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What is search engine optimization?  

Here’s a definition by "Search Engine Land," which is a leading search engine news website: 

Search engine optimization (SEO) is the process of getting traffic from free, organic, editorial, 

or natural search results on search engines.  

Let's have a look at the differences between paid and organic search.    

Difference between paid and organic search 

When we say organic search, we mean SEO (search engine optimization). We sometimes call it 

natural search. And we're going to compare that now to paid search. So that's where you advertise 

on search engines.  

Time 

One of the key differences is the time factor. So, with paid search, it's near instant results, and often 

in minutes. Whereas, with organic search, results can often take weeks, months, and sometimes 

even years. So we really do have to play the sort of medium to long game with organic search.  

Paying 

When it comes to paying, well, as the name suggests, paid search, you're actually paying on a pay-

per-click basis, and this happens on a cost-per-click basis. That means that if you want to appear for 

a keyword, you have to pay the search engine a particular amount for that keyword. For organic 

search, it's actually "free." And we've got free in quotes, and that's because it does require resources 

and time, and so there is an investment element to it as well.    

Return on investment 

In terms of the return on investment (ROI), it's actually much easier to measure with paid search. 

That's partly because Google actually provides more keyword data that you can capture in Google 

Analytics. And for organic search, it is a little bit harder to measure and sometimes, initially, the return 

on investment for organic search sometimes doesn't appear to be that good, and that's because it 

takes time.    

It takes weeks and months for your SEO to actually progress. Over the long run, organic search can 

have a very good return on investment. And when it comes to the share of traffic, roughly 20% to 

30% of searchers click on paid results, and that compares to 70% to 80% on SEO results. Most 

clicks are actually on the organic or the search engine optimization results.    

If we look at the top box "A” below, that is the paid results. So, we sometimes call that pay-per-click 

or cost-per-click.  

And then below that in the "B" box, we've got the search engine optimization results, which we 

sometimes organic or natural.  
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Similarities 

Let's just have a little look at the similarities between the two.  

Keyword research 

We're using a search engine for both and it requires a user entering in a keyword. So we'll need to do 

some keyword research for organic search and we're going to do some keyword research for paid 

search.  

Landing pages 

In order for those pages to provide a good result to the user, we're going to need to create landing 

pages. And that's really just another way of saying that we need a page that has content that targets 

the keywords.  

For SEO, a landing page needs to be connected on the website, so it needs to be linked to from the 

website. And for paid search, it can be the exact same page as organic, or it can be a completely 

separate page that sets off the websites.  

Traffic 

When it comes to traffic, that's obviously a big goal as well.    

Now, let's assume that we've done a good job with our SEO. We've optimized the landing pages 

around the keywords, then we can expect to start getting relevant traffic. And that's the same for 

paid search as well. 
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The three pillars of SEO 

While SEO changes frequently in small ways, its key principles do not. Since Google came onto the 

scene in the late 1990s, we can break SEO into three components. 

 Technical optimization is the process of completing activities on your site that are designed 

to improve SEO but are not related to content. It often happens behind the scenes.   

 On-page optimization is the process of ensuring the content on your site is relevant and 

provides a great user experience. It includes targeting the right keywords within your content 

and can be done through a content management system.  

 Off-page optimization is the process of enhancing your site’s search engine rankings 

through activities outside of the site. This is largely driven by backlinks, which help to build 

the site’s reputation.  

Search engine algorithms 

Search engine algorithms are computer programs that look for clues to give the searcher the exact 

results they are looking for. Search engines rely on algorithms to find web pages and decide which 

ones to rank for any given keyword.  

There are three steps to how search engines work:  

 Crawling, which is the discovery stage. 

 Indexing, which is the filing stage. 

 Ranking, which is the retrieval stage. 

Crawling 

The first step is crawling. Search engines send out web crawlers to find new pages and record 

information about them. We sometimes call these web crawlers ‘spiders’ or ‘robots’. Their purpose is 

to discover new web pages that exist, and also to periodically check the content on pages they’ve 

previously visited to see whether they've changed or been updated.    

Search engines crawl web pages by following links they’ve already discovered. So if you have a blog 

post and it's linked from your homepage, when a search engine crawls your homepage, it will then 

look for another link to follow and may follow the link to your new blog post.    

Indexing 

The second step is indexing. Indexing is when a search engine decides whether or not it is going to 

use the content that it has crawled. If a crawled web page is deemed worthy by a search engine, it 

will be added to its index. This index is used at the final ranking stage. When a web page or piece of 

content is indexed, it is filed and stored in a database where it can later be retrieved. Most web 

pages that offer unique and valuable content are placed into the index.  
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A web page might not be placed in the index if: 

 Its content is considered duplicate. 

 Its content is considered low value or spammy. 

 It couldn’t be crawled. 

 The page or domain lacked inbound links. 

Ranking 

The third step is really the most important step, and that is ranking. Ranking can only happen after 

the crawling and indexing steps are complete. So once a search engine has crawled and indexed 

your site, your site can be ranked.  

There are more than 200 ranking signals that search engines use to sort and rank content, and they 

all fit under the three pillars of SEO: technical optimization, on-page optimization, and off-page 

optimization.  

Some examples of signals that search engines use to rank web pages are: 

 Keyword presence in title tag: Engines check to see whether the keyword or a synonym 

was mentioned on the page and within the title tag. 

 Loading speed of web page: Engines check to see whether the web page loads quickly and 

is mobile friendly. 

 Website reputation: Engines check to see whether the web page and website is considered 

reputable for the topic being searched for. 

Google Hummingbird 

Google’s main search algorithm is called Google Hummingbird, and it is responsible for deciding 

how to order and rank search engine results. 

In 2013, Google upgraded its main algorithm and named it Hummingbird. This upgrade included 

Google being better able to understand the meaning of keywords and to return more relevant 

results.  

In 2015, Google announced RankBrain, which is a sub-algorithm of Hummingbird and an artificial 

intelligence system. It processes search results to provide more relevant results for users. This 

further illustrates the importance of understanding the true meaning of keywords, rather than just 

matching keywords to pages that mention them.  

What is a keyword? 

A keyword is a word or phrase that a user enters into a search engine to accomplish a task. In 

general usage, a keyword normally implies just one word, but for SEO it can mean one or more.  

Types of keywords  

Let's look at the different types of keywords. Broadly speaking there are three types of keywords: 

navigational, informational, and transactional.  
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Navigational 

Navigational queries are keyword searches for a specific website or web page. A query essentially 

means a keyword – it is what you're querying in a search engine. Queries and keywords are used 

interchangeably in SEO. Moz or moz.com is one of the best-known SEO websites.  

Example keywords for moz.com are:  

 Moz (the brand name) 

 moz.com (the website URL) 

 rand fishkin moz (the name of one of the website’s co-founders) 

We can think of these types of keywords as signposts that direct searchers to a place they already 

have in mind. If you search Google for a brand name, a URL, or a person’s name, you are using 

navigational queries.  

Informational 

Informational queries are keyword searches used when the searcher is looking for information. For 

example: 

 How to do keyword research 

 Keyword research guide 

 Navigational vs informational keywords 

Informational queries make up the largest proportion of keywords and happen at the earlier 

awareness stage of the buying cycle, so they are harder to convert into sales. Blog posts are 

examples of content where informational keywords are often targeted. That’s because a blog post is 

more about informing, rather than selling.  

Transactional 

Transactional queries are keyword searches where the searcher is showing signs that they are ready 

to purchase something. For example:  

 Keyword research tool 

 Best keyword suggestion tool 

 Keyword analysis software 

Transactional queries happen at the last stage of the buying cycle and are easier to convert. 

However, they tend to be more competitive as they are targeted on sales pages and are often the 

first keywords to research and optimize for.  

Keywords and the buyer’s journey  

Let's take a look at keywords and the buyer’s journey.  

The key stages in the buyer’s journey are: 

 Awareness 

 Interest 

 Consideration 
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 Conversion 

 Retention  

Navigational keywords form a smaller proportion of all keywords. They are often brand-related 

keywords. These queries tend to happen at all stages of the buyer’s journey. If the buyer has done 

their research and decided on a product or a website that they want to buy from, they'll quite often 

finish on a brand term.  

Informational keywords collectively form the largest proportion of all keywords. These queries 

happen earlier in the buyer’s journey, during the awareness and interest stages, and sometimes the 

consideration stage. They are harder to convert into sales, but less competitive to rank for.  

Transactional keywords form a smaller proportion of all keywords. These queries happen in the last 

stage of the buyer’s journey, when the customer is ready to buy. These queries are easier to convert 

into sales, but more competitive to rank for.  

