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Before we get into the details, it’s important to understand that two key concepts and phrases here hold 
multiple meanings. Just as SEO can refer to the work being done and the person doing the work, Digital 
Knowledge Management (DKM) can refer to a strategy or action, and a person. Let’s start by looking at DKM 
as a strategy.

The Professional SEO’s Next Step: DKM

DKM is a Strategy; SEO is a Tactic
It’s easy to still think of search engine optimization 
(SEO) as a strategy. Today, however, it’s more of a 
tactic. The work is no less important, but the bottom 
line is that it takes a lot more than just SEO to rank 
well today. That’s where DKM comes into play. 
Thought of as a strategy, DKM can be a blueprint for 
the work you need to do across an organization.

DKM as an Action
At the highest level, DKM as a strategy can be 
thought of as a unifying layer that collects, curates 
and activates all of the entities your business 
has. This is DKM as an action, which includes 
collecting your entities by identifying all objects 
that you control, which provide information about 
your company that you want your customers to 
have access to. An organization’s name, website, 
address, phone numbers, and so on. This list will 
include things like social media accounts, speaking 
engagements for management and more, so it’s 
going to be longer than you might first expect.

Curating these assets is the next step, which 
involves maintaining your data and making sure 
everything is current and accurate. 

Activating these digital assets is the critical next 
step, as it’s where you ensure all your programs 
(SEO, pay-per-click (PPC), social, paid social, direct 
mail, email, online ads, customer service, branding 
and review management) work together. Paid 
programs can feed conversion data to organic 
programs enabling you to effectively lower 
overall spends. Messages shared in paid search 
campaigns can come from, or mirror, messages 
used successfully in other mediums like paid social 
or online ads. Social media and customer service 
are directly linked, but must also know the exact 
wording that brand management is using to help 
customer communications stay focused.

DKM as a strategy means a move away from the 
more-than-a-decade-old practice of separating 
digital groups inside a company. It means using all 
your internal experts to help build cross-functional 
knowledge that presents a cohesive version of your 
company to the outside world. It’s a way of thinking 
and of approaching decision making. It’s horizontal 
and inclusive instead of vertical and exclusive and 
has a much broader impact across a company than 
SEO alone could have.
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DKM as a Person
If you are implementing a DKM-style approach 
to managing your digital marketing programs, 
there will be impacts and opportunities for SEOs. 
An obvious impact may be from a change in 
budget allocations (more below). Another impact 
could be from an increased need to work directly 
with multiple other teams. And SEOs may be 
called on to cover other areas of work that are 
not traditionally the purview of an SEO, but this 
really comes down to what you’re doing today.

One very real opportunity is that there is now a 
new career path inside a company. There will be 
a need for someone to lead the DKM effort, to 
build the strategic plan and help scope the tactical 
elements for execution. This level of involvement 
is often missing from today’s SEO career path, as 
SEO has become more tactical and less strategic. 
Over time, it will shift even more so in that direction, 
so as an SEO pro, now is the time to start learning 
the skills used by others in your company. The 
more cross functional you are, the more you’re a 
likely candidate to be the DKM in your company.

Your transformation: from SEO to DKM
As the SEO inside a company, you may have 
influence over several areas of digital marketing 
that impact the business. The technical side of 
SEO definitely lives with you, but what about 
content development (the actual production), the 
final deployment to make the site secure? Do you 
do actually go hands-on to do those, or do you 
influence others to do those? Branding is likely 
beyond the SEO’s remit, as is customer service, 
social and review management. Obviously every 
company is structured differently, so you may have 
more or less direct control over more of these 
elements, but the fact remains that at some point, 
the reach of an SEO runs out. There is more to an 
all-inclusive digital marketing plan than just SEO.

This is why Digital Knowledge Management is a next 
logical career step for an SEO, but to get there, just 
knowing SEO alone won’t be enough. You’re going 
to have to understand aspects of almost all of the 
elements that influence a company online today. 
Everything is included here: email marketing, ratings 
and reviews management, conversion optimization, 
SEO, social media, paid search, paid social and 
so on. To be the DKM, you need to be able to see 
how all of those aspects, when activated in unison, 
impact the company overall. The DKM’s focus will 
be on scoping that strategy, aligning the internal 
resources, developing the tactical plans for each 
group and making sure the goals are being met. This 
person will also need to be the open communication 
line in a company, making sure everyone from 
the CEO to the developers are looped in at their 
correct locations and moments in a plan.
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Role Responsibilities
This list will vary by business, but it should help simplify the view of where an SEO and a DKM hold 
responsibilities. You can see the SEO work is more tactical and the DKM focus, while drawing on work an 
SEO performs, is more strategic and often involves a higher level of interaction across teams and within the 
executive group of a company.

