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How should I use this guide?

To help you improve your digital marketing weive created a guide that we hope is clearly
structured, but covers enough detail for you to really work at it to achieve better results. Our
belief is that the companies who win online are the ones who understand and act on the

success factors that matter most. They also do the analysis to understand what works and %;
what doesnit. This is why our approach focuses on the analysis. gg
To_help you work through the main issues to review and improve your online marketing this : G%’é
guide offers: : gi
A workbook with all the questions you need to ask to step you through the main : 0§
SEO issues to act on |
Checklists of success factors to review internally or with your agency : N
Tutorials on how to use Google Analytics to improve results : éﬁ
Examples of what works and what to avoid -
|
i
We recommend these other templates for members related to SEO fi theyire particularly ' 0w
relevant if youire more experienced with SEO or you are a digital marketing consultant or I i%
work for an agency since you can use the checklists or templates on different projects or éj
adapt as your own: : %%
Fast start checklist (suitable for managers of SEQ) i 7
SEO strategy audit (spreadsheet) | z
Onpage SEO template for content writers and editors | @b
SEO proposal template : E%
SEO Gap analysis spreadsheet (includes recommended keyphrase groupings) : o7
7 Steps content marketing guide : 7
Evaluating content marketing ROI : )
| Qo
| So
Why is SEO for digital marketing so important? ’ ;%
As marketers, we need to keep reminding ourselves how incredibly important search engines i o
are in reaching prospects and customers when they show high purchase intent. If we donit, |
then there will always be more web savvy competitors who are investing to ensure they : Zo
deliver the best results from the search engines. : gﬁ
7
Strategy Recommendation 1 Understand your market potential and ;5
market share for SEO Z5%

Review the number of searches in your market to see how important SEO is to you. Do a
gap analysis to assess your market share for different phrases.

people know what they want and will make an immediate purchase, others may take longer
to research options before making a ynal decision.
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Think about how you ynd information online. Each personis buying cycle is different; some ,
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The volume and frequency of social interactions with your content is also becoming more
important (referred to in the orange colour in this report).
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However, pagelevel content is not far behind, so provided you have a competitive number | %%
of backlinks or citations as Google calls them, developing relevant, engaging content is S
important. | T5
So make sure you focus your attention creating relevant, compelling page titles, meta i .
description and breadcrumbs with appropriate structured data. Also use structured data 12
to mark up on page content wherever relevant. This will help your SERP listings to stand RS
out from the crowd. Invest in social engagement, this will help to re-enforce the organic %%
reputation of your website. : §FL;
Notice that many SEO experts consider that Google monitors clickthrough rates on the : @
search results and dwell time-on-site and overall site volume to help rank pages. Likewise, : h
itis important to create a trusted brand, which often makes SEO challenging for smaller ' oo
businesses and startups. : Eg
Although much hyped, the volume and frequency of social interactions with your content is ’ EE
relatively unimportant. While social sharing can lead indirectly to more backlinks, most social ! ;%
network shares donit directly qualify as a citation by Google. : o
|
Strategy Recommendation 3 Focus SEO activity on improving link quality through content : Zo
marketing | gﬁ
T
You will have some success from improving your use of keywords in your copy, headlines Cf
and title. But, the biggest beneyts are sure to be through link-building from external sites to %é
your site and improving the quality of links within the site, so itis worth focusing your efforts g%

here - thatis why content marketing is a key part of SEO today.

more details on the two key parts of content marketing which generate links:
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1. Creating quality content on a blog or in a resource section of a site - quality
content will naturally attract links and sharing to attract more links.

|
|
|
|
|
|
|
|
See the section on Link Building Technigue 3. Blogging, Guest Blogging and outreach for ,
|
|
:
|

2. Blogger and partner outreach to encourage other sites to link to you. |

|

|

|

|

|

|
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6. AdWords Shake-up & (February 23, 2016)

Google made major changes to AdWords, removing right-column ads entirely and rolling out 4-ad
top blocks on many commercial searches. For highly competitive search queries such as ihotels
in Londono or fihealth insuranceod four ads i rather than the usual three i have begun appearing
above organic listings While this was a direct paid search update, this has had a signiycant
implications for CTR for both paid and organic results, especially on competitive keywords.