What is a SERP?  

SERP stands for Search Engine Results Pages, and these are the results that you see after you 

search for a key word.  

There are three different types of SERP: 

 Classic SERPs (These are the normal results that you see) 

 Universal SERPs 

 Extended SERPs 

Classic SERPs  

Classic SERPs are predominantly what we think of when we think of SEO. These are the regular 

results that we see on a day-to-day basis and we're going to cover these elements in more detail 

when we get onto the On- Page Optimization section.    

What we first see is the title tag.  

  

This is one of the most important elements where we need to think about working our keywords into. 

And that's because search engines pay a lot of attention to the title tag. It's also the first thing the 

user sees before they click on to your listing.  

And below that we can see the URL. So, essentially that's your web address.  
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Below that, we've got the meta description tag. That's a short little snippet that you've got to really 

sell to the searcher that your website is worth clicking on.  

And then below that sometimes what you'll also see are rich snippets. (We can't actually see this in 

the results that we're looking at now because it doesn't exist in this example.) So in this example, 

there are some stars and there is a number out of 5, 4.8, and some reviews. And when we use rich 

snippets in SEO, it really can help with the click-through rate because it makes the results that much 

more engaging.  

The last bit we can see are what we call sitelinks and these tend to show for navigational keywords. 

So remember, navigational keywords are often brand related keywords and when search engines 

think that you're an authority for a keyword, they like to show more listings from your website.  

Universal SERPs  

By universal, we're thinking about videos, we're thinking about images, we're thinking about local 

listings, and you'll sometimes see some shopping results and also some news results.    

So, these listings all work differently to the Classic SERPs and the optimization techniques will differ 

as well. So for videos, you'll sometimes see some videos up here, and it really depends on your 

industry, it may well be that it's quite uncommon to see videos, but it may well be that local listings 

are much more common.    

So for example, if you are a hotels company, then you're probably going to find there's going to be a 

lot of local listings or Google maps that will be showing.  

  

So just to give you an example, so this is the Sears Tower that we've typed in it, which is a key 

phrase, and this is in Chicago and it's also known as the Willis Tower.    

So, in order for your business to appear in these local results, you actually have to register for Google 

My Business. And because this is quite a popular landmark in Chicago, what's happened is people 

had naturally left reviews and that will help with its local listings because they've got more reviews. 

But as a local business, you can actually encourage reviews yourself. You can ask customers to leave 

reviews for you.  

Extended SERPs  

The Extended SERPs is relatively new. These have kind of being around for the last, predominantly, 

the last few years. 
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 Knowledge graph: The first one is knowledge graph and we're going to come to that in a 

moment and we'll talk about that in a bit more depth.   

 Direct answers: Sometimes you'll ask Google or a search engine a question, and they'll 

actually give you the reply directly. So, for example, I might ask, "When is high tide in 

London?" and I would get an answer back from a search engine.    

 Related question box: We sometimes see that at the bottom of search engines where 

you're just given related results, that's been around for a while.  

 App Packs: These are actually results that are related to mobile apps. 

 Twitter Cards: These are just results that are related to Twitter messages.  

So, some of these will stay for quite a long time, some will go, and we'll probably find that over time, 

we'll get new ones introduced as well.    

So just to give you an example, if we look at this listing below, we can see that there is a knowledge 

graph entry for Digital Marketing Institute and that's because they are listed in Wikipedia.  

 

Search engines look for facts and Wikipedia is quite a good place to get facts and if you're, you 

know, an experienced business or a business of a certain size, you might well have a Wikipedia page 

and then you become part of a knowledge graph. 
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Importance of SEO objectives 

We'll first review the importance of setting SEO objectives. 

They encourage buy-in from key stakeholders 

The first one's really important. So let's imagine you've got a marketing manager as your boss or 

maybe the marketing director, or possibly, you even report to the CEO, maybe even you run an 

agency and your stakeholders might be your clients.    

But from my experience, for SEO to really work, it needs to be embraced in the company. And I think, 

historically, for some reason, SEO has built up this reputation of being a bit of a dark arts. And for 

those that don't really understand SEO truly, people do think of it that way. It's this black box where 

magic happens and sometimes it works and sometimes it doesn't work.    

And really your goal is to inform the stakeholders who are responsible for SEO in some way, how 

SEO works. And what I would advise maybe doing is after you've done this course, is just to 

summarize how SEO works and maybe even present it to someone. It could be a friend, or it could 

actually be one of the stakeholders in the business.    

They help to formulate your SEO strategy 

The second reason why SEO objective is important is they really help formulate to your SEO strategy. 

So, if you don't know where you're heading, it's very difficult to actually get to that place. And if you 

think about it, when you go into a car and you want to go on a long journey, you might use some sat 

nav to tell you how to get to that destination.    

But if you can't put in the destination that you want to get to, you're going to find it very difficult to get 

there. And it's similar with SEO. We need to set objectives so we can be clear where we want to get 

to, and we can actually move in that direction. 

They ensure objectives are met 

The third one is, they ensure objectives are met. There's an old saying, "What gets measured gets 

managed," and I find that really is true.    

What should you measure? 

So, while it can feel like a laborious task to set objectives, it really helps you with your SEO progress. 

So what types of things should you measure?  

 Keywords: Well, keywords are important, so we can set objectives for keywords. And we're 

going to look at how you do keyword research, and we'll talk about how you can measure 

keyword rankings as well. But essentially, what you might find is that you've got a target list 

of keywords, maybe it's 50 keywords, it could be a lot more. But let's say it's 50 keywords 

and you want to set objectives around how well you're doing for those keywords.  

 Traffic: It might be traffic-related. So, when you get website traffic to your website, you want 

to see how well you're doing for organic search or SEO.    
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 Market share: Maybe it's market share-related. So, when you do your keyword research, 

you'll actually get an idea of what search volumes are actually happening for keywords. And 

when you do that, you can start to work out what the market share is for a list of keywords 

that you want to target. And perhaps, you're getting a certain percentage of the market 

share and you want to increase that.    

 Brand or product awareness: For brand and product awareness, the more people are 

talking about your brand and searching for your brand, that's going to have a positive impact 

on your business.  

So we'll talk about some ways of measuring the brand.  

 Lead generation: Not all businesses can accept money on their website, some just sell 

services, for example, and we need a way of measuring how well that website is operating in 

terms of leads for the services.    

 Backlinks: So if you want to build up your website's reputation, the best way to do this is by 

encouraging other websites to link to your site so we can set SEO objectives such as, "Hey, 

let's try and build 5 backlinks in the next 30 days." 

 Ecommerce: We can also set objectives around ecommerce. So if you're familiar with 

Google Analytics, with a little bit of tweaking in the code on your website, you can actually set 

up tracking of e-commerce. And we can set objectives around that as well.  

 Ads revenue: Maybe you're a large publisher or a blogger and it might be that actually the 

way that your business succeeds is by selling ads revenue, so that might be a way that you'll 

want to look and setting objectives. 

SMART objectives 

As with setting any goal or objective, especially marketing ones, it helps if they follow the SMART 

methodology.  

This means your objectives are: 

 Specific: They must clearly describe what it is you set out to achieve. 

 Measurable: They should have clear metrics that can be measured before and after an 

objective is met.  

 Achievable: They should be realistic for your business to achieve by a certain time.  

 Relevant: They should relate to the overall business or individual objectives. 

 Timed: They should have a target date for completion to encourage action to be taken 

to complete the objective. 

The most common SEO objectives involve the measurement of keywords, traffic and conversions or 

sales. Here are some examples of SEO objectives that can be used as a guide to setting relevant 

objectives for your own business or website: 

 "Move 50% of our top 20 keywords onto the first page of Google within nine months." 

This objective focuses on keyword ranking. 

 "Improve our year-on-year organic traffic by 20% in quarter three and 25% in quarter 

four." This objective focuses on increasing organic website traffic. 

 "Grow our SEO market share from 3% to 5% in the next financial year." This objective 

focuses on growing market share. 
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 "Build 12 relevant backlinks from recognized industry websites within 12 months." The aim 

of this objective is to improve website reputation. 

 "Generate 15% more ‘request a brochure’ leads from organic search within three months.” 

If you don't sell anything on your website, an objective like this focuses on increasing 

leads which may convert to sales.  

Objectives for different businesses 

The focus of your objectives will vary depending on whether your business is transactional or 

informational.  

If your business is transactional and you have an ecommerce element, you’ll want to set your 

objectives around tracking sales and lead conversions. However, if you're a non-ecommerce 

commercial site, you’ll want to focus on lead generations. 

