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Purpose 

The purpose of this audit is to evaluate the overall performance of the kbucabinets.com website and 

make recommendations to improve its presence.  We will specifically evaluate: 

 Keywords 

 Ranking 

 On-page Factors 

 Linking 

 Sales Factors 

 Strategy Recommendation 

 

Keyword Rankings 

The website currently has an average amount of keywords it is indexing for.  As part of this keyword 

analysis, we reviewed three competitors who are ranking highly for the core kitchen cabinet keyword 

category. 

Competitor Keyword Analysis: 

We are providing a detailed keyword analysis of: 

 https://www.5daycabinets.com/  

 https://www.americankitchensfl.com/ 

 https://www.i4kitchenbathoutlet.com/ 

This shall serve as a comparison tool of potential keywords we may consider pursuing in the future. 

The following is a list of my observations and recommendations: 

 There really only appears to be a small core group of keywords surrounding your product 

offering.  This means everybody is going to fight for a specific set of terms. Small set. 

 The key word competition level is average.   

 Competitor keywords do show several highlighted opportunities.  Yellow terms appear to have 

less competition.  Red font indicates stated buyer intent. 

 A Google Trend Analysis shows a higher concentration of search April as well as 

September/October. Thus additional marketing push should be considered during those 

months. 

 While we did not have access to the Google Webmaster Console, nor Analytics, we do 

recommend that part of any future work includes Google Webmaster Console management. 

 5daycabinets.com definitely has a click-bait domain.  We believe this is one of their competitive 

advantages. 
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 The “Kitchen Cabinets Orlando” SERP consists of the following features: 
- 3 Text Ads on top.  3 text ads on bottom 

- On rotation we also see shopping ads 

- 1 Local Ad + 3 Maps 

- Yelp, Homeadvisor, Offerup, Houzz 

- 6 Competitors 

- Discover more images on bottom of SERP 

This already indicates that a combination approach would yield the most comprehensive results. 

 

Website Structure 

Website structure is very important because it assures the site is able to be properly crawled by the 

search engine spiders.  This will assure the content is properly indexed.  I’m using the Google Search 

Engine, ScreamingFrog Software and the Siteliner Software to obtain the following information: 

URLS Found: 

 Currently 113 pages are being indexed by Google. 

 The Screaming Frog Crawler found a total of 21 pages for the website.   

 The Siteliner Duplicate content scanner found 6% duplicate content. 

 Average words per page 247 

 

404 Errors and Internal Redirects: 

http://www.kbucabinets.com/product/white-shaker-rta-cabinets/ 

Site Structure: 

I have reviewed the site’s overall navigation based on best SEO practices.  As the website is built on 

Wordpress all structural items should be fully manageable.  The website does not have an SSL installed.  

Page titles are not optimized for the core keywords referenced in the keyword research doc.  Meta 
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description includes a Miami (305) phone number and a Yahoo email address.  It is also missing Call To 

Action.  All pages are missing H-1 header tags.  This could be an issue with the template design.  We will 

need to explore further.  H2 tags are not relevant to keywords.  A separate analysis has been provided in 

an excel format. 

Further, we are finding many content pages only providing one Tier of information.   

Website has a few spelling errors.  For example: http://www.kbucabinets.com/products/ 

Burgandy vs. Burgundy 

Internal Linking: 

We are only finding internal linking through menus.  There no contextual links on the website itself. 

Page Load: 

We used GTMetrix to evaluate site performance.  The website home page loaded in 3.5 seconds.  This is 

slightly slower than our recommended standard of 2.5 seconds.   

Mobile: 

Google shows your website as mobile-friendly, however it did experience page load issues.  It also did 

not display the website image properly (red circle).  When we tested this locally it worked fine for us.  

We recommend running the Google Mobile Test tool to receive a list of specific issues.  You may go here 

to run the test: https://search.google.com/test/mobile-friendly 

 

 

https://search.google.com/test/mobile-friendly
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Mobile View: 

Mobile view is excellent.  The template does a great job showcasing the products.  

GeoTargeting: 

We did not find any geotargeting on the site. 

Doormat / Exit Pop-Ups: 

We did not find any doormat or exit pop-ups on the website. 