7. Google Introduced Rich cards & (May 7", 2016)

Rich cards are a new Search result format building on the success of rich snippets. Just like
rich snippets, rich cards use schema.org structured markup to display content in an even
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more engaging and visual format, with a focus on providing a better mobile user experience. m™
I MR
8. Accelerated Mobile Pages (AMP) hit the mainstream & (August 2016) : Oz
AMP is Googleis response to the launch of Facebook Instant Articles i an innovative feature :
that went live in 2014 and allowed users to access a selection of Facebook articles that were :
designed to load about ten times faster than average web pages. : %;
0
We discuss whether AMP should be considered by all businesses in Step 2. §§
o)
. 8%
9. Googleis éPossumi algorithm update- (September 2016) :
| >
This is the biggest update we have seen in Local Search since Pigeon in 2014 and has : =
impacted local results in the US particularly strongly The purpose of this update was to | éi
diversify the local results and also prevent spam from ranking as well. ma
>
\2n
I m
10. Emergence of Voice and conversational search : =
|
Voice-search enabled digital assistants like Appleis Siri, Microsoftis Cortana and Amazonis ' oo
Alexa are quickly becoming the tgo-toi search mode for consumers everywhere. ComScore : So
. . . . C>
recently predicted that by 2020, 50 per cent of all searches will be voice searches. Voice , 3=
search has tended to be more mobile and locally focused because itis embedded into many | 5%
mobile apps and devices. L
|
The most popular voice application has been Amazonis Alexa voice whose popularity has : _
demonstrated an appetite for voice enabling searching : ﬁ;
am
One implication of Voice and conversational search on SEO has been increasing importance ' =2
of tfeatured snippetsi as explained in our next point cl
=9
%E

11. Features snippets as a key SEO tactic

|
|
|
|
|
Let us explain what we mean by ifeatured snippetsi When a user asks a question in Google :
Search, Google displays a search result in a special featured snippet block at the top of the :
search results page. ,

|

|

|

|

|

|

|

|

|

|

|

|
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This featured snippet block includes a summary of the answer, extracted from a webpage,
plus a link to the page, the page title and URL. The most common type of featured snippet is
the paragraph type shown below:
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r Q. Is your website optimised for mobile devices? Assess the proportion of mobile organic
visits through search compared to all visits . We describe how to test and optimise for
mobile devices in detail in a section of Step 2.

Deyne speciyc objectives and KPIs for SEO
r Q. KPIs to manage performance of SEO set?

Now we have established our goals we can put in place measures to check weire achieving
them. As is often the case with measures for digital media channels, our KPIs should allow
us to review visitor volume, quality and value 7 both short and long-term.

1. Volume of SEO-related visitor KPIs

The volume of visits and sales from SEO is a basic measure of SEO success. Whilst
many people think about SEO only in terms of keyphrase visibility, itis essential you think
end-to-end and look at the impact of trafyc from organic search keyphrases on KPlIs like
visits, conversion rate, revenue and average order value/per visit value.

1 KPIl: Number and % of visits and sales from SEO

Since weire looking for incremental visits we have to exclude brand searches. Brand visits
are relatively easy to achieve visits for, itis the generic searches for the products and services
you offer that give the challenge.

This wonit be news to anyone who is closely involved in search, since anyone who has ever
reviewed the keyphrases attracting visitors to a site will have seen that brand search terms
usually dominate, often accounting for more than 50% of search related visits for well-known
brands. For these, isolating brand search is essential if youire serious about using search to
create incremental business i.e. create awareness and sales from new customers.

Best Practice Tip 1 Isolate your non-brand searches in the KPIs

Itis almost futile to try to review and improve search engine marketing without taking
brand phrases into account, but thatis the default for the less than savvy. It can also be
worthwhile distinguishing between brand and non-brand phrases.

1 KPI: Number and % of visits from non-brand search

It used to be important to carefully deyne what a brand and non-brand search is and report
on it - however this is not now possible. For example, you are likely to see visits from brand
and brand + generic keyphrases. For example, if your brand is iAcmet you will see in organic
search reports queries such as:

Pure brand
facmeTl
facme.comi
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iwww.acme.comi

Brand + generic
iacme garden suppliest
iacme garden furniture?
igarden tools acmet

The problem of fiNot Providedo in Keyword reports in Google Analytics.

But thereis now a BIG problem in reporting on brand vs non-brand search as we describe

in Step 7 on Analytics, NB. Many search keywords are now fiNot Providedo due to Google
excluding search keywords from the referrer string to a site for search searches so they are
no longer available in any analytics system. So comprehensive data on keyword volume for
SEO visits is no longer available in Google Analytics. Instead weire forced for now to use
other alternatives such as Google Console (formerly Webmaster Tools) reports which do not
give a comprehensive set of search terms over time, so are less useful for reporting or KPIs.
However, Google Console is a key tool for analysis and reporting, so see our recommenda-
tions in Step 7 of this report for the best way to use this.

We used to say that as a rule of thumb, you should exclude pure brand terms (including
common misspellings) from your KPIs as people using these terms already know your
business and are speciycally searching for your website. However, for brand + generic
keyphrases, other companies are likely to feature strongly in SERPs because of the broad
match on the generic keyphrases. For example, a competitor with optimised web pages for
igarden furniturei may appear for the search term iacme garden suppliesi. As your brand
becomes more established and you increase the number of web pages indexed, this brand
dilution should reduce.