 Ecommerce sites: Objectives are often in tracking sales and lead conversions 

 Non-ecommerce commercial sites: Mostly interested in setting lead generation SEO goals 

If your business is informational, you are more likely to set objectives focusing on brand awareness or 

website traffic.  

 Blogs: Look for brand awareness or increasing their traffic 

 Large publishers: Interested in ad revenue goals, for example increasing organic page views 
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What is keyword research?  

Keyword research is the process of discovering the keywords used by potential customers to find 

your products and picking the most relevant keywords that are within your reach and that have a 

good search volume. And quite often what I find from experience of training companies is people 

feel that they know what keywords their customers are using.    

And sometimes that is true, but sometimes it's not. It's the language that they're using internally in the 

office. And that can be quite different to the language that your customers are using. So it's a really 

important process that we spend some time doing.  

The importance of keyword research  

Why is it important to do keyword research? 

Get the right kind of visitors to your site 

What's going to happen if you get the wrong kind of visitor to your site? Well, it's likely to not convert 

into sales. It may convert into leads, but it could be the wrong type of leads, which means your sales 

team's not going to be very happy.  

Identify keywords with high search volume and omit low volume terms 

Let’s look at the search volumes for keywords. We can hang on to the phrases that have good 

search volume, and we can actually cut the keywords that actually have poor volume, that we've 

maybe thought were good but actually aren't particularly good.  

Identify content gaps on your website 

Another thing that keyword research is great for is identifying gaps on your website. So these are 

content gaps and this is more common than you might think.    

So, when we lay out a website, quite often it might the web designer is actually leading the process, 

or maybe it might be your marketing manager, or your CEO who's actually decided what content to 

have. But it's not necessarily the content that your users or your potential customers are looking for. 

And you can identify that by doing keyword research.  

Target keywords that are within your reach 

And the fourth point that we're going to look at is targeting keywords that are within your reach. So, 

when we look at keywords, we're going to look at the, you know, we're going look at the 

transactional types of keywords, we're going to look at navigational keywords, and informational 

keywords. It's natural to think that many of the transactional keywords will be highly competitive or at 

least, you know, more competitive than the other two types of keywords. And, of course, we will want 

to target those, but we don't want to forget about the informational keywords which tend to be a little 

less competitive, but still useful in the marketplace.    
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Short-tail and long-tail keywords 

So let's have a look at the long and short of keywords. 

Short-tail keywords 

Short-tail keywords are typically one or two keywords. They tend to be less specific, so really, they're 

quite generic keywords in your industry.    

So, if we think of skiing, ski holidays, snowboards, these are all one or two keywords. They're quite 

generic in describing an industry, and those are examples of short-tail keywords. 

Long-tail keywords 

 If we move on to long-tail keywords, so these are typically three or more words, and they tend to be 

more specific as well.    

So "best time to go to Whistler," so that's a skiing resort in Canada. "Self-drive ski holidays France," 

so most people take the plane to go skiing in Europe, but some people like to actually drive to their 

destinations. That's an example of quite a specific phrase. And another one could be "best 

snowboard for all-round mountain."    

Short-tail versus long-tail keywords 

Now if we look at this graph, we can see, on the left side, that we've got short-tail keywords. And this 

accounts for around 30% of all search traffic. And individually, these keywords have high search 

volume, so things like "ski," "snowboards," but they also have high competition.    

 

Now to the right of this graph, we can see that there's around 70% of all search traffic comes from 

long-tail keywords. So these are keywords that individually have less search volume but collectively 

account for a large chunk of the search traffic.  

Key differences 

Okay, so what we're going to do now is, we're going to look at the differences between long- and 

short-tail keywords in a bit more detail.  
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Intent 

When we think about the intent of a keyword, let's say for skiing, we don't really know what the intent 

is. Maybe someone wants to go on a ski holiday, maybe someone wants to buy a ski, maybe 

someone wants to learn how to ski. There's quite a lot of different things people could be looking for.    

Compare that to long-tail keywords, and the intent is much more specific. So maybe I'm looking for a 

self-catering ski chalet in the Cipher, France, that's more specific and that's a long-tail keyword.  

Rank 

When it comes to ranking, the short-tail keywords are harder to rank because they're more obvious. 

People have thought of ski or skiing as a key phrase and because individually they have a high 

search volume, people want to rank for those phrases as well.  

For long-tail keywords, it's easier to rank for because there's less competition.  

Conversion 

When it comes to conversion, because the intent is vaguer with short-tail, it's actually normally harder 

to convert.    

So if someone's typed in "ski holidays in France," and, you know, I would say that's a short-tail 

keyword, it's relatively hard to convert because there's a lot of ski destinations in France, and we 

don't know whether they're looking for the high-end luxury, we don't know whether they're looking 

for cheap.    

And if you compare that to a more specific long-tail key phrase, so someone has decided the exact 

resort that they want to go to, they've decided they do want luxury, and maybe they've decided that 

they want to be catered for, then that's going to be easier to convert.  

Search volume 

When it comes to volume, so even though short-tail keywords individually have higher search 

volumes collectively, it's smaller, compared to long-tail keywords.    

Research 

Now one thing with short-tail keywords is it is easier to research. There's a smaller number of 

keywords, so you'll be able to research what those are, quicker. Whereas with the long-tail, it does 

require more research, what you can look at as a plus or a negative. It's a negative in that it will take 

more time, but it's a plus in that it's quite possible that your competitors won't go into enough 

research that's necessary. 

Steps to Successful Keyword Research 

Before proceeding with on-page optimization, we need to conduct keyword research following 

these steps: 
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 Pick a topic to research: Focus on one topic or theme at a time. Imagine what the 

webpage you want to optimize looks like. 

 Brainstorm keywords: Research keywords with similar meaning around a closely related 

topic. Focus on quantity over quality at this stage. 

 Review keyword value: Gather keyword data to help decide how useful the keywords 

are, and whether they are within reach. 

 Prioritize keywords: Decide which keywords are the most important, and which ones you 

wish to focus more on. 

Your research topic could be a product or service, a source of information, or a brand or person.  For 

example, ‘What size snowboard do I need?’ appears both informative and transactional but is 

considered informative as the searcher is researching before deciding to make a purchase. 

Picking a topic to research  

When picking a topic to research, it’s important to focus on one topic at a time and make sure that 

it’s closely aligned to your objectives and your industry. As you carry out your research, it’s good to 

have a web page in mind as well as the needs of your customers. 

Avoid being too generic or trying to research the whole website in one go. The most common 

mistake people make in keyword research is focusing on short-tail keywords that aren’t relevant 

enough for search engines to rank. For example, targeting the phrase ‘shoes’ on a running shoes 

page is too generic, and not relevant enough for search engines to choose and searchers to be 

happy with. 

Brainstorming keywords  

The next step is to brainstorming keywords. This involves coming up with a list of keywords that are 

closely related to the topic you have chosen. You’ll need to think of synonyms as well as plural and 

singular keywords. It is important to aim for quantity rather than quality, but the results still need to be 

relevant to your topic. Try to think of at least 10 keywords where possible.  

When you are brainstorming, try to avoid straying too far off topic, trying to find only perfect match 

keywords, or stopping at two or three keywords.  

Tools to help you brainstorm  

There are some useful tools available to help you brainstorm for keywords.  

 Search engine suggestions and related searches: You can see an example from Google 

below. The star has been added to the keyword search to get more specific results. The 

related search suggestions give more ideas around the same topic.  

 Google Keyword Planner: Another useful tool is Google Keyword Planner, which is part of 

Google Ads. You can enter a keyword and it will give you a list of suggestions related to that 

keyword, as well as search volumes for the keyword. You can also use filters to customize 

your search.  

 Keywords Everywhere: This is another helpful tool for brainstorming keywords. It is a free 

Chrome plugin and that can be used with Google Keyword Planner and other search engine 

interfaces.  

 Competitor keyword analysis: Another approach you can take to brainstorm keywords is to 

look at the keywords your competitors use. SEMrush is a popular competitor keyword 
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analysis tool. You can put in a website's homepage and it will provide you with a list of that 

website’s most valuable keywords.   

 Search volumes: As you brainstorm, compile a list of keywords and include the search 

volumes for them so that you can compare them later on. In this example, you can see a list 

of keywords in the left column and the search volume for each keyword in the right column.   

 

Steps to reviewing keywords 

There are five steps to reviewing keyword value and difficulty. 

1. Get the keyword search volumes. 

2. Get the keyword difficulty scores. 

3. Get the keyword rankings. 

4. Review the keywords. 

5. Assign a relevancy score. 

Search volume and relevancy score 

There are two key considerations when deciding which keywords are best for your topic and 

business. 