 

The following is a list of my observations and recommendations: 

 Google has more pages indexed than the Screaming Frog Crawler found.  This means not all 

pages are linking properly internally.  We recommend a review of the internal links. 

 The meta descriptions should include a call to action.  Currently meta descriptions are not filled 

out properly.  Doing this will increase the Click Through Rate.  

 Meta descriptions need to be reviewed for accuracy as well. 

 H1 and H2 tags need to be setup.  This is a core SEO and PPC conversion component.  Please see 

attached excel. 

 Duplicate content is low.  This is fine. 

 Content length is an issue.  We recommend developing more content for the site.  Currently 

KBU has an average of 247 words per page.  Your average words per page is very low.  This is not 

good from a SEO optimization standpoint, as it will negatively affect dwell time.  We’d 
recommend looking into restructuring the content into SEO buckets.  Your content should be 

built out more like Amazon product pages.  Here is a great article for content writing.  

https://backlinko.com/seo-copywriting  Please note #2 on this list. 

 You need a blog to showcase products.  While your keywords do not indicate a large amount of 

product research, we do find that quality content explaining the differences between the types 

of materials being used is very helpful. 

 Improve on building content Silos.  You’ll want to improve upon the content relevance of your 

products.  

To Illustrate:  

You should have at least 2-4 additional tiers to provide relevance for Google.  For example a 

content and link silo structure could look like this: 

https://backlinko.com/seo-copywriting
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Tier 1 

 

 

Tier 2 

 

 

Tier 3 

 

Tier 4 

 

You’d want to create a specific link on the Tier 4 page to push a visitor directly into a contact. 

From this page, you will also want to create a link back to the Tier 1 page to illustrate its 

relevance to Google.  You want to minimize links outside of the content silo.  This would break 

the relevance power when a search engine spider crawls the pages. 

 Outside of the content silos, internal linking needs to be done contextually to relevant pages 

within the site.  Currently the site makes very little use of this.  Improved internal linking to 

relevant pages will improve search engine visibility and give Google a better understanding of 

the context of each page and the relevance to one another. 

 Actual mobile view is fine. However, Google is seeing several errors.  We recommend fixing . 

 We recommend assuring client monitors dwell time and bounce rate specifically. 

 For website speed, we’d recommend you review the following: 
Use of a CDN 

Image optimization 

Browser Caching 

*We are providing a separate page speed report for your review.    

 Your website need a SSL.  It is interesting to note that several of your competitors, ranking on 

Google Page 1, do not have SSL.  This is very rare now-a-days. 

 Consider setting up an exit-pop-up of a doormat.  5daycabinets is using a doormat about an 

impending 25% tariff starting Jan 1. 

 Setup: Yelp, Offerup, Homeadvisor, Houzz accounts.  Link them to the website. 

 

External Links (Off-Page SEO) 
For the overall link analysis, we are using the Majestic Link Tool.  

 

Whether Google likes to admit it, external links still play a major role in getting a website linked.  A link 

profile provides Google with a measure of Brand Awareness and Authority.  As such, links should be built 

to any website with the following factors in mind: 

 

Where is the link pointing from? Where is the link 

pointing to? Is the link on a page relevant to the 

The link should be pointing from a domain that is 

recognized for having relevant content of the site 

Contact page for Ivory MIW Specialist 

Pros and Cons of Ivory MIW 

Ivory MIW FAQ 

Ivory - MIW 
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content it is pointing to? 

 

it is pointing to. 

What is the quality of the domain where the link is 

pointing from? What is the quality of the page the 

link is pointing from? 

Google measures the quality of a domain name by 

its age and usage.  Aged domains with long-

standing quality content are more powerful. 

What is the content surrounding the link? The domain name should not be associated with 

any spamming content.  Content should be well 

written. 

 

What is the purpose of the anchor text of the link? Anchor text needs to be distributed based on 

specific formulas, meaning every domain has a 

specific anchor text distribution associated with it.  

Anchor text types can include: Brand Anchors, 

Descriptive Anchors, Call To Action, Follow, No-

follow, URL, Msc.  A good profile has a 

combination of all. 