Therefore, it can be useful to split brand + generic from pure generic keyphrases and to
monitor KPIs for both.

2. Market share of visitors KPIs

Itis one thing to generate visitors from SEO, but you still donit know how youire performing
against competitors. How much share of the audience have you got? You can only
realistically calculate this for speciyc keyphrases youire targeting i either as a share of total
searches based on a gap analysis or through looking at the percentage of speciyc positions
you have for your core keyphrases.

r KPI: % of total search demand for selected target keyphrases
r KPI: % of positions for selected target keyphrases
r KPI: % visibility for selected target keyphrases

To help manage a portfolio of many keyphrases, itis best to group them showing results
within certain positions. You can measure the number of keyphrases within a range of
positions and also express them as a percentage of total keyphrases within your basket as
shown below.
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What is it? Keyphrase analysis

Keyphrase analysis involves identifying the keyphrases your customers are likely to
use when searching for your products or services and the sequence they use before
conversion. Potential keyphrases to be used for your SEO strategy are then prioritised.

Understanding customer search behaviour is so important since it enables you to:
Understand customer behaviour to see whether the products, services and content you
offer match customer behaviours
Set goals for how much reach and visits are possible within your market
Benchmark your performance against competitors (direct and publishers)

Diagnose problems at a keyphrase or keyphrase group level on performance through a
gap analysis

For this to work you need a keyphrase master yle that you use to review and control
performance through gap analysis which we cover in the goals section.

Strategy Recommendation 7 Ensure you have good visibility of customer search

behaviour against results delivered.

Use software or spreadsheets to help create this visibility on search marketing.

This example from the Google Keyword Planner? shows how such tools are great for
understanding customer search behaviours and some of the factors that are important within
their buying decision. As weill see below, itis useful to build-up a list of qualiyers or adjectives
to describe the search. Take a look and see the types of search behaviours you can see.

12 Smart Insights video tutorial to the new Google Keyword Planner
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Best Practice Tip 5 Use the right keyphrase qualiyers

Summarise your search qualiyers so you can include them in headings and links.

Copywriters for SEO need to know the qualiyers used so they can target the most important
keyphrases. If you are working with external copywriters, ensure that they have access

to your keyphrase hit list and that they understand at least the basics of SEO to ensure

the copy delivered is already optimised - use test pages to check the quality of their work.
Rewriting headings and copy for SEO is a massive waste of funds. Your copy should always
be written for the customer whilst including the most relevant keyphrases. If you have
beautiful copy but no relevant keyphrases or synonyms, you risk it not being found easily by
online searchers.

The best way to summarise these qualiyers is through writing out the semantics of a
sentence like this (using the example of isavings accountsT as the core term):

<qualiyer> + <core term> + <post modiyer>

Example: fichildrenis savings accounts in the UKQ.

Benchmark overall backlink effectiveness
r Do the volume and quality of our external linking enable us to compete effectively?

In competitive markets, itis the number and quality of external links which will most affect
your ability to outrank your competitors, so this is an important aspect of auditing and then
improving performance.

Through using tools like Majestic SEO (www.majesticseo.com) and Moz (www.Moz.org) you
should check the quality of your websiteis external links against your competitors including
the following:

Number of unique linking domains (dofollowed and nofollowed)
Domain authority of unique linking domains

Natural link proyle

Link types

Anchor text quality

Natural anchor text proyle

Best Practice Tip 6 Use the Majestic Backlink History for competitor benchmarking

The free Backlink History tool in Majestic is particularly useful for benchmarking.

This cumulative view example shows how backlinks to Smart Insights have grown
organically through sharing quality content compared to a competitor. While the total
number of backlinks in the millions may be impressive, for benchmarking we refer to the
uniqgue domains or individual sites linking. Total backlinks can be skewed by run-of-site
links across another large site fi which probably accounts for the growth in links to
DigitalMarketer around the end of 2013.
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If you have external links using the énofollowi** attribute, then this means search engines will
not attribute any SEO beneyt through the link to your web page. Itis important you work with
third party web owners to secure links on relevant pages that can be followed. However,
since the Penguin algo update, there has been more emphasis on link proyles looking
natural. Itis un-natural for all links pointing to a website to be follow. This is because lots

of content management systems automatically no-follow links to external websites. When
analyzing a websites link proyle, search engines are looking for natural patterns, some links
follow, some nofollow.

Which content is generating backlinks and social shares?

Of course, itis the quality of the content that should encourage backlinks, so itis useful to
approach this analysis from the reverse direction. You can use the tools above to achieve
this, but itis also worth considering Social Crawlytics which enables you to identify the
inpuencers of your competitors most shared content or a less sophisticated tool like Quick
Sprout social analysis.