 Search volume: The higher the search volume, the better the keyword is. For SEO we tend 

to target keywords at a country level, so select the most relevant country that you wish to 

target. 

 Relevancy score: This is a subjective grading between 1 (high) and 3 (low) on how relevant a 

keyword is to a topic.  

Keyword stuffing 

In the example below, we have graded ‘picking a snowboard’ as a 3 for the relevancy to the topic. 

The topic is about snowboard sizing, so while ‘picking a snowboard’ is a related topic, it is actually a 

parent topic. You can also put an ‘X’ against keywords with zero search volume.  

In some very niche industries, especially where there is a high average order value, you may still wish 

to target keywords that are flagged with zero search volume as it’s still possible they may bring in 

traffic and conversions.  
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Keyword stuffing is frowned upon. If you look at a title tag, which is the blue clickable link in a search 

result, you'll see that it is a specific size. If that size is exceeded, it will be truncated; and if it is 

exceeded by a large amount, it will start to be ignored by search engines. On average, you can aim to 

work between three and five keywords into a title tag. It is important to focus on the most valuable 

keywords, and that’s why prioritizing them helps.  

Prioritize keywords 

Based on the metrics you have acquired, pick out the most important keywords. Keywords with a 

good relevancy score and good search volume should be most highly prioritized. There will also be a 

subjective factor regarding how good a fit the keyword is for the business, and the likelihood that it 

will convert into business objectives. 

Always choose one P1 keyword. This is the most important one to focus on and is known as the 

primary keyword. 

Choose two P2 keywords. Also known as secondary keywords, these are the next most important 

keywords after P1 keywords. 

Choose three or more P3 keywords. Known as tertiary keywords, these are the next most important 

keywords after P1 and P2 keywords.  

 

In this example, all the keywords have been graded with 1 for topic relevancy which means they are 

highly relevant. So, in this case, prioritization has been decided based on search volume and 

subjectivity. 
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Conduct some research 

We're going to do practical exercise now. And this can be for pages that already exist on your 

website, or maybe this could be for content gaps. This is for pages that don't exist on your site, but 

actually could be quite valuable to create. And what we're going to do is we're going to build a 

spreadsheet with the keywords that you've researched for topics.    

Let's have a look at how you do that. So, in this example, this could be using Google Sheets. It could 

be using Microsoft Excel or any spreadsheet that you use. What I would encourage you to do is in 

the left column we just list the topics that you want to research.    

Aa topic could actually just be, like I said before, it could be a webpage that you already have or 

maybe an area that's a gap that you'd like to create content for. And in the columns afterwards we 

want to have one P1 keyword, two P2s. And typically we probably have between three and maybe six 

P3 keywords.    

But it can vary on the topic that you're researching. So we can see we've got the keywords that we 

researched in the previous slide. And then we could actually go and build this further. I would 

encourage you to spend some time researching the first topic.    

And I would probably say maybe somewhere between 45 minutes and an hour for the very first 

topic. And then what you'll find is as you do more and more topics you'll probably speed up the 

process. So it might only take you 30 minutes to do a topic. And that's a really good thing to do. And 

later in the training we'll look at how you can set up keyword rankings for these keywords as well so 

you can see how well you're ranking before you've made any changes and also how well you're 

ranking after you've made changes, which we'll cover in the on-page optimization section.  
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What is it?  

Technical optimization is SEO activities that are completed on your site and are designed to improve 

SEO but are not related to content. So let's have a look at some of these features.  

Features 

So we're going to look at these activities in more detail, what they are in terms of ranking factors.  

We'll look at some ranking factors that actually improve your technical optimization.  

And what you'll find is sometimes you might need some technical help. So, if you're not that 

technical yourself, you might need to ask a web developer or someone that looks after, maybe, the 

web admin for your website.  

And when it comes to the time investment, this is largely up-front. So, if you've got a website and 

you want to make sure that it's technically search engine-friendly, then we can do a lot of that at the 

beginning.    

We'll also look at some tools that help make your website ‘search engine friendly’. Screaming SEO 

Frog is a tool that's very good that you might like to investigate.  

Google Search Console  

Google Search Console is a free service that's offered by Google that helps you monitor and 

maintain your site's presence in Google search results.    

Diagnosing technical issues  

So essentially, if you've got a website and you want Google to know about it, it really helps if you 

register it for Google Search Console. And it's not just Google Search Console that you can register 

for. Bing has a very similar service which is called Bing Webmaster Tools. And some other things that 

you can have a look at in Google Search Console, we're going to cover now.    

Crawlability optimization in five steps  

We're going to have a look at these in five steps. And when we think about crawlability optimization, 

there are more things that we can investigate but these are maybe what we would call the top five.  

Step 1: Minimize site errors  

So firstly, we'll want to minimize site errors. We'll talk about redirects, how you use them wisely. We'll 

talk about why you need an XML site map and where you can submit one to. We'll also want to 

minimize duplicate content because you'll remember in order for content to be indexed it needs to 

be unique ideally.    

And we'll also talk about how you can check to see if a page actually has been indexed. So minimize 

site and URL errors. Well, let's assume that you now have access to Google Search Console. You can 
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either ask a colleague how you can get access to it, or if you just Google "Google Search Console 

setup" you'll find instructions there.    

But one of the first things that you'll see in the crawl section is crawl errors, and these can be site 

errors or they can be URL errors. Now in this case, what we can see in this screen is there's actually 

4,859 "Not Found" errors. So we really want to get that to be as low as possible, and really it's relative 

to the number of URLs on your site.    

If you've got a site with 200,000 URLs, then, you know, 5,000 errors isn't that bad. But if you've got a 

site maybe with 20,000 URLs and a quarter of them are firing up errors, that's much more significant. 

And what we want to do is we want to minimize the errors on important landing pages.   

In fact, they shouldn't be any errors at all on important landing pages because that will mean that 

possibly the pages can't be crawled or indexed, or if they are already crawled and indexed, it might 

just mean that the user doesn't find what they need. So use redirects wisely. So if you have changed 

the URL, maybe you've taken off an S from a URL, you've changed it from being plural to singular, if 

you haven't done a redirect what will happen is the old URL will throw up a "Page Not Found" error.    

That means that if a search engine has built up history and trust about a URL, on the old URL and you 

haven't done the redirect, it means the reputation history won't be passed. It's bad user experience if 

someone's bookmarks an old URL and they can no longer find the new one.  

Step 2: Use redirects wisely  

You want to use a redirect and what we generally want to use more often than not is a 301 

permanent redirect.    

And that tells search engines that this is a permanent measure, it doesn't have to be forever, but it's 

not something that you're planning in changing in the short term.  

302s are another form of a redirect. You know, some in the industry think that 302s don't pass any 

reputation and some believe that they do pass some or, in fact, all the reputation.    

But to play it safe, I would generally advise to go for a 301 redirect if you do want to pass reputation.  

The last one to look at is a meta refresh. This is something that can happen on the page and quite 

often it can be generated by JavaScript. So it's not something that we normally want to do for SEO 

but you might find some purposes for it for non-SEO reasons.    

Step 3: Create and submit an up-to-date XML sitemap  

What we're going to look at now is an XML site map. XML site maps are designed specifically for 

search engines and typically, they will list all the URLs that exist on your website. So, in this case, what 

we can see is this is for a website that has 25,000 or over 25,000 URLs have been submitted in the 

XML site map, but actually only 3,137 have been indexed.    

So that means that there are a lot of URLs that haven't been indexed. And had we not created the 

XML site map and submitted it to Google Search Console? We wouldn't have known that 

information. And one of the reasons that might have happened is, do you remember in the previous 

step, we saw that the website had a lot of Page Not Founds.    
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So that would explain why quite a few of them hadn't been indexed. Maybe they've got a lot of 

duplicate content, but at least we know that in this case, we need to investigate further why Google 

isn't indexing the majority of the pages.    

Step 4: Minimize duplicate content 

Search engines generally prefer unique content. It takes a lot of resources to revisit pages during 

crawling and to access its pages and its index. So it wants to have a lean index as much as possible. 

So it's definitely not a good idea to copy content from other websites, and even you want to be 

careful about how you reuse content on your own website.    

A little bit of duplication is okay, but if you've got, you know, the majority of a page is just duplicate to 

another page, it might mean that that page gets discounted or even it may just get de-indexed or not 

indexed at all. Okay. So step five is checking for index pages. Now in order for a page to rank, it has 

to be indexed.    