 

Client Link Profile 

The client’s website roughly has 90 links pointing to it.  All are low quality. 

 

Competitor Comparison 

5daycabinets.com has a slightly spammed link profile.  There is no Topical Trust Flow. 

The Trust Flow is comparatively lower to the Citation Flow, also indicating a somewhat spammed 

domain.  Finally, when comparing the historical profile, with its 90-day profile, one can clearly see that 

the domain actually used to have better metrics.  This indicates that the company is engaged in link 

building, but that the campaign seeks cheap, low-quality links. 

 

Americankitchensfl.com has a fairly solid link profile.  Of the three evaluated, they definitely have the 

best link profile.  Trust/Citation ration is acceptable.  The Topical Trust Flow however is not on point.  It 

references the majority of links coming from Marketing/Advertising sites.  The domain used to be quite 

spammed out.  American Kitchens is definitely using a link-building service to improve their link profile.  

Their anchor text is mostly brand.  This is fine. 

 

I4kitchenbathoutlet.com has a weak link profile. The domain has many low-quality links (300+), with the 

majority coming from Gaming sites.  The anchor text is too descriptive.  It does appear that the company 

is doing link cleanup.  The profile actually used to be much worse.  The power of their ranking is more 

content than link related. 

 

 

Recommendation & Observations: 

 KBU needs to build up its overall brand links to the home page. 

 It is interesting to note that the vast majority of all links to all three competitors are focusing 

their efforts on the home page.  Some are sending a few links to images. Very little link-building 

is done to specific product pages.  Thus a targeted link building campaign needs to focus on 

long-tail anchors pointing at Tier 2 pages. 

 Link-building needs to focus on an average of two links per referring domain.  The initial goal 

should be 180, as this puts you within range of i4kitchenbathoutlet.com 
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 Link relevance does not appear to be a major ranking factor.  This is rare and will probably 

change in the future.   

 Considering the spammy historical metrics of your competitors, a quality link campaign with 

links from the home improvement sector should provide quick authority. 

 

 

Social / Email / Video / APP 
Social: 

5daycabinets.com has a solid social presence on Facebook (860 followers). The other competitors do 

fairly little.  As a matter of fact, I4’s links don’t even work on their website. YouTube, Instagram & 

Pinterest.  We definitely feel there is opportunity here.  A local kitchen and bath remodeler, call 

kbfdeigngallery.com, does a great job on their FB page (3000+ followers).  We also recommend social 

setups with Pinterest, YouTube, Houzz and Instagram. 

 

Email: 

It is our opinion that an email strategy to re-engage leads is absolutely necessary.  An email drip 

campaign strategy should strive to reengage folks with time-sensitive specials.  We’d also recommend 
announcements of videos you have recently added into your YT channel. 

 

Video: 

Vidoes are used sparingly.  We’d recommend not spending too much time on it, with the exception of a 

nice video showcasing the showroom. 

 

APP: 

No apps were found 

 

Recommendation & Observations: 

 Social media needs to be driven through influencers. We’d recommend asking folks who have 
your kitchens to comment on FB about their experience with you.  Incentivize it. 

 Setup: Pinterest, Instagram 

 Image-driven media needs to be used to its fullest. 

 Reangagement needs to occur through a well-planned email marketing campaign.  This 

campaign needs to address consumer pain points and run promotions. 

 Assure all media cross-promotes platforms. 

 

SEM (Paid) & Mobile 
Ads: 

The ads have a considerable spillover from kitchen/bath design and remodeling companies.  For 

example S&W uses ads extensively.  Considering their success in the local market, and the apparent 

overall lower click cost, a quality PPC campaign needs to be part of the overall strategy.  A separate 

report of S&W PPC campaign is enclosed. 

 

Geofencing: 
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We are not currently seeing any geofencing being done by any of the competitors.  However, we do see 

a great opportunity here.  

 

Recommendation & Observation: 

 Paid ads should be considered when promoting this product.  Considering the lower click-cost, a 

well run Google Ads campaign could drive a quality amount of traffic to the site.  We are 

recommending a starting budget of $1400. 

 Display is definitely an option, especially for running specific promotions.   

