are   mostly   portfolio   pages   of   projects   and   blog   post   pages  
with   links   to   different   blog   posts.   None   of   the   word   counts   are   below   100.   You  
can   find   the   list   in   the   Appendix.  
 
 
 
 

 



Page      19  

 

 

 
Link   Issues   
External   Links   Missing   Anchor   or   ALT   Text  
 

❖ What   is   it?  
Anchor   text   is   the   clickable   text   in   a   hyperlink   and   ALT   text,   also   called   “alt  
tags”   or   “alt   descriptions”   are   the   written   copy   that   appears   in   place   of   an  
image   on   a   webpage   if   the   image   fails   to   load   on   a   user’s   screen.   

❖ Why   does   it   matter?  
Alt   Text   helps   screen   reading   tools   to   describe   images   to   visually   impaired  
readers   and   allows   search   engines   to   better   crawl   and   rank   your   website.   

❖ Findings   in   the   data  
There   are   7,899   external   links   missing   anchor   or   alt   text.   Most   of   the   external  
linked   sites   are   social   media   pages   as   well   as   Pinterest   pins.   These   are   likely  
linked   via   hyperlink   and   no   additional   code   can   be   added.   
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Broken   Internal   Links  
 

❖ What   is   it?  
When   internal   links   are   broken,   it   means   that   links   that   point   to   other   pages  
on   your   site   cannot   find   the   destination   page.   

❖ Why   does   it   matter?  
If   there   are   too   many   broken   internal   links   found   by   search   engine   bots,   they  
may   trigger   a   “low   quality”   site   signal   to   a   search   engine’s   algorithm.   Broken  
links   also   create   a   poor   user   experience.  

❖ Findings   in   the   data  
There   are   719   internal   links   that   are   broken.   Many   pages   appear   to   all   be   from  
the   same   page    https://briahammelinteriors.com/in-love-with-lace/ .   
There   are   also   quite   a   few   duplicate   broken   internal   links   from   various   blog  
posts   and   projects.   I   am   assuming   that   when   the   website   was   transferred  
these   links   became   broken.   

 
 

Broken   External   Links  
❖ What   is   it?  

When   external   links   are   broken,   it   means   that   links   that   point   to   other  
websites   cannot   find   the   destination   page   [404-page   error].   

❖ Why   does   it   matter?  
If   search   engine   bots   find   too   many   broken   external   links,   they   may   trigger   a  
“low   quality”   site   signal   to   a   search   engine’s   algorithm.   They   also   create   a   poor  
user   experience.   

❖ Findings   in   the   data  
There   are   176   broken   external   links.   Bria   Hammel   is   The   Tile   Shop’s   brand  
ambassador   and   the   link   to   the   Tile   Shop   is   broken.   Other   broken   external  
links   are   directing   to   Brooke   &   Lou   and   some   are   broken   because   those  
products   are   no   longer   available.   

 

https://briahammelinteriors.com/in-love-with-lace/
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Internal   Links   Missing   Anchor   or   Alt   Text   
❖ What   is   it?  

Similar   to   external   anchor   and   alt   text   they   help   search   engines   better  
understand   the   context   of   the   page   you’re   linking   to.   

❖ Why   does   it   matter?  
They   are   important   for   indicating   to   the   search   engines   the   relative  
importance   of   pages   on   your   website.   

❖ Findings   in   the   data  
The   data   shows   that   there   are   3,789   missing   ALT   text   for   many   portfolio  
images.   You   can   find   this   list   in   the   Appendix.   
 

 
Internal   &   External   Links   using   rel=”nofollow”  

❖ What   is   it?  
The   nofollow   attribute   is   used   to   annotate   a   link   in   order   to   tell   search   engines  
"I   can't   or   don't   want   to   vouch   for   this   link."   In   Google,   links   using   the   nofollow  
attribute   also   don't   pass   PageRank   and   don't   pass   anchor   text.   

❖ Why   does   it   matter?  
It's   considered   best   practice   to   not   use   the   nofollow   attribute   for   internal   links,  
because   you're   essentially   telling   search   engines   to   not   trust   parts   of   your   site.  

❖ Findings   in   the   data  
There   are   606   internal   links   using   rel=”nofollow”   and   1,363   external   links.   
Here   is   an   example   from   a   blog   post,   it   shows   all   the   “Reward   Style”   links   to   be  
no   follow.   
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Image   Issues   
Broken   Images   

❖ What   is   it?  
Broken   images   are   corrupted   or   no   longer   exist.   

❖ Why   does   it   matter?  
If   search   engine   bots   find   too   many   broken   images   they   may   trigger   a   “low  
quality”   site   signal   to   a   search   engine’s   algorithm.   They   also   create   a   poor   user  
experience.   

❖ Findings   in   the   data  
There   are   127   broken   images   all   coming   from   old   blog   posts   dating   back   to  
2012.   They   appear   to   be   broken   because   of   the   website   merge.   
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Images   Missing   ALT   Text   
❖ What   is   it?  