Unlike other tools which focus on a single social network like Twitter or Facebook, Social
Crawlytics is great since it shows your total shares for:

Facebook

LinkedIn

GooglePlus

Pinterest

Stumbleupon

Instagram

14 Smart Insights: Detail in iWhat is a Google Nofollow tag and why should | care?

Seven Step Guide to Successful SEO (Updated July 2017)

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.

03S 39Vd-NO S3ANION3 STVO9O dNOA 13S
HOYV3S ¢ ANV LIdNV NV Od 'T

dNOA 139 '€

INILNOD INOSIMVY
J1vV3HO0 ¥

SYNIT ALITVNO
JHOW NIVD 'S

ONINIT IVNY3LNI
dNOA INIATY 9

SOILATVNY HONOYHL
O3S INOHdINI 'L


https://socialcrawlytics.com/
https://www.quicksprout.com/
https://www.quicksprout.com/
http://www.smartinsights.com/search-engine-optimisation-seo/link-building/what-is-a-google-nofollow-tag-and-why-should-i-care/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps






http://www.smartinsights.com/guides/seo-video-tutorials/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps
http://www.smartinsights.com/search-engine-optimisation-seo/link-building/best-link-analysis-tools-for-seo-and-online-pr/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps



http://www.googleguide.com/advanced_operators_reference.html



http://www.smartinsights.com/guides/seo-video-tutorials/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps



http://www.slideshare.net/a4uexpo/advanced-link-building-strategies-for-affiliate-sites-patrick-atloft



http://answerthepublic.com
http://www.quora.com









http://mozcast.com/features















https://support.google.com/webmasters/answer/6062608?hl=en&rd=1
https://www.mattcutts.com/blog/seo-advice-url-canonicalization/
http://googlewebmastercentral.blogspot.com/2009/10/new-parameter-handling-tool-helps-with.html



https://www.google.co.uk/search?q=inurl:utm_source



https://www.google.co.uk/search?q=site:www.smartinsights.com
https://www.google.co.uk/search?q=www.smartinsights.com/email-mark



https://www.google.co.uk/search?q=site:www.smartinsights.com%20email-marketing
http://www.smartinsights.com/search-engine-optimisation-seo/index-inclusion/ssl-pros-cons/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps
http://www.smartinsights.com/search-engine-optimisation-seo/index-inclusion/ssl-pros-cons/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps
http://www.smartinsights.com/search-engine-optimisation-seo/index-inclusion/act-googles-new-https-ranking-signal-smartinsights-alert/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps



https://www.google.co.uk/search?q=designer+jewelry
https://www.google.co.uk/search?q=designer+jewelry
https://www.google.co.uk/search?q=jewelry
https://www.google.co.uk/search?q=jewelry



https://www.google.co.uk/search?q=pandas
https://www.google.co.uk/search?q=panda+picture
http://www.google.com/support/webmasters/bin/answer.py?hl=en&answer=114016




ranking as Video in the top ten organic results So thatis the thing with video SEO # itis largely
down to having an amazingly engaging video compared to your competitors. Nothing else will
cut it unless itis a niche market. And even if you have the best video in your category it wonit
cut through into the main listings unless it has a signiycant volume of views and thumbs up.

You need to think about interaction with video, as with all your content. Googlefs search
highlights updates?” indicate that they are placing more and more value on the freshness
and recency of content like video. So if your video has sat on a URL with no visits, views
or ratings for a while, then it will not be valued as much as a video that has lots of trafyc, is
being shared socially and has positive reviews.

The main things to check are:
r Q. Have we checked the phrases weire targeting?

You can use the YouTube Suggest Tool, part of the Google Keywords Planner Tool® , but
take care since the phrases here are not necessarily the most popular phrases, rather they
incorporate the titles of the most popular videos. For example, the designer video displayed
for the search fiPandat ,0 is a suggestion because this is a popular video on youtube, rather
than visitors searching for it.

r Q. Have we marked up video successfully?

Title

Similar to a heading on the website, include your keyword or keyphrase. Itis best if itis near to
the beginning and you will have to decide whether a longer descriptive title works better than
a short one of only a few words which will have a higher density.

Description

Add a URL which is clickable, shows your brand name and may drive some trafyc to your
site. The URL will be hidden unless itis right at the start unless the user clicks for details of
the video. If you make this a little longer and describe different aspects of the video you may
reach long-tail keyphrases

Tags

These are really important. Separate them with spaces. Probably best to be speciyc and
selective as the examples below show.

Category

Choose the best yt from the choices provided. These tend to be generic so wonit help so
much.