Here’s what a typical DKM job description might include:
Job objective or overall purpose statement: 
The Digital Knowledge Manager is responsible for overseeing the identification, creation, curation and sharing 
of all digital knowledge (NAP, official social accounts, hours of operation, approved photos, descriptions, etc.) 
about the company, it’s brands, products, people, locations and services. With the goal of growing customer 
engagement through today’s mobile and intelligent services.

Summary of the general nature and level of the job: 
This role is a senior level role reporting to the CMO. The Digital Knowledge Manager will collaborate with 
senior members of the company and help shape the direction the company’s digital marketing efforts take.

Description of the broad function and scope of the position: 
This role will directly oversee the core digital marketing teams (search engine optimization, paid search and 
social media marketing) and will work with PR, Marketing, IT, Sales and Design to support all marketing efforts 
(both digital and otherwise) in adhering to a common, centralized message as defined by the company, with 
efforts specifically designed to drive success against discrete, measurable metrics across all consumer touch 
points. Essential to this role is the ability to influence across teams.

SEO manages:
• Keyword/topic research

• Guidance on content types to produce (blog post,
video, lists, etc.)

• Technical SEO (structured data, URL structure,
code-level change suggestions, etc.)

• Guidance for mobile-friendly, secure and page
speed improvements

• Guidance and communications on search engine-
level changes that affect rankings

DKM manages:
• Collecting/curating a list of all company entities

(content, videos, company data (name, address,
phone, domain, etc.), executive biographies,
third-party media appearances (interviews, written
articles) and so on

• Cross-functional collaboration to align group
campaigns — ensuring teams share results and
opportunities to bolster each other’s efforts

• Guidance inside the company around new
technologies and consumer behavior change

• Alignment of internal team goals in support of the
overall company goals
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Budget Reallocation from SEO to DKM
As more companies realize the need to bring their 
marketing programs together so each element 
effectively supports the others, we’ll see budgets 
shift inside companies. Don’t be surprised if 
new team structures will be created to foster 
communication and information sharing internally. 
For many years, there has been a trend to separate 
SEO and pay-per-click (PPC), for example, despite 
the fact that a well-run PPC program can supply a 
wealth of knowledge to an SEO program around 
engagement and conversion.

Where does brand fit into the mix? And how about 
PR, or content? They each have a role to play, as 
do finance, IT and other potential internal groups, 
depending on your company type. The bottom line 
here is that as companies adopt this new concept, 
groups, teams, and budgets will shift. You can 
expect changes as companies shift resources to 
more centralized programs capable of using data 
management to their advantage across all programs.

You are no longer ranked just by how well you 
implement your SEO. So many other factors can 
overshadow this today that a single-focus approach 
will see you slowly slipping behind competitors. 
As the DKM for your business, it’s reasonable that 
a variety of key performance indicators will be 
your responsibility at a high level. Email program 
numbers, paid search conversions and cost 
management, social media engagements and 
customer satisfaction, brand awareness and lift 
numbers, and so on. These will, on some level, 
become the responsibility of the DKM, either in a 
direct fashion, or an indirect way.
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How to Prepare for the Future
If you’re an SEO, this might seem a bit intimidating, 
but the truth is, there is a solid path forward if we 
think of DKM as a role, and not just a strategy. For 
Digital Knowledge Management to work, it needs 
a person or people with a higher-level view of the 
company’s programs, processes, and products. As 
an SEO, you’re already familiar with much of the 
work needed to be successful in tomorrow’s search 
world, so this is an easy point to grow from. To help 
you visualize this job, we’ve created a DKM job 
description as a starting point.

The other skills you’ll need are paid search, an 
understanding of how social plays a role, a focus 
on review management, and customer service. The 
ability to influence others (directly and indirectly) 
is something you’re already working on and using 
daily. The trick is to hone that skill so that you can 
influence other teams inside your company to align 
with work that benefits not only their own team, but 
also the broader DKM strategy.

In short, refine your skills as a strategic thinker. You 
need to be able to explain across your company 
how all the pieces fit together, how the direction 
supports the goals, and you need to have a deep 
enough understanding of execution that you can 
deploy each marketing tactic to it’s best potential.

If you look only at one item of influence that impacts 
a digital business, Google’s algorithm updates are 
one of the biggest to watch. These changes alone 
have probably impacted more websites globally 
than anything short of today’s current surge in voice 
assistants, and maybe when mobile became a big 
deal. This website lists more than 100 changes at 
Google, and another dives deep into eight of the 
major changes to Google’s algorithm.

It’s a scary time when change arrives, but the fact is, 
change is always with us. If you’ve been an SEO for 
any length of time, you know this and now is the time 
to start thinking beyond just the tactic of SEO. It’s 
time to begin building your DKM strategy.