The   ALT   attribute   provides   search   engines   with   useful   information   about   the  
subject   matter   of   the   image.  

❖ Why   does   it   matter?  
The   information   is   used   to   help   determine   the   best   image   to   return   for   a  
searcher's   query,   if   the   images   fail   to   load,   and   for   the   visually   impaired.   

❖ Findings   in   the   data  
Raven   Tools   indicates   there   are   5,288   images   missing   ALT   text.   The   first   page  
of   data   shows   missing   alt   text   on   images   on   the   home   page.   
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Semantics   
 

❖ What   is   it?  
Headers   are   an   organization   tool   in   HTML   that   guide   the   user   through   your  
web   content.   It   gives   search   engines   cues   to   assist   with   categorizing   and  
indexing   websites   and   pages.   

❖ Why   does   it   matter?  
If   the   proper   headers   are   not   present,   it   is   difficult   for   the   algorithm   to   sift  
through   your   web   content   accurately,   which   causes   indexing   issues   and  
overall   SEO   issues.   

❖ Findings   in   the   data  
No   pages   were   found   without   headers.   
 

Page   Speed   
Desktop   

❖ What   is   it?  
The   time   it   takes   for   individual   pages   to   load   once   a   user   clicks   on   the   URL.   The   overall  
load   time   is   calculated   by   averaging   the   individual   page   loads.   Google   uses   page  
speed   as   direct   ranking   score.   

❖ Why   does   it   matter?  
Fast   loading   speeds   create   a   better   user   experience   and   reduce   the   chance   of   users  
leaving   the   site   (bouncing).   Experiencing   slow   load   times   can   be   frustrating,   especially  
in   our   current   tech   environment   where   we   expect   everything   to   be   instantaneous.   

❖ Findings   in   the   data  
Load   time   is   0.45   seconds.  
 
This   load   time   is   good   as   it   is   under   3   seconds.   It   has   been   shown   that   pages   that   load  
longer   than   3   seconds   tend   to   have   a   much   higher   risk   that   users   will   “bounce”   from  
the   site.   
 
Page   speed   is   89.   
 
The   Google   PageSpeed   tool   analyzes   a   site's   front-end   performance   and   offers  
optimization   suggestions.   Scoring   is   between   0   to   100   points.   A   score   of   85   or   above  
indicating   a   well   performing   page.   
 
The   appendix   lists   the   list   of   suggestions   to   increase   the   speed   even   more   such   as:  

- Eliminate   render-blocking   JavaScript   and   CSS   in   above-the-fold   content  
- Optimize   images  
- Leverage   browser   caching  
- Minify   JavaScript  

These   suggestions   are   explained   in   the   recommendations.   
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Mobile   Page   Speed   
Mobile   

❖ What   is   it?  
The   amount   of   time   a   website   and   webpages   takes   to   load   on   a   mobile   device.   

❖ Why   does   it   matter?  
This   can   affect   your   ranking   when   users   visit   your   website   on   mobile.   The   use   of  
mobile   is   always   increasing   so   it   is   important   not   to   neglect,   as   users   expect   the   speed  
to   be   no   different,   if   not   better   than   desktop.   
Similar   to   Desktop   Google’s   scoring   is   between   0   to   100   points,   85   and   above   being  
ideal.   

❖ Findings   in   the   data    
Mobile   speed   score   is   80,   which   is   slightly   below   where   we   want   it   to   be.   
The   issues   being   shown   are   as   follows:  
        -Eliminate   render-blocking   JavaScript   and   CSS   in   above-the-fold   content  
        -Leverage   browser   caching  
These   are   addressed   in   more   detail   in   the   recommendations,   as   well   as   the   data  
included   in   the   appendix.   
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Offsite   Analysis   
 
Url   Evaluated:    https://briahammelinteriors.com/  
 
Overview  
Offsite   website   analysis   looks   at   the   information   impacting   your   organizations   web  
presence   from   information   outside   your   website.   Bria   Hammel   Interiors   is   listed   with  
Google   My   Business   and   Bing   Places   for   Business.   The   Google   My   Business   listing  
has   been   claimed   but   the   Bing   listing   has   not   been   claimed.   
 
 
Items   to   be   Addressed   
 

❖ Search   Engine   Business   Listing:   Google   My   Business   Presence   
❖ Search   Engine   Business   Listing   Reviews   
❖ Search   Engine   Business   Listing:   Bing   Places   for   Business   Presence   
❖ Local   Listing   Analysis   
❖ Name,   Address,   and   Phone   Number   (NAP)   
❖ Backlinks  
❖ Social   Media   Presence   
❖ Competitor   Performance   Analysis   
❖ SEO   Metrics   
❖ Site   Metrics   
❖ Social   Metrics   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

https://briahammelinteriors.com/
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Google   My   Business  
 

❖ What   is   it?  
Bria   Hammel   Interiors   Google   My  
Business   listing   is   the   local   listing  
within   Google   searches.   It   is   where  
BHI   can   manage   their   online  
presence   across   the   Google  
platform.   The   listing   contains  
information   such   as   location,   hours,  
phone   number,   reviews,   social  
profiles,   photos,   etc.   
 