Here is our panda example with links:

27 You will ynd monthly updates at http://insidesearch.blogspot.co.uk
28 Youtube Video Planner Tool, part of the Adwords Planner Tool:
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http://tubularinsights.com/
https://www.semrush.com/
https://developers.google.com/webmasters/videosearch/markups
http://schema.org/docs/faq.html?hl=en&rd=1

The syntax of schema.org markup

Micro data requires two types of tags. Each of these tags is an item, when the items are paired
they are called properties. For an item to be created, the itemscope attribute is used, and to
add a property to an item, the itemprop tag is used on of the itemis descendants. On this page,
from metacritic, a number of tags have been used, however only some will show in the SERPs.
However, the other tags will help Google understand the context of the page.

As an example, for this listing

These are some of the HTML tags that are on the page

<div itemscope itemtype=thttp://schema.org/SoftwareApplicationtT>

<meta itemprop=tapplicationCategoryT content=1Gamet />

<link itemprop=t1SoftwareApplicationCategoryt href=thttp://schema.org/Game-
Applicationi/>

<span itemprop=TnameT>Dragon Age: Inquisition</span>

<span itemprop=tdeviceT>PC</span>

<li class=Tsummary_detail publisherT itemscope itemtype=Thttp://schema.
org/OrganizationTt itemprop=tpublishert>

<a href=i/company/electronic-artst itemprop=turli>

<span itemprop=tnametT>Electronic Arts</span>

<span class=Tdatat itemprop=tdatePublishedi>Nov 18, 2014</span>

<img class=Tproduct _image large_imageT src=thttp://static.metacritic.
con/ images/products/games/0/4269cbfeac2771958710a280c643af07-98 . jpgT
alt=1Dragon Age: Inquisition ImageT itemprop=Timagei/>

<a class=T1product_media_ linkt href=1/game/pc/dragon-age-inquisition/
trailerst itemprop=ttraileri>

<div class=Tmetascore_wrap highlight metascoreTt itemtype=thttp://schema.
org/AggregateRatingT itemscope itemprop=taggregateRatingi>

<meta Itemprop=1bestRatingT content=11001T><span itemprop=tratingValue1>85</
span></div>

<span itemprop=TreviewCounti>44</span>

<span class=Tdatat itemprop=tcontentRatingi>M</span>

There are a variety of uses for structured data from Products, Music and Events to Videos
and Facebook shares. Although the implementation of structured data may be complex,
Google has made a number of resources available.

Using the Structured Data Mark-up Helper for E-Commerce Sites

Googleis Structured Data Mark-up Helper appeared in May 2013 and it can be an effective tool
in creating structured data if you work for a small business, for example with a small number of
restaurants. This post gives a step-by-step guide®2. Larger, dynamic sites will need developers
(or the Ecommerce platform providers) to add the structured data programmatically. In Google
Search Console you can use the Search Console> Other Resources > Structure data to check
that Google can correctly parse your structured data markup and display it in the search results.

32 Smart Insights: Step-by-step structured data markup
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Strategy Recommendation 14 Review and improve mobile SEO - focus on Smartphones

Google gives detailed guidance for improving the visibility of mobile content such as
avoiding the mistakes outlined later in this section. On April 21st it rolled out a iMobile-
friendly algorithm updatei which could reduce your rankings on smartphones if pages
arenit mobile optimised. Given the volume of smartphone searches itis important to review
your analytics to check that your mobile SEO is effective and not subject to this algorithm
ranking factors. Tablets are considered separately to smartphones by Google, so these are
less of an issue. More recently Google has shared that a majority of its searches are now
mobile-driven. The implication for current SEO is when carrying out a technical SEO audit,
it is now critical to not only review how the desktop Googlebot accesses your site content
but also how Googleis smartphone crawler does it. To access Googlebot smart phone data
use Google Search Consoleis iFetch as Googlet functionality.

It is important that you understand what keyphrases are being searched for on smartphones
versus desktop in the context of the search habits of your customers. Google provides
average position of selected keywords for Image search, mobile search, video search and
web search. The default setting is all. It is useful to use a third party ranking tool to validate
the rankings provided by Google Keyword planning tool.

Often businesses make the mistake of focusing their research on desktop trafpc & this can
miss out on a signipcant % of your total audience. If you currently receive more than 50% of
your trafpc from mobile devices, or the trend is headed that way, then usability testing, QA etc
should be started on mobile. If you receive more than half of your visits from mobile devices,
It could be argued that all web projects, new pages etc should be built for mobile prst, and
adapted for desktop later.

