Organica Overview

We had many questions such as “What is Organica?” Because Organica (O) does many things at the same time, the most common question that comes up is: “Is O this or that?”

· SEO or SMO

· Engineering or Reporting

· etc.

Actually,  O is an IDE (Integrated Development Environment) for an individual or team that is working with a website promotion. Like IDE for Software Engineers, it has many modules: compiler, debuger, unit testing module, code analyzer, code repo, deployment interface etc. O is a set of tools for website promotion.

In development of analogy between O and Software Development IDE we can say that a computer program can't be born inside the IDE wihout Software Engineer participation. O can't promote a website by itself. At the moment O is set up so that our internal SEO Team can use it. However,  we'll have a SaaS configuration for O where any single user can promote his website by himself.  

Let's look at the set of tools of O in detail.

Basic Logic Flow

Foundation of Business Logic of O is list of actions (related to website promotion) of the user.  
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O helps to find potential sites on the Internet for promotion of the website with the help of Listeners. A Listener is a robot which periodically ask queries specified  by a list of keywords and locations. Now Listeners can interrogate blogs using Google Search API, Twitter, MySpace and Facebook posts,  and LikedIn profiles. Listeners generate a long list of events. Events are blog posts or user profiles which are relevant to keywords and locations.

O users browse events on a regular base and handle the most promising ones. He can create either a Target  or a Social Event based on an Event. A Target is premanent public place on the Internet with a link to a page of the website under promotion (WUP). Social Event is a private place available witin the social networking site, visible to a limited number of participants of  the social network with a direct or indirect link to the WUP.

Comment on a blog post on Blogger.com with link to a product, re-posting of post from internal Industrial Hub on Scribd.com with link to the original post, or a bookmark on StumbleUpon related to WUP are all examples of a Target.

Following a Twitter user who posted relevant message, placement of a tweet with link to WUP, or placement of Buzz message with link to WUP are all examples of a Social Event. 

Targets and Social Actions have relations with SEO Campaigns, Ideas, Keywords and SEO Engineers inside DataBase of O. On basis of such distrubution we can generate different reports for our customers.

Inbound Marketing Logic Flow

We just described basic workflow of O. Inside the O 2.0 release we built a superstructure over this basic workflow for support of Inbound Marketing Methodology.

Main task of this Methodology is the transition from direct promotion of WUP and its products (aggresive advertisement) to the  promotion of knowledge and experience inside the industry (indirect advertisement).

The new UI layer was created for this purpose. A User works with the list of Ideas for the Industrual Hub (no-ads blog in industry of the customer) in this UI.

Content Writer writes content (blog post) for each Idea within this UI.  He also creates a list of tags (temporary keywords) for promotion of this post. This list of tags goes to Listeners automaticaly:
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An Integrated Blog Engine was implemented in the O 2.1 release for the hosting of Industrial Hubs. This hub has the traditional attributes of other blogging platforms, such as posts, comments, history, and a tag cloud. It also includes a conversion area — i.e. a dedicated part of web page with pictures of homes for the real estate industry. This blog engine has built-in counters for collection and analysis of user behavior on the industrial hub. For example, a user who comes to the post and clicks on an object from the conversion area is considered a Lead. On the basis of counters, O is generating metrics over keywords, ideas, campaigns, targets and actions.

If customer has objections against using Inbound Marketing Methodology, our SEO team can avoid using Ideas-Content-Propagation UI and revert back to Basic Logic Flow.   

Problems and nearest extensions of O.

ROI. At the moment, we do not have a well-developed model of representation of the success of a specific SEO project, especially if the customer uses other promoters at the same time. We can only make general conclusions based on Google Analytics and the growth of sales of specific products. The first step was taken in the latest release of O and includes  metrics for an Industrial Hub, but it only covers activities inside the Inbound Marketing approach. As an experiment we are trying now to work with services for URL sortening, which allows us to receive a click analytics. If  this hand-made experiment goes well, we'll try to integrate such a solution within O.

Reporting. O had a rapid development cycle and this was reflected in some quality losses, in particular, in clarity and the design level of reports. This is one of the most important  objectives of the future release (2.2).

User productivity. O has many solutions which allow us to minimize the routine work of the user, but SEO Engineer still has many routines. We are going to develop additional tools for this purpose in the 2.2 release. 