 Display ads should also be used as a re-engagement tool.  

 We recommend geofencing all local competitors. 

Sales Factors 

Your website is not a marketing tool.  It’s a sales tool.  This particular website is a case in point.  The core 
purpose of the site is to deliver sales and represent the company’s brand.  As such it is the website’s job 
to convince the visitor that your company is the best solution for the visitors need.  Additionally, the 

website should be used to aid in the development of the brand and its identity.  

Recommendations & Observations: 

 Story: We feel the website needs a bit more of a story.  We recommend setting up a quality 

About Us page explaining Why you are doing this business.  

 Logo: The logo looks simple and fresh.  We feel it works.  We are recommending protecting the 

TM. 

 Brand Identity: We are unclear of the brand identity.  There is no slogan.  We recommend 

establishing one.  Are you looking to lead with price? Quality? We recommend determining this 

for the long-term overall strategy. 

 Value Proposition: We are not quite clear what value you bring to the table.  Your target market 

is probably looking for competitive pricing and fast-turnaround.  Is this a differentiator? Is there 

something that makes you remarkable?  What do existing clients comment on?  Is this a 

strength we could harness?  We want to make sure the content speaks to your target market.  

I’m not sure that it does.  We want to connect this message with your target market. 

 Content Structure: Overall the content is light.  This needs to be developed.  We are 

recommending the implementation of a blog and generating topics based on the provided 

keyword research.  Use a content silo to drive relevance.  

 Content Message: Content needs to explain why you exist.  It should not discuss what the 

product does or how the product works.  This information is reserved for product pages.   

 Content Visual: The font is written in a light gray.  This is hard to read.  Recommend switching to 

black font. 

 Content Technical: Assure your text is in the second person (You). Write longer copy if you look 

to close a sale. Write shorter copy if the call to action is for something that has no purchase 
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related action.  We have found this correlation over and over again.  You need to use more 

bullets in your content.  Keep most important info at top & bottom of bullets. Not in the middle. 

Under the main image, make your first paragraph less than 2 lines.  Make no paragraph longer 

than 4-5 lines. 

 Browser Testing: Currently the site runs fine in all browsers.  After the updates, make sure to 

test all browsers, and even different browser versions.  Especially IE. If something breaks, it 

usually breaks in IE. 

 Call to Action (CTA): WE need a clear call to action. The large image slider on the home page 

needs to let people know what to do.  Consider adding a seasonally-themed component. 

- Need a contact form on the home page 

- need to push reviews on to the site with a widget 

 Drive with Emotion: Your customers have pain points.  There is a reason they are buying your 

product.  Perhaps your customer is afraid of spending too much on a remodel.  You know what 

those pain points are.  The website needs to hone in on that. Basecamp.com does a great job 

selling with emotion.   Also note the graphics on the home page cater to the emotional purchase 

decision, not the rational features and benefits. 

 Reputation Management: You currently have 14 reviews on Google.  Amazing Cabinets is a 

heavy hitter in the maps with 37 reviews and a rating of 5.0  We recommend developing a 

review aggregation strategy asking current users to review the product on Google and 

Facebook.  Incentivize these reviews.  Your goal should be 75 on Google and 15 on Facebook. 

 Warranties / Guarantees: If you have any of those, you need to prominently display them.  

Currently you are not. 

 Accolades: You need to showcase where you have been featured.  Your goal is to get into some 

of the more prominent magazines.  Consider hiring a traditional PR agency to accomplish this.  

Has the Miami division has any press play? 

 Promotions: You need to come up with a promotion.  See 5 Day Cabinets with the Tariff 

Doormat.  We are also seeing several competitors offering Free shipping on orders of $3000+. 

 Goals: Set reasonable goals.  We recommend at least three metrics. Rank, traffic and leads are 

the obvious ones to me. Make sure you also have a time associated with each goal. 

 Benchmark: Run benchmarks on your current positions.  This will enable a frame of reference 

for future success. 

 Monitoring: Given the fair amount of work necessary to get much of this accomplished, we’d 
recommend a monthly meeting.  We’d also recommend numerous email, or calls during the 
month. 

 Msc: Are there any partnerships you could leverage? 