❖ Why   does   it   matter?  
Having   a   Google   My   Business   listing  
essentially   allows   you   to   show   up   in  
Google   searches   and   maps   and  
build   credibility   with   potential  
customers/clients.   It’s   also  
important   to   glean   insight   on   how  
your   brand   is   being   represented   on  
Google   as   well   as   reviews,   questions  
from   customers,   etc.   
 

❖ Findings   in   the   data  
Bria   Hammel   Interiors   has   one  
location   which   has   been   claimed.   It  
has   also   been   verified   that   BHI   has  
access   to   manage   the   content   for  
their   listing.   
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Reviews  
 
The   more   people   are  
talking   about   your  
business   in   a   positive   light  
the   higher   Google   ranks  
your   site.   It   is   always  
recommended   to  
respond   to   customers  
and   engage   with   reviews.   
 
BHI’s   Google   reviews   are  
great   with   a   ranking   of   4.7  
out   of   5.   Unfortunately,  
there   is   one   review   of   2  
stars   that   is   bringing   the  
overall   ranking   down   a  
bit.   The   individual   praised  
the   work   but   gave   a   bad  
review   based   on   not  
hearing   back   about   a   job.   

 
This   is   rectified   based   on   the   thoughtful   response   to   Lydia   which   was   a   great   way   to  
respond   to   an   issue   like   this.   Although   her   review   brings   down   the   overall   ranking,  
the   response   shows   that   BHI   cares   about   her   review   which   is   very   important   for  
reputation    management   and   SEO.   In   addition,   it   appears   the   BHI   responds   to   just  
about   every   review   (the   others   being   5   stars)   with   a   simple   thank   you,   which   is   a  
good   practice.   
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Bing   Places   for   Business   
 

❖ What   is   it?  
Bing   Places   for   Business   is   your  
organization’s   local   information   listing  
within   Bing   search   results   on   the   web.  
Users   can   use   this   to   view   your   location  
on   Bing   Maps,   view   reviews,   and   other  
connected   information.   
 

❖ Why   does   it   matter?  
Having   a   claimed   and   accurate   Bing  
Places   for   Business   listing   ensures   that  
potential   and   current   customers/clients  
can   find   your   business   and   access   the  
information   they   are   looking   for.   

 
❖ FIndings   in   the   data  

Bria   Hammel   Interiors   has   not   claimed  
their   Bing   Places   for   Business   listing  
because   there   is   a   link   at   the   bottom  
asking   “Is   this   your   business?”   Reviews   in  
the   listing   are   being   pulled   from  
Facebook.   There   is   one   photo   that   is   not  
accurate   to   BHI’s   brand.   All   data   for   the  
listing   is   being   pulled   from   BHI’s   
Facebook   page.   
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Local   Listings   Analysis    
 

❖ What   is   it?  
NAP   is   an   acronym   that   stands   for   Name,   Address,   Phone   Number.   NAP  
consistency   means   that   your   business’s   Name,   Address,   and   Phone   Number  
are   consistently   listed   the   same   across   all   platforms   on   the   web   from   multiple  
sources.   
 

❖ Why   does   it   matter?  
NAP   is   critical   for   businesses   that   wish   to   rank   well   well   in   organic   search  
results   because   search   engines   take   the   data   into   account   when   deciding  
which   companies   to   show   for   geo-targeted   results.   It   is   believed   that   Google  
and   other   search   engines   cross-reference   businesses   NAP   information   across  
a   variety   of   websites   as   a   validation   that   it   is   a   legitimate   business.    
 

❖ Findings   in   the   data   
Using   Moz   Local   I   checked   Bria   Hammel   Interiors   online   presence.   Moz  
compares   the   Name,   Address,   and   Phone   across   the   web,   including   hours   and  
photos.   There   is   a   small   discrepancy   in   the   address   coming   from   Facebook  
which   is   then   populating   for   the   Bing   listing   which   can   be   easily   changed.   
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Google   Phone   Number   Search   
 

❖ What   is   it?  
The   direct   Google   search   of   the   phone   number   of   the   organization.   

❖ Why   does   it   matter?  
It   is   important   that   when   your   phone   number   is   searched   the   pages   directed  
to   your   website   show   up.   This   ensures   users   are   able   to   locate   your   business.   

❖ Findings   in   the   data  
The   results   showing   on   the   first   page   either   direct   the   user   to   the   official  
website   or   Facebook   page,   as   well   as   backlinks   via   informational   pages.   
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Backlinks  
 

❖ What   is   it?  
External   Backlinks   are   links   on   another   website   that   point   to   your   own.   The  
data   I   provide   is   from   Raven   Tools   which   is   pulling   from   Majestic   and   Moz.   

