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MY TRAFFIC HAS FALLEN

SEO & Social Strategies to Drive Engagement



First, a little about me



and a little more about Texas Highways

Texas travel, destinations, events, 
people, and food


~300,000 annual print circulation


~2m annual digital audience


~260,000 Facebook audience


~109,000 Instagram audience


~47,000 Twitter audience
WINNER



Prior to 2020
Almost entirely print-focused


Website for monthly content


Digital subscriptions


Limited social presence

2020-Present
1 Digital Strategy Manager, 
1 Product and Engagement Manager


Increased frequency of web content


Significantly increased SEO  
and social focus



2019 - Total Users
1.09m

2020 - Total Users
1.62m

2021 - Total Users
2.15m

2022 - Total Users
2.09m



Today

• SEO best practices and tools


• Social media strategy


• Engaging across platforms
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Organic Search Social Direct Referral Email Other
Texas Highways acquisition mix



SEO: Search Engine Optimization
Helping content get found through organic search



from google.com/search/howsearchworks



Meaning & Relevance

Context

Quality & Usability

Does the content match the query?


Is the content meaningful? 


Do people seem to like what they find?

Is this a trustworthy source?


Is the content authentic and useful?


Is the site fast and mobile-friendly?

Is the query relevant to breaking news or current events? 


Does the information on the page support the headline? 


Does the page link to other places?



Ask yourself: where can you win?













There is a better way





Assemble a List of ‘Wins’
For us, this included:

• Wildflowers


• Events


• Distinctly Texas recipes


• Haunted places


• Fairs and festivals

Use these to inform coverage

and headline/dek/social strategy





Search Console Insights



Ask yourself:  
what can I improve?



Google Mobile-Friendly Test



Google Lighthouse score from DevTools



Optimized images

Broke text 

into labeled blocks

Linked to other

related, high-keyword content



Before publish, we check

• Does the headline contain relevant keywords that we know are wins or are 
crucial to the story (ideally both)?


• Does the dek include additional keywords and add context that might answer 
a reader’s search query?


• Is the image optimized (<1mb, jpeg)?


• Does the story include at least two links, internal or external?


• Can we include any structured data?



More on structured data

Future Today institute



Ask yourself:  
what are people searching?



Google Trends







Using Google Trends

• Check daily to see what’s trending in your state or region 


• Check when writing a headline to see if there is broader appeal 


• Use related searches to improve keywords or link related content


• Explore what’s happening around the country and localize



Engaging on Social



Courtesy wccftech



Q4 2022 Meta “Widely Viewed Content Report”



Q4 2022 Meta “Widely Viewed Content Report”



Q4 2022 Meta 



transparency.fb.com



1. Know your platform



Facebook
Short, introductory  
social copy


Image and headline  
speak for themselves


Promote discussion 
without ‘engagement 
baiting’

Instagram
Long, narrative copy


Users likely to find 
content via ‘explore’ 
section


More difficult to link 
back to full article or site

Twitter
Short, engaging copy


Focus primarily on link 
sharing

2x share 1x per image, multiple per story 2x share, immediate and later











2. Post regularly





Post Regularly

• Conventional wisdom used to be “post on time, every day”


• We’ve had greater success with keeping our post times consistent per 
platform:


• 1/daily on Facebook


• 2-3/daily on Twitter 


• 1/daily on Instagram


• Subject to change for breaking news



Helps ensure readers get 
most accurate information 

even if feeds are out of 
order 



3. Engage with the platform



Engage with the Platform

• Your (brand) account engagement like affects how often your content is seen,  
and to whom it is shown


• Engage as a brand with local businesses, celebrities, politicians, and creators 
to create a tighter connection in the algorithm with local followers



Has your traffic fallen?
Key takeaways

Be smart with SEO
Tools like Google Trends and Search 
Console can help you identify areas 
of improvement, but nothing will help 
as much as mobile-friendly pages 
and relevant keywords

Find areas you can win
Smaller amounts of content centered 
around topics that you already have 
authority on will outperform a ‘wide 
net’ of content loaded with keywords.

Maintain a social strategy
Even as algorithms and owners change, news 
continues to perform very well on social media—
but not as well in the general public feeds as our 
own. 

Use each platform to its advantage and don’t 
forget to maintain a brand presence to help your 
content be seen.



Questions



Thank you!
bird.tyson@gmail.com 
@tysonbird