Step 5: Check for indexed pages 

It's really important that we know that our top landing pages are indexed. So one way you can do this 

is by either typing in a keyword into Google or a search engine or you can type in a URL into Google, 

and then when the listing appears, what you can actually do is you can click the triangle and then 

click Cached.    

And what will happen then is that you will see whether the page has actually been indexed or not. If it 

has been indexed, you'll get a version of the page and you'll see the date and the time of when it was 

indexed.  

Technical SEO ranking factors 

When we think of technical optimization, it's mainly about optimizing for crawlability and ease of 

access to get your pages indexed.    

But there are factors that actually affect your SEO performance and rankings. The first one we're 

going to look at is site speed, we're then going to look at mobile friendliness, and then we'll finish off 

with HTTPS, so that's making your web pages secure. 
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Site speed 

You need to understand how to improve site speed. Now, when we load a web page, really what we 

should be aiming for is two seconds or less.    

If it's any longer, there is the worry that the user will get fed up and hit the back button or maybe 

they'll just get frustrated and get a bad feel for your business or your brand. So things that we can do 

is we can make file sizes smaller for images, we can compress texts and files. When a web page is 

loaded, there may be as many as 100 requests being made, so maybe a request for an image, a 

request for a technical file like a CSS file.    

And the smaller number of requests means the quicker the page is going to load. You may need to 

upgrade your web hosting. If your web host is maybe quite a cheap one, it might mean that you're 

not getting the performance that will really allow you to get a fast loading web page. There are quite 

a few more factors that we can look into as well which we will cover.    

And one way you can do that is by using a tool provided from Google, and it's called Page Speed 

Insights. So with Page Speed Insights, it allows you to add in a URL and it will actually give you a 

score from Google to say how well optimized your web pages for speed.    

So in this case, for the bbc.co.uk, the desktop gets a 76 out of 100, and there's actually some 

elements that the tool is offering to suggest improvements. You can also click on the mobile tab and 

get recommendations for mobile as well. But rather than use the mobile tab, another alternative you 

can do is actually use another separate Google tool, and this one is called Test My Site - Think With 

Google.    

And the idea here is that you add in a URL and it just goes a little bit more in depth of how it checks 

your speed for mobile. So, in this case, it's saying that it loads in two seconds google.com, and this is 

on a 3G speed experience. This is considered a very good speed on 3G. So I definitely recommend 

checking out that tool.    

One of my favorite tools is Pingdom. So with Pingdom, it's another tool that helps, you know, 

diagnose any issues with slow loading web pages. And what you can do is you put in a URL, you say 

"Test From" and then select the closest test area to your location, and then you can hit Start Test. 

And in this case, we can see for twitter.com, the load time is just over one second.   

It's actually given it a performance grade of 90%, and it's saying there's 18 requests which is quite a 

small number. And if you use this tool and you actually scroll down, you'll get more details about 

things that might be slowing your website. So you'll be able to see whether you've got large images 

that maybe you can reduce in size. So I definitely recommend checking out pingdom.com.    

Mobile friendliness 

This is about making sure that your website renders in a nice way for mobile devices. And Google 

actually announced back in 2015 that this was a ranking factor, will be only a slight ranking factor, but 

a ranking factor nevertheless.    

And also in 2015, mobile actually overtook desktop. So more people were using mobiles to Google 

search queries than they were desktops. And currently, Google has actually announced that it has 

plans to have a mobile first index, and this might happen quite soon.    
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And what that means is when Google actually builds up its index, it's going to do it in a way that 

responds to mobile devices primarily and secondary to desktop devices. So how can you check if 

your website is mobile friendly? Well, there is a tool called the Mobile-Friendly Test.    

You enter in a URL and it will tell you whether your web page is mobile-friendly. Now this tool only 

checks, you know, a URL at a time. And if you do want to check out your whole website to see if it's 

search engine-friendly, then you can do that through Google Search Console. So that's another 

reason that you probably want to take a look at Google Search Console.    

HTTPS 

So the S in HTTPS means that the page is secure, the page will have a certificate, and that's 

something that Google announced as a ranking factor in 2014. And before that point, we generally 

only used HTTPS on private pages.    

So maybe where you are taking the payment from someone or maybe where you're taking contact 

details from someone, we generally made those pages securely. But after 2014 or during 2014, what 

we actually started to see was lots of websites were actually making the whole website secure, and 

that's because there's a slight ranking benefit for doing that.    

Now, if your website hasn't got a HTTPS, it's only a small ranking factor at the moment, but you might 

want to think about getting HTTPS which would require a certificate, but it would also require making 

sure all the old URLs, the HTTP redirect to the new URLs.    

What is it? 

On-page optimization is the process of ensuring the content is both relevant and provides a great 

user experience. In the past, many businesses approached it as simply keyword stuffing: mentioning 

their keywords as many times as possible within the content. This made for a poor user experience. 

These days, on-page optimization includes smart keyword targeting, where keywords are mentioned 

in key elements while still providing a good user experience. This means that your content reads well, 

and also satisfies what the user is actually looking for.  

Changes are made through a Content Management System (CMS), meaning a non-technical person 

should be able to update it. If you have a modern CMS like WordPress, it should be easy to target 

keywords in key elements. This includes making images, headings, main body copy, meta 

description tags, and title tags. 

Tools used 

SEOptimer, SEO SiteCheckup, and MozBar are free SEO tools that can be used to scan the HTML of 

a web page and identify important on-page elements, allowing you to quickly check whether the 

page has been optimized or not.  

Mozbar is a Chrome and Firefox extension created by Moz.com. It has more functionality in Chrome, 

as do many other SEO browser extensions. In this example of a results page from MozBar. You can 

see that the tool has found the URL, the page title, the meta description tag, the meta keywords, and 

the H1 tag.   
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Categories of on-page optimization  

There are two categories of on-page optimization. 

Pre-click on-page optimization 

Pre-click on-page optimization is what is visible to the user before they click on a result on the 

search engine results page. It includes the title tag, the URL, and the meta description. The goal of 

pre-click optimization is to encourage the user to click on your listing.    

Post-click on-page optimization  

Post-click on-page optimization is what is visible to the user after they click on your listing and land 

on your web page. It includes the main copy, the main heading and sub-headings, hyperlinks, and 

images.  

Title tags 

After the main body copy, title tags are the single most important on-page element to get right. They 

are the first part of the listing that a user sees after they run a search, and search engines pay close 

attention to the words that are provided. This in turn influences how well your web page will rank.  

In Chrome, you can view the title tag in the source code by right-clicking on the web page and 

selecting ‘view page source’. The title for this web page will appear as <title>Corporate Training | 

Digital Marketing Institute</title>. 

Title tags are a vital part of on-page optimization. 

 Heavy weight: They are a heavy weight SEO signal and the single most important place 

to include keywords. 

 Higher rankings: Web pages are ranked more highly if title tags are done correctly. 

 First view: They are displayed as a blue clickable link and are the first thing a searcher 

sees 

Optimizing title tags 

How can you optimize title tags? 

Work in keywords 

It is important to get the right blend of keywords when optimizing title tags. One of the reasons 

keyword research is prioritized is for title tag optimization. If the title tag looks like one long keyword 

list, you may be considered a spammer; but if it includes your main keywords, and is written in 

natural, compelling English, then it should work well. 

Here are some tips: 

 Include main (primary and secondary) keywords. 

 Position main keywords nearer the beginning. 

 Avoid keyword stuffing. 
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Use the space provided 

The optimum space for a title tag is a maximum of 512 pixels, or approximately 55 characters. The 

SERP Preview Tool can be used to measure this. 

Be descriptive and engaging 

Describe the page in natural language and make it enticing for the searcher to click through. 

Other tips 

Other ways to optimize your title tags include using sentence separators and including your brand in 

the title text. Occasionally, Google will write its own title tag for the SERPs. 

Let's take a look at this sample title tag for a fictional website called Snow Way Bro. 

 

 You can see the title tag is a description of what the web page is about, and the brand has been 

included at the end. The description is engaging and targets the prioritized keywords. The P1 

keyword is ‘snowboard sizing’, and you can see that it is at the beginning of the title tag.  

If you look at the P2 keywords, ‘snowboard sizing guide’ has been included, which is very similar to 

‘snowboard size’, and ‘snowboard size guide’. The P3 keywords, or close variations of them, have 

also been included.  

Meta description tags  

Meta description tags are only visible in the SERPs and the source code. You cannot see them when 

you are viewing the main content of a page. A meta description tag is the short piece of descriptive 

text that you see under the URL in a SERP.    

Meta description tags are important for on-page optimization, but they're not actually a direct ranking 

factor. Including keywords in your meta description won’t have a direct impact like title tags do, but it 

will influence whether someone's going to click on your listing.  