❖ Why   does   it   matter?  
It   is   believed   that   external   links   are   the   most   important   source   of   ranking  
power.   The   more   external   links   you   have   the   more   authority   the   website   will  
have   with   search   engines.   

❖ Findings   in   the   data   
External   backlinks   by   (Majestic)   7,409  
External   backlinks   by   (Moz)   8,855  
Domain   authority   score   (Moz)   39/100  
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Competitor   Comparison    
 
The   three   comparable   organizations   included   in   the   comparison   are:   

❖ Studio   McGee   (National)  
❖ Martha   O'Hara   Interiors   (Local)  
❖ Kate   Marker   Interiors   (Regional)  

 
The   full   reports   can   be   viewed   in   the   appendix.   The   following   are   some   key   highlights  
regarding   SEO.   
 
Competitor   SEO   Metrics   
 

❖ What   is   it?  
The   competitor   SEO   metrics   helps   offer   a   quick   view   of   how   you   compare   to   your  
competition.   We   are   looking   at   one   national,   one   local,   and   one   regional   competitor  
which   can   offer   you   insight   on   where   you   can   improve   and   where   you   are   doing   well  
in   comparison   to   your   competition   regarding   SEO.   

❖ Why   does   it   matter?  
It’s   ideal   to   be   outperforming   your   competitors   in   SEO   as   this   means   you   will   be  
outperforming   in   web   searches   and   increasing   conversions.   

❖ Findings   in   the   data  
Bria   Hammel   Interiors   is   ranking   the   following   in   these   SEO   metric   categories  
compared   to   competitors:   
 
External   backlinks   (by   Majestic):   3rd   out   of   4  
 
External   backlinks   (by   Moz):   3rd   out   of   4   
 
Citation   Flow   (by   Majestic):   2nd   out   of   4  
 
Trust   Flow   (by   Majestic):   1st   out   of   4  
 
Domain   Authority:   (by   Moz):   2nd   out   of   4  
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Social   Media   &   Video   Analysis   
 
On   the   website   the   follow   buttons   for   the  
social   media   accounts   are   at   the   footer.  
This   does   not   show   an   icon   or   link   to   BHI’s  
Youtube   channel.   
 
 
 
 
 
This   is   the   regular   header   you   see   when   you   visit   the   website.   

 
This   blue   menu   appears   as   you   scroll   down   the   webpage.   
 

 
 

 
Instagram  
November   2019   Data   
 
https://www.instagram.com/briahammelinteriors  
 
Instagram   is   BHI’s   most   heavily   used   social  
media   platform.   With   116k   followers,   it   yields  
the   most   engagement   and   presence   through  
the   platform   because   of   the   emphasis   on  
photography   and   design.   BHI   has   2,168   posts,  
with   posts   twice   every   day.   BHI   also   utilizes  
Instagram   stories   regularly   which   yields  
higher   engagement.   Google   Analytics   shows  
that   Instagram   yields   20%   of   sessions   and  
Instagram   Stories,   0.72%   of   sessions   in   the   90  
day   period   from   July   16th   to   October   13th.   
 

 

https://www.instagram.com/briahammelinteriors/
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Facebook  
November   2019   Data   
 
https://www.facebook.com/BriaHammelInteriors/  
 
Facebook   is   the   next   most   used   social  
network.   BHI   has   3,546   people   who   like   the  
page   and   3,725   people   who   follow   it.   Posts   are  
most   often   shared   directly   from   Instagram.  
Facebook   yielded   6.5%   of   sessions   in   the   90  
day   period.   
 
 
 
 
 
 
 
On   Facebook,   BHI   also   has   a   Community  
section   which   showcases   where   they   are  
mentioned   from   other   pages.   This   is   a   great  
way   to   show   how   BHI   works   with   vendors   and  
other   companies,   as   well   as   giving   them   more  
trust   with   potential   clients.   

 
The   Facebook   account   also   links   to   the   Houzz  
account   where   users   can   see   many   photos  
from   the   projects   on   Houzz.   Users   can   also  
see   the   reviews   listed   on   Houzz,   which   helps  
integrate   those   good   reviews   from   that  
platform,   although   they   don’t   show   in   the  
actual   Facebook   reviews   section.   

 

https://www.facebook.com/BriaHammelInteriors/
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Facebook   Ratings   &   Reviews    
 

https://www.facebook.com/pg/BriaHammelInteriors/reviews/?referrer=page_recommendations_s 
ee_all&ref=page_internal  

 
BHI   currently   has   a   rating  
of   4.9   out   of   5   which   is  
pretty   outstanding.  
Reviews   are   very  
important   not   only   to  
potential   clients   who   may  
be   interested   in   the   service  
but   also   to   SEO.   One   thing  
I   noticed,   however,   is   that   it  
doesn’t   appear   that   many  
of   the   reviews   are   from  
actual   clients   that   have  
used   BHI.  
 