Even if mobile isnit yet a large chunk of your total trafpc, take a look at the trends. Some
web owners we know currently have less than 5% of trafpc from mobile but this segment
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http://googlewebmastercentral.blogspot.co.uk/2012/06/recommendations-for-building-smartphone.html
https://support.google.com/webmasters/answer/6101188?hl=en

The report focuses on problems for mobile visitors. You can use this report to diagnose

and yx errors for speciyc pages and improve their search performance and relevance. For
example, use the graph in the report to monitor your efforts in decreasing mobile usability
issues for your site. The report also lists the six primary mobile usability errors described
below. You can click on each error for a detailed report by URL. Google is also placing more
focus on the time is takes for pages to load.

r Q. Have we researched our keyphrases for mobile users?

In 2011 Google introduced a feature into its Keyword Planner tool so you could see how
important mobile SEO is for individual keywords. Unfortunately this mobile keyword search
volume tool was removed in 2013 when Google introduced the Google Keyword Planner we
recommended in previous sections. They have re-introduced some functionality which gives
overall ygures for the importance of mobile SEO.

For example, continuing our laser eye treatment example, you can see that smartphone
searches are equal to desktop searches. This insight could be useful for marking the
business case for investing in mobile search and also comparing your mobile search
volumes to check you are attracting sufycient mobile visitors! Google Suggest varies for the
mobile site too f so it may be worth checking out what the main phrases are.
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Reviewing the impact of Googleis Mobile-friendly algorithm change in analytics

Google introduced a major mobile search algorithm update on April 21st 2015 labelled
iMobilegeddoni by the media. At the time of updating this guide the impact from
Mobilegeddon on the search results pages has been small. However it does highlight the
importance of incorporating a mobile conyguration which matches Google requirements to
maximise your SEO performance So you should check if you were affected and itis a good
idea to compare smartphone search anyway using this technique explained below.

Best Practice Tip 15 Review the impact of the Mobile-friendly update in Google

If you havenit checked for a negative impact on smartphone from Googleis April 2015
Mobile-friendly update we suggest you isolate smartphone searches in a custom segment
in Google Analytics as described below.

Step 1. Create a custom segment for Smartphone visits

To isolate the trafyc, create a custom Segment (formerly Advanced segments) by choosing
i+Add Segmenti from the bar at the top. Weive called the segment éSmartphone - organici.

Youill need to choose the éTechnologyi segment options and then choose éDevise categoryi
from the device category. Confusing since this is actually the Smartphone visits - Tablet and
Desktop are the other options.

We created this segment from the default Audience, Overview page, but you may also want
to view visits for this segment in other reports like Acquisition, Behaviour and Conversion.

Step 2. Add organic trafyc to the segment

Organic trafyc is in the (Trafyc sourcesi segments tab, so youill need to click this and then
choose a Medium of organic which are ISEO visits.
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https://developers.google.com/web/tools/chrome-devtools/
https://search.google.com/test/amp
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https://support.google.com/webmasters/answer/6328309?hl=en
https://wordpress.org/plugins/amp/



https://www.google.co.uk/business/faq.html
https://www.bingplaces.com/



https://moz.com/local-search-ranking-factors
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http://www.smartinsights.com/search-engine-optimisation-seo/local-seo/local-seo-campaign-audit/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps
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http://googlewebmastercentral.blogspot.co.uk/2010/03/working-with-multi-regional-websites.html
https://www.seroundtable.com/seo-geo-location-server-google-17468.html
https://support.google.com/webmasters/answer/182192?hl=en

targeting, e.g. the US site may outrank the Canadian site in the listings. On the other hand,
the rankings for each country can be aided since the main domain has authority rather than
trying to establish their own authority.

r~ 4. Local domain registered with 301 redirect to a country page.

You might use this option if you havenit got the resources to maintain separate country
content. So you might register www.company.ca and then link it to a page for Canada on
the site. The redirect will only have a limited impact though because there will be a limited
number of links to this page, mainly from domain hosting companies.

Once you have sorted out the best way to host your sites, itis then important to think about
the right type of content and promoting them.

Giving hints search engines which URL to serve

You can help search engines serve the correct language or regional URL using markup
within code. We say igiving hints? since they wonit necessarily take the hint. In 2011/2012
Google introduced the rel=0alternated hrepang=0x0 page markup to serve the correct
language or regional URL to searchers. This can help when you have fully translated content
or you have similar content but with regional variations.

Best Practice Tip 19 Use the HREFLANG markup to improve local language targeting

If you have multiple language versions of a URL, each language page in the set can use
rel=0alternateé hrepang=0xo to identify the other language versions, where fix¢ is the local
language identiyer. For a home page, for example, this markup could be used in the
header to show the alternative versions of the home page.