Meta description tags are a medium weight on-page SEO signal and encourage the searcher to click 

on your listing. If the meta description tag contains a searched term, it will be bolded, encouraging 

the searcher to click through. 
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Optimizing meta-description tags 

Occasionally, Google will write its own meta description tag for a web page if it has been left blank or 

deemed not relevant enough, but there are ways that you can optimize your meta description. 

 Keep it short and concise. Make sure it is two short sentences, at most.   

 Max desktop: 156 characters  

 Max mobile: 115 characters 

 Use the SERP Preview tool to test length. 

 Be careful with your keywords. You'll find that you've probably mentioned quite a few 

keywords in your title tag already, so to avoid keyword stuffing don’t include them all again in 

your meta description. As keywords don't help with rankings, it’s best to include only your P1 

keyword as it is likely to be bolded when searched for.    

 Be descriptive and engaging. Make sure that your meta description is descriptive, but also 

engaging. If your page has any unique selling points, list them here to encourage click-

throughs.   

This example is displayed in the Portent SERP Preview Tool.  

 

The user searched for ‘snowboard sizing’, and even though that exact phrase isn’t mentioned, a 

close variant is – ‘snowboard size’ – so Google has bolded the text. When text is bolded, it improves 

the chances of the listing being clicked on. The example is also short and engaging. It's written in a 

way that would resonate with someone who is looking for help buying the right snowboard.  

URLs 

URL stands for ‘Uniform Resource Locator’, which is another term for a web address. URLs sit 

between title tags and the meta description tags. Over time, a page will build up trust and authority 

which is assigned to its URL. Changing a URL without redirecting appropriately can lose trust. 

Because of this, it is best not to change a URL where possible – try to get them right from the start.  

Why are URLs important? URLs are light weight on-page SEO signals. They attract click-throughs 

from search results and are used by search engines to index and retrieve pages. 
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Optimizing URLs 

URLs are often generated from the main heading of the page. This is good as a default, because 

relevancy is added. But the downside is that they often become long and repetitive and need to be 

shortened. When creating a URL for your web page: 

 Include your P1 keyword, or a close variation. 

 Keep it short and concise (around 70 characters before truncation). 

 Set the URL right at the beginning. 

 Stick to conventions, such as using dashes and lowercase characters. 

In this example, there are two different styles of URLs for the same web page.  

 

Both are perfectly acceptable for SEO and would score about the same for relevancy. The first one 

(‘/snowboard-sizing’) is the simplest to do. The second one (‘/snowboards/sizing’) would be better 

for larger sites with lots of different types of products, because it gives an idea of the relationship of 

products to their parent categories. 

Key elements for post-click on-page optimization 

The key elements for post-click on-page optimization are:  

 Headings 

 Main body copy 

 Images 

Headings 

Headings help to outline what a web page is about. They are used in a similar way on a web page to 

how they are used in Microsoft Word. The main heading should be within a H1 tag, secondary 

headings in H2 tags, tertiary in H3 tags – all the way up to H6 tags. 

Headings are an important part of a web page. Users scan a page's headings before deciding 

whether or not to read the whole page. They are a medium weight on-page SEO signal and add 
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relevancy to the page. There are six header tags – H1 through to H6 – which can be used to outline 

the hierarchy of content on a web page. 

 Main heading should be in a H1 tag 

 Secondary sub-headings should be in H2 tags 

 H3 - H6 tags aren't used as often in body copy but work in the same hierarchal sub-

heading way 

Optimizing headings 

When creating headings for a web page, it is important to ensure that they are meaningful to the 

user and not just geared towards SEO.  

The keywords used should be tailored to the page type. Adding keywords can work differently 

depending on the page type: 

 Transactional pages tend to be more keyword focused and usually include the main 

keyword or a close variant. 

 Informational pages, like blog posts, tend to be more user focused and sometimes 

include the main keyword or a close variant. 

The keywords used should also be targeted accurately. Look for opportunities to add your targeted 

keywords or similar meaning keywords as part of a heading. 

In this example, we have used two exact keywords from the targeted keywords list. This is because it 

makes sense to do so, and helps the user. 

 

Main body copy 

Why is the main body copy important? The main copy is where users should find what they are 

looking for, so search engines pay close attention to it. It's a high weight on-page SEO signal and 

adds relevancy to the page. Main copy is also known as body text. It can include hyperlinks and it 

features after the main heading.  

Matt Cutts says there isn’t an ideal keyword density formula, and advises against over-optimizing and 

loading too many keywords into your content. He does, however, say that including the keywords 

you’d like to rank for is a good thing; but it should be done in a natural way that enhances the 

readability of your web page.  
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Optimizing main copy 

Length 

There are no strict guidelines on length for the main copy of your web page, but it should meet the 

user’s expectations and contain what they have searched for. It should also be long enough so that 

search engines can understand what the page is about.   

Keywords 

Avoid repeating keywords too often in the main copy, but do use synonyms or close variations of 

keywords if they can be incorporated while still keeping the language natural and human-friendly.  

As Matt Cutts mentioned in his video, there isn’t a special keyword density formula, but when you 

mention keywords too often, search engines may see it as being ‘spammy’.  

As a loose rule for 500 words, mention: 

 Primary keywords two or three times 

 Secondary keywords one or two times 

 Tertiary keywords zero or one times 

Hyperlinks 

In SEO, hyperlinks help the page you are linking to. The way you link to pages internally plays an 

important role in search engine rankings.  

 Relevance: Linking to pages with descriptive and easy-to-understand anchor text will pass 

more relevancy to the receiving page, so make sure you are linking to your important pages 

regularly.  

 Reputation: Linking to pages internally is important for increasing reputation, so the more 

internal links your web page has, the more important it is deemed to be and it will stand a 

better chance of ranking.  

Images 

Image optimization is important because it is a light-weight on-page SEO signal and adds relevancy 

to your web page. Alt text should be added to images because it is often read out to visually 

impaired people who rely on screen readers. 

Optimizing images 

While image optimization is only a light-weight on-page ranking signal – and it is often overlooked – 

it does add relevancy to the web page and helps screen reader users.  

Three simple steps you can take to optimize your images are to: 

 Add a description in the Alt text 

 Try to accurately describe the image and this sometimes means including keywords 

 Make them concise, typically two to five words 

 Give images meaningful filenames  
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 Make them concise, typically two to five words 

 Filenames and Alt text can be the same, but they don't need to be 

 Make images web-friendly 

 Use gif, .jpeg and .png 

 Balance small file size and good quality 

Alt text 

The Alt text and filenames should be descriptive and accurate first – and contain keywords or related 

words second. This example is an image used on a web page about snowboard sizing. The Alt text 

for the image is ‘snowboard sizing,’ which is descriptive. The filename, snowboard-measurement.jpg, 

is slightly different. In this case, the Alt text contains one of the main keywords, and the filename is a 

related word that will add to the overall relevancy of the page. You’ll also need to keep the size of 

images relatively low, and often much smaller than the original image size, to ensure it doesn’t impact 

on loading times for the web page. 

What is it? 

Off-page optimization is the process of enhancing a website's search engine rankings through 

activities that happen outside of the website. This is largely driven by building backlinks to the site 

and is often the most influential factor for search engine rankings as it helps build the website’s 

reputation.  

The more high-quality backlinks you have from reputable websites, the more credible your website is 

seen to be and search engines will rank you more highly as a result. Although you may not be able to 

directly control how external websites link to your site, you can influence them by creating great 

content.  

Off-page optimization is an ongoing activity, so if you stop acquiring backlinks, you may find that your 

competitors overtake you.  

Tools 

Link Explorer, Majestic SEO, and Ahrefs are SEO tools that you can use to analyze both your 

backlinks and your competitors’ backlinks. They all offer a freemium model, which means you can 

get a free account and use some of the functionality for free.  

Backlinks 

Increasing the number of backlinks to your site is one of the key SEO goals. A backlink is an incoming 

hyperlink from one web page to another website. When a website receives a link from an external 

website, some reputation is passed to it. It acts as if one web page is voting that the page it links to is 

credible.  

Google has a sub-algorithm called PageRank, which calculates how much reputation is passed. The 

text within the backlink is called anchor text and some relevancy from the text is passed. A credible 

page with valuable content can earn dozens, hundreds, and even thousands of backlinks.  



SEO (Search Engine Optimization)                        Copyright © 2020 digitalmarketinginstitute.com  43 

Search engines can detect whether or not a backlink should add to your website’s reputation. These 

three types of backlinks will add to your website’s reputation. 