 
 

 
 

 
 
 
 

 

https://www.facebook.com/pg/BriaHammelInteriors/reviews/?referrer=page_recommendations_see_all&ref=page_internal
https://www.facebook.com/pg/BriaHammelInteriors/reviews/?referrer=page_recommendations_see_all&ref=page_internal
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Pinterest   
 
https://www.pinterest.com/BriaHammel/  
 
Pinterest   is   a   used   heavily   and   yields   a   lot   of   value   pertaining   to   blog   posts   and  
portfolio   photos   of   previous   projects.   BHI   has    2.1   million   monthly   viewers   on  
Pinterest.   Google   Analytics   shows   that   71.27%   of   sessions   came   from   this   social  
network,   which   surpasses   all   others   by   quite   a   bit.   BHI’s   Pinterest   is   also   used   to  
promote   Brooke   &   Lou,   their   sister   company.   
 

 
 
 
 
 
 

 

https://www.pinterest.com/BriaHammel/
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Houzz  
 
https://www.houzz.com/professionals/interior-designers-and-decorators/bria-hammel-interiors-pf 
vwus-pf~562092235?  
 
Houzz   is   the   ultimate   social   media   platform   for   listings.  
BHI   has   625   followers   with   19   projects   listed.   This   social  
network   appears   to   be   updated   the   least,   and   returns   the  
least   amount   of   sessions   to   the   website   with   only   0.26%   in  
the   90-day   time   frame.   BHI   has   8   Houzz   awards   and   5   out  
of   5   stars   on   the   platform   with   21   reviews   -   more   than   any  
other   social   platform.   They   also   have   4   Houzz   badges  
which   helps   their   reliability   on   the   platform.   Houzz   is  
where   we   see   a   lot   of   reviews   from   actual   clients   which  
makes   sense   because   the   platform   is   geared   exclusively  
towards   real   estate..   
 
 

 

 

https://www.houzz.com/professionals/interior-designers-and-decorators/bria-hammel-interiors-pfvwus-pf~562092235?
https://www.houzz.com/professionals/interior-designers-and-decorators/bria-hammel-interiors-pfvwus-pf~562092235?
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The   reviews   on   this   platform   are   high   quality   and   in-depth   coming   from   many  
clients.   I   believe   the   reviews   on   Houzz   are   the   most   valuable   to   BHI   for   this   reason,  
but   are   likely   not   viewed   as   often   as   the   reviews   on   Facebook   and   Google.   
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Video   
 
YouTube   
 
https://www.youtube.com/channel/UC0ce5A6VhgHSywyDSAu4YRg/videos   
 
BHI   has   a   youtube   account,   but   a   visitor   would   not   know   unless   they   searched   for  
them   in   Youtube.   This   could   be   added   to   the   list   of   social   icons   but   is   not   a   very  
active   platform   for   BHI   is   which   why   they   may   be   choosing   to   not   show   it.   
There   are   3   videos,   two   of   them   being   related   to   the   sister   company   Brooke   &   Lou,  
advertising   their   products.   There   is   one   home   tour   video   showcasing   a   renovation  
project.   Youtube   only   has   5   followers   and   BHI   joined   in   June   of   2019   which   is   quite  
recent.   

 
 
 
 
 
 
 
 
 

 

https://www.youtube.com/channel/UC0ce5A6VhgHSywyDSAu4YRg/videos
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Facebook   Video  
 
https://www.facebook.com/pg/BriaHammelInteriors/videos/?ref=page_internal  
 
On   Facebook   there   are   quite   a   few   more   videos   than   on   Youtube.   These   videos   have  
hundreds   of   more   views   then   the   ones   ones   on   Youtube   as   well.   You   can   see   that   the  
videos   data   back   to   2015   to   2018.   They   are   very   short,   and   not   nearly   as   much   of   a  
production   as   the   ones   on   Youtube.   
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

https://www.facebook.com/pg/BriaHammelInteriors/videos/?ref=page_internal
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Instagram   Video   -   IGTV  
 
https://www.instagram.com/briahammelinteriors/channel/  
 
On   Instagram,   there  
is   one   IGTV   video  
showing   a  
walkthrough   of   one  
of   BHI’s   projects.    
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Summary   and   Recommendations   
 
Onsite   Analysis   Recommendations   
 
Visibility   Recommendations   
The   visibility   issue   is   due   to   404   errors   on   various   pages.   It’s   best   practice   to   get   rid   of   these  
pages   if   they   are   no   longer   needed.   These   outdated   pages   don’t   seem   to   be   linked   anywhere  
internally   on   the   website,   which   means   users   won't   be   accessing   these   404   errors   this   way  
but   they   could   be   linked   to   externally.   Users   would   be   frustrated   to   click   on   a   link   to   a   page  
that   shows   an   error.   I   assume   many   of   these   errors   stem   from   the   website   redesign   where  
many   pages   were   moved   around.   
 