<link rel=0alternated href=0http://example.com/en-gbé hrepang=ten-gbo />
<link rel=0alternated href=0http://example.com/en-usb hrepang=ben-uso />
<link rel=0alternateo href=ohttp://example.com/en-aué hrepang=ten-aud />

<link rel=0alternateo href=ohttp://example.com/0 hrepang=0x-defaulto />

For example, if your site provides content in French, English, and Spanish, the Spanish
version must include a rel=fialternated hrepang=fix¢ link to both the English and the French
versions, and the English and French versions must each include a similar link pointing to
each other and to the Spanish site.

If you have several alternate URLSs targeted at users with the same language but in

different locales, itis a good idea to provide a generic URL for geographically unspeciyed
users. For example, you may have speciyc URLs for English speakers in Ireland (en-ie),
Canada (en-ca), and Australia (en-au), but want all other English speakers to see your
generic English (en) page. In this case you should specify the generic English-language (en)
page for searchers in, say, the UK.

Using Sitemaps to specify the HREFLANG annotations

In May 2012 Google announced that webmasters could also use Sitemaps to provide it
information on the HREFLANG annotations®2. This is good news fi you donit have to include
this information in the HTTP header or as an HTML element on each URL.

Recommended additional reading:

52 Google Webmasters HELP: HREFLANG
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That said, we advise that you keep up-to-date with updates to search engine algorithms in
case this changes. We donit expect it to, but wefre not Google or Bing!

If youire thinking What about social bookmarking of web pages? Good question! Social
media is really important to SEO. We will cover this in section 6 later on.

If youire new to some of these key terms of on-page SEO, here are some examples to help
give you context. The images below should help you understand the link for the three main
visible elements:

Page title and description

|
|
|
|
|
|
|
Location of Page title #
|
|
|
|
|
|
|
|
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Is your title less than 60 characters? A maximum of only 60 characters are displayed in
the search results. Anything after this limit isnit visible to searchers, so canit inpuence
clickthrough. You also donit want to dilute the impact of your primary keywords through
the effect of using too many keywords

Does it include your primary and secondary target keyphrase? Itis key that the title
contains the keyphrase you wish that page to appear for & remember you should have a
unique title for each page

Is your target keyphrase one of the yrst word(s) in your title? Search engines tend to put
their emphasis on the yrst few words so ensure your keyphrase is yrst or at least early
on in the title. Things like your brand should come last, unless you decide you want to
develop brand awareness and include it near the front of your title. You can get the best
of both worlds if you include it at the end, but make sure it is less than 70 characters.

Does your title make sense? Remember that the people that see your website and
click on your links in search engines are human. The title should be compelling and
the user should be able to understand the beneyts of the page or service or they wonit
clickthrough to your site. No gobbledygook or keyword stufyng allowed!

Does your title stand out? For high volume terms within an industry the top organic positions
are often occupied by pages which use exactly the same page title start, the exact high
volume term that the websites are competing for e.g. . Although it is generally best practice
to start with the primary keyword at the beginning of the title, sometimes itis worth adding

a superlative at the beginning of the title to make it stand out. E.g. best. When a customer
scans the search results page, and a lot of the listings look very similar, they are instinctively
drawn to breaks in patterns, so it could be the difference between getting the click, or not.

We changed our guidance on title length from 70 to 60 characters due to this change in
March 2014%3, As a reminder not to overdo title length and so make the call-to-action in

the search results unclear, here is an analysis of the average length from the same article.
Screaming Frog has a very useful length calculator, showing the number of pixels that each
title/description is under/over in the relevant SERP.%

63 Moz: Title length tool and evaluation
64 Screaming Frog: Page Title & Meta Description By Pixel Width In SERP Snippet
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Thinkingé and fiSlow Thinkingo. In fact, we both exhibit both types. These are explained in this
fascinating article from the Nieman Lab for journalists”™ based around Daniel Kahnemanis
(2011) book Thinking, Fast and Slow. System 1 (fast) relates to Unconscious Attention

and deals with innate skills that are crucial for survival and it works fast and automatically.
System 2 (slow) relates to Conscious Attention, for example learned skills, such as a foreign
language, logical reasoning, mathematics, etc.

Effective content marketing is about understanding how you can blend the different content
formats together to entice all your key customer segments (e.g. images and infographics
for System 1) and longer more repective content for System s. Then you can optimise this
content for SEO.

Blending different content types - Primary fuel and Nuclear fuel

Although we said at the start of this step that you need to make content iAmazingo, the
reality is that you will blend exceptional iNuclear content fueld and more routine fiPrimary
fueli. These are terms used in his book éLaunchi by Michael Seltzner, founder of the Social
Media Examiner website, who attributes his marketing success to two forms of content
that he created and gave away to attract customers: iPrimary fueli, content he created to
keep his business moving forward and iNuclear fueli, the special content he used to attract
the hundreds of thousands of visitors per month, many of whom later gladly purchased his
services (to create a $3 million turnover business).