 Topical backlinks: These are backlinks that are relevant to your industry are likely to bring 

in relevant referral traffic. 

 High authority: These are backlinks that are reputable and trustworthy. 

 Authentic backlinks: These are backlinks that are earned on merit. Search engines don’t 

like to be tricked and any sites building phony links will receive a search engine penalty. 

PageRank  

PageRank is an algorithm used by Google Search to rank websites in their search engine results. It is 

used as a way of measuring the importance of website pages. According to Google, PageRank 

counts the number and quality of links to a page to determine a baseline estimate of the importance 

of a website. As such, more important websites are likely to receive more links from other websites. 

PageRank is the first algorithm that was used by Google, and it is the best-known. 

Tools for measuring PageRank 

Moz and Ahrefs are popular SEO tool providers that supply metrics that mimic how PageRank may 

be calculated and estimate a value of how reputable a page and domain are. 

Moz’s Open Site Explorer offers two metrics, Page Authority and Domain Authority, while Ahrefs 

offers a URL rating and a domain rating.  

 Page Authority, a page ranking score ranging from 1 to 100 that predicts how well a 

specific page will rank on SERPs. 

 Domain Authority, a search engine ranking score ranging from 1 to 100 that predicts how 

well a website will rank on SERPs 

 URL Rating, measures the strength of a target URL's backlink profile and the likelihood 

that the URL will rank high in Google. It is measured on a logarithmic scale from 1 to 100, 

with the latter being the strongest. 

 Domain Rating, shows the strength of a given website's overall backlink profile. It is 

measured on a logarithmic scale from 1 to 100, with the latter being the strongest. 

Although these metrics won't be exactly the same as what Google uses, they will give you a general 

idea of how reputable a page or a domain is.  

Role of social media 

Links within social media are different to backlinks and are known as social signals. They tend not to 

pass reputation or PageRank, but they can indirectly lead to an increase in backlinks; the more views 

you receive, the more likely it is that people will link to your website from theirs.  

Link Explorer 

Link Explorer is a tool provided by Moz that allows you to research where a website has got its 

backlinks from. This may be the site you look after, a competitor, or any other site that you wish to 

research. The backlinks are ordered by Page Authority, so according to Moz, you should get the 

most important ones first. 
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You can see in this example from Link Explorer that you can enter a URL in order to get its domain 

authority score and page score, as well as a list of incoming links. 

Link Explorer is ideal for beginner to intermediate backlink analysis. Ahrefs and Majestic SEO are 

more suitable for experienced users because they have a larger and more thorough index of 

backlinks. Although these tools are very useful, they are likely to be a simplified version of what 

Google uses. 

Mini technical SEO audit  

We're now on the SEO action plan section. So what we're going to do now is we're going to look at 

some of the stuff that I've talked about in this module, and we're going to review some of the key 

things that you should be thinking about. 

 Let's start off with a mini technical SEO audit. I'd like you to have a website in mind and I want you to 

make note of the home page URL, and also a page of something that's relatively new. It could be a 

blog post or maybe a new product page that you've created, and we're going to do a little audit on 

these pages.  

Check if a URL has been indexed  

The first thing that we're going to do is we're going to check if the URL has been indexed. And 

previously I showed you one way of doing this, and this was where you typed in a keyword or URL 

into a search engine.    

But there is another way that you can do this and that's what we're going to look at now. And the 

way that you do this is you copy that URL. So it would be the home page or that new page that's 

been recently created and you type into the address bar of a browser. So, in Google Chrome, you 

would type in the URL and before it, you would type in cache and colon.    

So no spaces, cache, colon, the URL, and when you press return, if the page has been indexed, you'll 

see the page and you'll see the date and time it got indexed. If it hasn't been indexed, you'll see a 

404 page not found. So, for those two pages, check to see whether they're indexed.    

It's very likely that the home page will be indexed if it's an established site. Now, if it's a new blog 

post, it might not have had time to get indexed yet, so you'd be able to check that out. And one 

bonus tip is if your page isn't indexed, what you can do is you can go into Google Search Console 
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and you can actually submit that URL through Fetch as Google, which is part of Google Search 

Console.    

Check if a URL passes the Google Mobile-Friendly Test  

The next thing we're going to do, again, for both of those URLs, we're going to go to the Mobile-

Friendly Test, which is a tool provided by Google, and we're going to test each of those URLs to see if 

they're mobile friendly. Hopefully, they will be but remember, you can also have a lurking Google 

Search Console and it will tell you whether your whole website is mobile friendly or not. But if you 

haven't got access to that, then obviously, just use this tool.  

Check if a URL passes the two-second page load test  

You'll remember we looked at Pingdom, which is a really good tool to check how fast your website is, 

and remember we're trying to look for pages that load under two seconds. So, if you're under two 

seconds, like Digital Marketing Institute is, then great, you've got a speedy web site.    

If you're not, first of all, make sure the test location that you've put in is close to where you're 

searching from. And if you're not, what you can do is you can actually drill down and find out what's 

going wrong. Pingdom will give you an idea of some of the areas that you can improve on.  You 

might need to get a web developer to help you and give you a hand if some of the things look a little 

bit technical.  

Review site and URL errors in Google Search Console  

The next thing that I want you to do, again, if you do have access to Google Search Console, is to go 

in there, and under Crawl, you'll find a report called Crawl Errors.    

And we just want to make sure that we haven't got many crawl errors, and for the crawl errors that 

do exist, we want to make sure that they're not for important landing pages. And again, for those two 

URLs that you're checking, the home page and the new page, they shouldn't be showing as errors 

here.  

On-page optimization planner  

This now brings us on to the on-page aspects of the action plan. And what I want you to do is you 

can see in front I've just created a spreadsheet. So let's just start off by thinking about 10 pages that 

need to be optimized on your site.    

 

In this example, we've got the snowboard sizing page, which we've talked about a few times today, 

and in the second column, we've got the targeted keywords. So we've done that by the one P1 
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keyword, the two P2 keywords, and there is several P3 keywords. And for that URL, I've put in what 

the title tag is and what the Meta description tag is.    

And I probably would have used the Portent SERP Preview Tool to help me get the sizing for that. 

And what I could do is I could actually add some more columns, so I could add in what the H1 tag is, 

the main heading, I could add in some secondary headings, and I could add in, you know, what I'm 

going to do to optimize images and content and that type of thing.    

And the reason that this is quite important is it just kind of gives you a framework of working 

systematically page by page. And what you'll find is that it's a really good way of making sure that 

what needs to get done actually does get done, and it's something that you could share with your 

boss or your colleague.    

So if they want to have any input or just see what you're up to, you can share this document. And the 

idea is that when you complete one of these rows, you can then go and make the changes on the 

actual live website. But I'd recommend, you know, drafting them out in a similar way to what you see 

here first. The next thing we're going to do for the action plan is that we want to do a little bit of a 

backlink audit, or really actually it's a reputation audit.    

Off-page optimization and competitor research  

I want you to get your website's home page and I want you to come up with three competitors. And 

what you're going to do is, using the Moz Open Site Explorer tool, you're going to look to see what 

your home page authority is, what your domain authority is, and what your root domain links are. And 

we'll look at what root domain links are in a moment, but essentially, what we're looking for here is 

comparatively, how well are you doing compared to competitors?   

 

So, in this case, the top one highlighted in blue, let's imagine that's your site, and comparatively, 

you're doing slightly better than competitor one, slightly worse than competitor two, and quite a way 

behind competitor three. And in terms of page authority and domain authority, it's actually much 

harder to jump from, say 45% to 50%compared to 40% to 45%.    

Like, if we were to look at the graph, it's kind of like one of those exponential graphs, so it's very easy 

to climb from 10% to 20%, and 20% to 30% is sort of harder. But it gets more and more difficult as 

the number  

So, when we come back to Open Site Explorer, this will help you gather some of the metrics we 

looked at earlier. You can get domain authority, page authority, and established links.  
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We've got root domains and we've got total links. So the root domains are the number of unique 

domains that are actually linking to your site, and the total links is the total number of links linking to 

your site, which might mean that some domains are linking more often than just once. And we tend 

to pay more attention to the root domains because each time you get a link from one domain, it's 

more significant than the multiple times after you may get links.    

The other thing to bear in mind is when you use Open Site Explorer, what I tend to do is under 

inbound links, I change the target to be root domain. So that means that you're looking at backlinks, 

not just to the home page, but the overall domain, the root domain. I change the link source to be 

only external, so it's not talking about internal links, it's just external links, which essentially means 

backlinks, and I quite often change the link type to be only follow.    