Meta   Recommendations   
Shortening   the   6   blog   post   pages   meta   descriptions   would   be   a   good   idea   to   make   it   easier  
for   the   user   to   see   the   snippet   of   what   the   blog   post   is   about.   Keep   in   mind   every   page  
should   have   a   unique   meta   description   as   well.   
 
There   are   a   few   critical   pages   that   do   not   have   meta   descriptions   such   as   the   example   of   the  
contact   page   which   should   be   fixed.   
There   are   many   old   blog   posts   that   are   missing   meta   descriptions   but   it   would   be   a   waste   of  
time   to   focus   on   those   if   they   are   not   driving   significant   search   traffic.   Rather,   I   would   focus  
on   the   top   10   percent   of   blog   posts   that   are   driving   significant   traffic   and   focusing   effort   on  
those,   and   making   sure   they   have   the   best   descriptions.   You   can   follow   this   guide:  
1)   Up   to   155   characters   -   take   enough   space   to   get   your   message   across   but   in   a   snappy   way.   
2)   Actionable   &   written   in   this   voice.   
3)   Include   a   call   to   action.   
4)   Contains   the   focus   keyword   -   Google   likes   this.  
5)   Stay   true   to   the   content.  
6)   Make   it   unique.   
 
Content   Recommendations   
Duplicate   Content   
The   duplicate   content   is   not   grounds   for   action   because   it   is   “non   malicious,”   meaning   it   was  
not   intended   to   manipulate   search   engine   rankings   to   receive   more   traffic.   
 
Low   Word   Count   
I   would   not   recommend   spending   time   correcting   these   low   word   counts   as   they   are   not  
necessary   for   the   content   on   those   pages.   Most   of   the   word   counts   are   just   under   the   200  
mark.   It   is   a   good   thing   to   keep   in   mind   moving   forward   though,   especially   with   blog   posts   to  
stay   around   the   recommended   word   count.   
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Link   Issue   Recommendations   
 
Broken   Internal   Links   
Broken   internal   links   are   very   important   for   user   experience   and   SEO.   If   the   links   are   no  
longer   needed   it   would   be   best   to   remove   them   altogether.   I   noticed   that   a   lot   of   them   are  
from   blog   posts   dating   back   to   2012,   and   a   repeat   one  
https://briahammelinteriors.com/in-love-with-lace/ .   I   would   consider   removing   them   so   they  
do   not   continue   to   negatively   affect   your   sites   SEO.   
 
Broken   External   Links   
Fix   The   Tile   Shop   broken   link.   Make   sure   that   when   linking   to   Brooke   &   Lou   the   link   is   always  
working.   Obviously,   products   that   are   no   longer   available   will   be   directed   to   a   404   error.   
 
External   Links   Missing   Anchor   or   Alt   Text   
To   increase   your   site’s   accessibility   to   both   users   and   search   engines,   it’s   best   practice   to  
make   sure   that   your   links   show   context   in   anchor   or   ALT   text,   but   this   is   not   currently   a   critical  
issue   to   attend   to.   
However   going   forward   future   external   links   should   have   anchor   or   ALT   text   present.   
External   anchor   tags   should   look   like   this..   
anchor   =   <a   href   =   "briahammelinteriors.com">this   is   anchor   text   here   what   user   sees   to   click  
</a>   
 
Internal   Links   Missing   Anchor   or   Alt   Text   
An   internal   text   link   without   anchor   text   means   the   user   can’t   see   the   link   at   all,   even   though  
it’s   in   your   code.   An   internal   link   that   uses   an   image   for   the   user   to   click   on   but   has   no   ALT  
text   doesn’t   tell   search   engines   what   that   link   embedded   in   the   image   is   about.   To   increase  
your   site’s   accessibility   to   both   users   and   search   engines,   it’s   best   practice   to   make   sure   that  
your   links   show   context   in   anchor   or   ALT   text.   Internal   links   are   more   critical   to   attend   to   then  
the   external   ones   but   still   not   as   critical   overall.   Once   again   for   best   user   experience   it   is  
important   for   future   links   to   include   these   anchor   and   alt   texts.   
 
Internal   Links   using   rel=”nofollow”  
The   data   showed   that   most   of   the   links   with   “nofollow”   were   RewardStyle   links.   For   these  
affiliate   links   it   is   actually   best   practice   to   have   “nofollow.”   When   you   add   any   link   to   your  
WordPress   site,   it’s   automatically   classed   as   ‘dofollow’.   A   simple   plain   link   like   this,   easily  
spotted   as   an   affiliate   link:  
 
<a   href="https://affiliate.namecheap.com/?affId=69775">Get   Namecheap   hosting</a>  
This   kind   of   link   generates   traffic   to   the   target   site.   When   you   have   too   many   affiliate   links   or  
have   too   many   paid   links   Google   and   similar   companies   give   penalties.   
 