By being only follow, it's showing me links that are actually passing reputation, which is what we need 

for SEO. 
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Monitor the sources of traffic to your website  

What traffic sources are there that we need to know about for SEO? Well, we'll want to distinguish 

between direct traffic and traffic that can help SEO.  

Direct traffic 

So direct traffic is when people type in a URL to a website, maybe they bookmarked a URL, it could 

even be an untagged email.    

So, when you open an email in Microsoft Outlook, there's not a way for Google Analytics to track that 

usually, or it could be links from PDFs. That's direct traffic, which is actually separate to organic traffic, 

or SEO traffic.  

Referral traffic 

Referral traffic is very related to SEO traffic. So, when you get traffic from another website, it could be 

from a blogger, it could be from a journalist, could even be social media, quite often this is through 

backlinks. So the more referral traffic you get, particularly from sites that follow their links, the better 

you're probably going to be doing for SEO. So that's something that we look at. 

Organic traffic 

More specifically, what we're really interested in is organic traffic. This is visitors from search engines 

that are unpaid sources of traffic. 

Measuring SEO success 

There are a number of ways you can measure the success of your SEO:  

 Keyword rankings: Monitoring where keywords are ranked and positioned 

 Organic traffic: Monitoring the organic traffic on your website 

 Conversions and sales: Tracking conversions and sales  

 Referral traffic: Monitoring sites and pages that refer traffic to your website 

 Link-building KPIs: Monitoring how well your website is acquiring backlinks 

Early signs of SEO progress are seen at a keyword level first because you can see a rise in rankings 

before any traffic, conversions, or sales are generated.  

Tools used for keyword ranking 

There are many tools you can use for keyword ranking including: SEMrush, SEOmonitor, 

WhatsMySERP, Wincher, and ProRankTracker. Each tool offers keyword ranking functionality as well 

as other features. Some are more advanced than others, and you may need to pay a subscription to 

unlock the full suite of features. You can compare each tool to decide which would be the best 

option for you. 
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 SEMRush is the leading tool for competitor keyword research. While SEMRush offers some 

functionality for free, the majority of features – including keyword rankings – require a 

subscription. 

 SEOmonitor is another premium tool that offers keyword rankings. It also offers the ability to 

benchmark how well you are doing against competitors, and the tool hooks up to your 

Google Search Console account to help find keywords you may have missed. 

 WhatsMySERP is a quick and free way to check your keyword rankings. While it works most 

of the time, it is not always reliable. An alternative free way to check rankings is the 

SERPs.com rank checker tool. 

 Wincher is a low cost, good quality, and dedicated keyword ranking checking tool. If you 

don’t want to pay for extra features, Wincher provides a good value option. 

 RankTracker Pro is a low cost, good quality, and dedicated keyword ranking checking tool. 

Measuring organic traffic 

Organic traffic is best measured in a web analytics tool like Google Analytics. Organic traffic indicates 

that a visitor has come from SEO, so it’s a good high-level way of reviewing progress. You can 

monitor organic traffic for the whole of a website, a section of it, or for specific URLs.  

Monitoring your SEO traffic is straightforward in Google Analytics. You can do this by: 

 Accessing ‘Channels’ from the ‘Acquisition’ menu and then viewing ‘Organic Search’, or 

 Using the built-in Organic Search custom Google Analytics Segment 

Like many of the other metrics, you might like to keep a close eye on it on a monthly basis and 

perhaps even compare it year-on-year to get an idea of seasonality.  

Conversions and sales  

Conversions and sales are also best measured in a web analytics tool like Google Analytics. It is 

possible to have good keyword rankings and traffic but low or no conversions, goals, or sales. This 

may indicate that the keyword research and SEO strategy was wrong. Conversions and sales metrics 

are often considered the most important SEO success metrics as they tend to be the most closely 

aligned to the business goals. In Google Analytics, a conversion can be measured through Goals. 

This can include lead generation – for example, newsletter sign ups, PDF downloads, and brochure 

requests. 

 



SEO (Search Engine Optimization)                        Copyright © 2020 digitalmarketinginstitute.com  52 

Tracking sales or conversions in Google Analytics requires extra customization, but it’s worth it to 

obtain a more granular view of your SEO, such as seeing what landing pages are organically having 

the biggest impact. Once set up, monitoring your conversions and sales is straightforward in Google 

Analytics. You can do this by accessing the ‘Conversions’ menu and selecting the ‘Organic traffic’ 

segment. 

Measuring referral traffic  

Referral traffic is an important metric for SEO because it is a good sign that you are getting the right 

type of backlinks, as people are clicking on them to get to your website. 

 

Tracking referrals is straightforward in Google Analytics. You can do this by accessing the 

‘Acquisition’ menu. If your link building has resulted in relevant backlinks, you should notice that your 

referral traffic improves over time. 

Increasing the total number of backlinks – and the total number of root domain links, from the right 

types of site – is a good metric because backlinks are one of the most important aspects that lead to 

SEO success.  

Link building KPIs 

Link Explorer is part of the Moz SEO toolset that is used specifically for link analysis. This example is a 

link analysis of the URL “https://www.evo.com” in Link Explorer. You can customize the results by 

applying settings such as the target, link source, and link type, and link state.  

How to use metrics to measure performance  

How can you measure success? Specifically, how can you use metrics to measure performance> 

Keyword rankings 

The first metrics that we can look at is keyword rankings. What we need to know is a definitive list of 

keywords that we want to target. Let's imagine that you've got a small site and there are 10 pages 

that you want to optimize.    

If we optimize, on average, 6 keywords per page, that's 60 keywords that we probably want to keep 

an eye on a regular basis. And that's for quite a small site, a site with 10 pages. I would say typically 

for a more medium-size business, it could be anywhere from 100 to 200 keywords that we want to 

target on a regular basis.    
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Traffic 

When it comes to traffic, we've looked at Google Analytics and how you can monitor organic traffic. 

Typically, you might monitor this on a month-by-month basis, so it be the current month compared 

to the previous month or it might be the current month compared to the previous year if there's a lot 

of seasonality in your business.    

Conversions 

When it comes to conversions, we're not only looking at traffic, but we're looking at things that lead 

to sales. So this could be email inquiries, this could be PDF downloads, and this is something that we 

can set up in Google Analytics and quite often, we do this through Google Analytics Goals.    

So, if you're not familiar with Google Analytics Goals, that might be something that you want to check 

out and research.  

Links 

Finally, we looked at links. And the reason that links has its own KPI is because off-page optimization 

is actually probably the most important part of SEO. So we want to have a look at what other total 

number of links that your site currently has, what the total number of root domains that your site 

currently has and, over time, you'll want to increase that.    

What to do when SEO falters  

Hopefully, this doesn't happen, but it certainly can happen. I've had it happen to myself for my own 

website, and for clients' websites that I've worked on. 

Technical 

Have you got the technical site right? So, when you look in Google Search Console, are there any 

messages that Google's telling you about your site not working correctly?    

Maybe you've got URL errors, so that's something that you might want to check out. The other thing 

that you might want to do is if you are monitoring, let's say, 60 keywords for 60 pages, are all those 

pages indexed? Now you know that you can used the cache command to check whether a page is 

indexed on Google. Are they indexed? If they're not, you'll want to try and work out why those pages 

aren't indexed.    

And you can actually use Google Search Console with the Fetch as Google to actually resubmit 

those URLs to Google to hopefully get them indexed a bit quicker.  

On page 

When it comes to on-page optimization, we've talked about best practice. Look at how you work 

keywords into title tags, into headings, into the main copy.    

Does the main copy actually satisfy what the user is looking for? Is the user experience good? And 

finally, you want to avoid keyword stuffing. So, if you mention a keyword, for example, over 10 times 

for a relatively short piece of content, the chances are that's going to have a really bad experience 

for the user.    
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It's going to frustrate them when they're reading it, and search engines know that. So they might be 

penalizing the page for keyword stuffing.  

Off page 

When it comes to off-page optimization, how are you stacking up compared to your competitors? 

Do you have a similar domain authority to other websites that are ranking for keywords that you want 

to rank for?    

For your key landing pages, what's the page authority? Does your site lack back links? If you're a very 

new site and you're trying to target really competitive keywords, then it's probably that your off-page 

optimization just isn't ready yet. Maybe you've done a technical on-page right and that's great, but 

remember the off-page does take a little bit of time.    

So what you could do in the short term is target keywords which are slightly less competitive, and 

then as you build up your reputation, you can target the more competitive phrases. You should 

always be looking for progress, and with the best practice that we talked about today, there are lots 

of things you can be doing to do that. 
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