Moving   forward   for   any   affiliate   links   continue   to   use   “nofollow.”   
 
 

 

https://briahammelinteriors.com/in-love-with-lace/
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Image   Recommendations   
 
Broken   images   
Broken   images   hurt   the   appearance   of   your   site,   and   appearance/aesthetic   is   a   huge   part   of  
BHI’s   business.   Broken   images   also   reduce   the   chance   of   getting   traffic   from   image   searches.  
Too   many   broken   images   on   your   site   may   even   communicate   a   message   of   low   quality   to  
search   engines   like   Google.   You   can   fix   your   broken   images   by   either   finding   replacements   or  
completely   removing   the   image   code.   Many   of   the   images   are   inside   old   blog   posts   which  
got   broken   when   the   website   was   moved.   None   of   these   blog   posts   are   less   than   2   years   old,  
but   if   there   is   ever   time,   it   might   be   beneficial   to   completely   remove   the   broken   images   for  
your   SEO.   
 
Images   missing   alt   text   
This   would   be   extremely   time   consuming   but   ALT   text   should   be   present   for   all   images.   I  
would   start   by   focusing   on   the   photos   on   pages   that   are   visited   the   most   and   prioritize   those.   
 
 
Page   speed   
 
Desktop   
Here   are   some   steps   you   can   take   to   improve   your   Desktop   page   speed:   
Eliminate   render-blocking   JavaScript   and   CSS   in   above-the-fold   content  
Your   page   has   2   blocking   script   resources   and   3   blocking   CSS   resources.   This   causes   a   delay   in  
rendering   your   page.  
 
None   of   the   above-the-fold   content   on   your   page   could   be   rendered   without   waiting   for   the  
following   resources   to   load.   Try   to   defer   or   asynchronously   load   blocking   resources,   or   inline  
the   critical   portions   of   those   resources   directly   in   the   HTML.  
 
Optimize   images  
 
Properly   formatting   and   compressing   images   can   save   many   bytes   of   data.  
Optimize   the   following   images    to   reduce   their   size   by   15KiB   (13%   reduction).  
 
Compressing  
https://scontent.cdninstagram.com/vp/916b6f452796c53efc0b166f5490e5e3/5E26FECE/t51.288 
5-15/e15/70433130_143593993560392_2718945356409735995_n.jpg?_nc_ht=scontent.cdninstag 
ram.com    could   save   15KiB   (13%   reduction).  
 
Leverage   browser   caching  
 
Setting   an   expiry   date   or   a   maximum   age   in   the   HTTP   headers   for   static   resources   instructs  
the   browser   to   load   previously   downloaded   resources   from   local   disk   rather   than   over   the  
network.  
 

 

https://developers.google.com/speed/docs/insights/OptimizeImages
https://scontent.cdninstagram.com/vp/916b6f452796c53efc0b166f5490e5e3/5E26FECE/t51.2885-15/e15/70433130_143593993560392_2718945356409735995_n.jpg?_nc_ht=scontent.cdninstagram.com
https://scontent.cdninstagram.com/vp/916b6f452796c53efc0b166f5490e5e3/5E26FECE/t51.2885-15/e15/70433130_143593993560392_2718945356409735995_n.jpg?_nc_ht=scontent.cdninstagram.com
https://scontent.cdninstagram.com/vp/916b6f452796c53efc0b166f5490e5e3/5E26FECE/t51.2885-15/e15/70433130_143593993560392_2718945356409735995_n.jpg?_nc_ht=scontent.cdninstagram.com
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Leverage   browser   caching   for   the   following   cacheable   resources:  
 
https://www.googletagmanager.com/gtag/js?id=UA-142671235-1   (15   minutes)  
 
https://www.google-analytics.com/analytics.js   (2   hours)  
 
Minify   JavaScript  
 
Compacting   JavaScript   code   can   save   many   bytes   of   data   and   speed   up   downloading,  
parsing,   and   execution   time.  
 
Minify   JavaScript   for   the   following   resources   to   reduce   their   size   by   4.8KiB   (26%   reduction).  
 
Minifying   https://briahammelinteriors.com/wp-content/themes/bhi/js/slick.js   could   save  
3.6KiB   (25%   reduction)   after   compression.  
 
Minifying  
https://briahammelinteriors.com/wp-content/plugins/easy-image-collage/js/public.js?ver=1.12.1  
could   save   747B   (38%   reduction)   after   compression.  
 
Minifying   https://briahammelinteriors.com/wp-content/themes/bhi/js/scripts.js   could   save  
473B   (20%   reduction)   after   compression.  
 
 
Mobile   
Here   is   what   you   can   change   to   improve   your   Mobile   page   speed:   
 
Eliminate   render-blocking   JavaScript   and   CSS   in   above-the-fold   content  
 
Your   page   has   2   blocking   script   resources.   This   causes   a   delay   in   rendering   your   page.  
 
None   of   the   above-the-fold   content   on   your   page   could   be   rendered   without   waiting   for   the  
following   resources   to   load.   Try   to   defer   or   asynchronously   load   blocking   resources,   or   inline  
the   critical   portions   of   those   resources   directly   in   the   HTML.  
 
Remove   render-blocking   JavaScript:  
 
https://briahammelinteriors.com/wp-includes/js/jquery/jquery.js?ver=1.12.4-wp  
 
https://briahammelinteriors.com/wp-includes/js/jquery/jquery-migrate.min.js?ver=1.4.1  
 
 
 
 

 

https://briahammelinteriors.com/wp-includes/js/jquery/jquery-migrate.min.js?ver=1.4.1
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Offsite   Analysis   Recommendations   
 
Google   My   Business   Recommendations   
You   could   consider   adding   a   little   snippet   of   information   or   introduction   to   the   company  
such   as   this   text   from   your   website,   “Our   passion   isn’t   just   incredible   design—it’s   creating  
amazing   spaces   for   our   clients   through   outstanding   service.   We’re   Bria   Hammel   Interiors   and  
we   turn   the   ordinary   into   the   extraordinary.”  
 
Regarding   reviews,   it’s   important   to   check   reviews   and   make   sure   they   are   always   being  
responded   to   which   BHI   is   doing   really   well   and   should   continue   to   do   for   reputation  
management.   
 
Bing   Places   for   Business   Recommendations   
Claim   BHI’s   Bing   listing   and   make   sure   all   information   is   accurate   to   what   you   want   to   show  
such   as   photos   etc.   
 
Name,   Address,   and   Phone   (NAP)   Recommendations   
There   is   a   small   discrepancy   in   the   address   coming   from   Facebook   which   is   then   populating  
for   the   Bing   listing   which   can   be   easily   changed.   
 
Backlinks   
Technically   there   isn’t   a   specific   number   of   backlinks   an   organization   should   have   to   their  
website,   but   the   more   the   better.   The   best   way   to   build   backlinks   is   to   build   relationships   with  
other   organizations   with   a   web   presence   who   will   refer   to   your   website   from   theirs.   BHI   does  
a   great   job   of   this   and   is   very   active   on   social   media   including   influencers   and   other  
organizations.    
 
Competitor   Comparison   Recommendations   
Continue   to   build   backlinks   through   fostering   relationships   with   local   and   national  
companies,   influencers,   partners   etc.   
  
Social   Media   &   Video   Analysis   Recommendations   
 
Social   Media   
BHI   puts   a   lot   of   time   in   effort   into   their   social   media   and   the   payoff   shows   especially   on  
Instagram   with   the   amount   of   followers   and   engagement   they   have.   
 
I   think   it   would   be   beneficial   to   have   all   social   media   icon   links   on   the   website   to   encourage  
users   to   connect   with   BHI   in   all   ways   possible.   However,   at   this   moment,   it   may   not   make  
sense   to   include   the   YouTube   icon   and   link   if   the   platform   isn’t   being   used   actively/somewhat  
consistently.   
 
Youtube   could   be   utilized   more   heavily   as   a   free   video   platform   for   both   BHI   and   the   sister  
company,   Brooke   &   Lou.   Video   is   continuously   increasing   in   popularity,   and   could   be   a   great  
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way   to   take   advantage   of   that.   Studio   McGee,   one   of   BHI’s   national   competitors   uses   YouTube  
quite   heavily,   so   this   could   be   a   way   to   start   to   compete   in   that   space.   The   current   YoutTube  
videos   should   be   shared   on   Facebook   as   well.   
 
Utilizing   Instagram   IGTV   in   a   creative   way   or   creating   YouTube   videos   that   can   also   be   posted  
on   IGTV   could   be   a   great   way   to   increase   the   use   of   Video.   
 
Finally,   the   social   icons   currently   live   at   the   footer   of   the   website   and   could   also   be   added   to  
the   menu   in   a   minimalist   way.  
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Appendix   
 
Onsite   Analysis   Data   
 
Visibility   Issues:   404   errors   
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Meta:   Missing   Meta   Description   List   
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Meta:   Title   Tag   Length   Errors   
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Content:   Low   Word   Count   
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Content:   Duplicate   Content   
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Link   Issues:   External   Links   Missing   Anchor   or   ALT   Text  
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Link   Issues:   Broken   Internal   Links  
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Link   Issues:   Broken   External   Links  
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Image   Issues:   Broken   Images   
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Desktop   Page   Speed   
 

 
 
Mobile   Page   Speed   
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Offsite   Analysis   Data   
 
Competitor   Analysis   Reports   

 
 
 

 