At its core Michaelis process i The Elevation Principle i is all about focusing on the needs of
people with content. His formula is simple: great content plus other people minus marketing
messages equals growth. The number one reason creating and sharing great content helped
Michael grow his business is because it established him as the trusted resource for writing
white papers. Winning that trust was his biggest marketing obstacle. His lesson: create
primary and nuclear fuel. Donit expect anything in return.

Strategy Recommendation 19 Combine Nuclear and Primary fuel

Primary fuel costs more to create, but is signiycantly more shareable and supportive of
your brand, so make sure you get the balance right

As a strategy creating your own content is much more proactive, focused on being

the resource fi giving your brand the best chance in both SEO and social marketing
programmes. The reason we say this is that you are establishing yourself as the source, not
only for your audience, but other inpuencers seeking content that they can curate and share
T so itis so powerful for reach. Also, the more content you create, the more content you have
to atomise and share across marketing in different formats, but more on that shortly. The
most obvious response when | hear people talk about content origination is éwe have nothing
to sayi.

Itis more likely that theyive not identiyed the pain points or problems that their audience has.
However, if we were to draw a list of random ideas to illustrate youlill see that thereis always
something to say.

Content speciycally developed to help attract links since other site owners want to share it
with their audience. It will also be highly share on social networks.

73 Nieman Lab: Sharing Fast and Slow
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r Amazing infographics fi like charts and guides fi these work particularly well in busi- J;rzn
ness-to-business and professional markets. 55
2¢

r Embedded presentations and guides i for example, how-to-guides. Again these work g7

|
:
|
particularly well in business-to-business and professional markets. But guides also work [
well for consumer markets, weive seen guides to dating or arranging a stag/hen night that :
work particularly well for example. Services to consider for embedding include_Slideshare :
and Issuu for presentations and Scribd for PDF display. ,
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|

|

|

|

|

|

|

|
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|

|

Best Practice Tip 24 Use embedded content to make content shareable

Embedded content which other sites and blogs incorporate can work well for link building
since many will link or reference the original source with a link. Although not all will, so
weld emphasise the need to make your content branded, so that at least readers will
become familiar with your content.

SOILATVNY HONOYHL
O3S INOHdINI 'L

Seven Step Guide to Successful SEO (Updated July 2017)

1
= © Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.


http://www.issuu.com
http://www.scribd.com



https://www.amazon.com/Empowered-Employees-Energize-Customers-Transform/dp/1422155633

107

r~ Contests: Give away something (anything) and feature lucky winners
r Multiple Expert Opinions: Invite a panel of experts to discuss or argue about a topic.

r Interviews: As text, videos or podcast. And the people being interviewed will naturally
link back

The value of social content sharing and social voting

With the increasing importance being placed by search engines on social signals (see
section 6 below), getting your content shared socially can have a positive impact on SEO.
The Search Metrics ranking factors report”® demonstrates, through their own research and
data analysis, that there is proven positive correlation between amount of social signals and
SEO rankings. All other things being equal, a web page that has lots of social shares and
votes is likely to be ranked higher than a web page with none.

If youire new to this, here are deynitions of (social sharingt and isocial votingi:

What is it? Social sharing

This is where a visitor uses a social bookmarking toolbar or button to post a link to your
URL on a social network of their choice.

The most used social networks for sharing are Facebook, Twitter, Google+, Pinterest and
Instagram for images, though it pays to have a fuller list using a tool like AddThis (www.
addthis.com) to cater for people who want to post elsewhere.

What is it? Social voting

This is where you enable a visitor to make a recommendation using social buttons like the
Facebook iLikef and Google +1.

Content sharing is important fi it helps create social validation for your content assets.
However, you need to think carefully about how social sharing/voting tools yt in to the user
journey. They work best when they make sense and are easy to use fi locate them in places
where it would be logical for a visitor to want to share. For example, if you have written a
guest blog, have the sharing options at the end of the copy.

74 Search Metrics: Ranking factors report
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registered and any previous incarnations. You can then check the history to make sure
there isnit a shady past of dodgy domains that keep getting reinvented under a new
name.

3. Domain authority

When search engines evaluate the link ranking signal, they look at the domain authority
of the external domains linking to your website. Therefore, it is in your interests to
prioritise link partners whose domains are well established. That doesnit mean exclude
domains that currently have a low authority fi if they are relevant and you expect their
web presence to increase, they can add value. However, old domains that have always
had a low authority and are doing nothing to change it donit represent a good opportunity.

4. Commercial partner suitability
Forming long-term link or content partners takes time, so you need to ensure there is a

STVOO dNOA 13S
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m
good yt so that both partners put the effort in, so they can mutually beneyt. Unbalanced 59
partnerships donit work so well in our experience, both need to have fiskin in the gameo. , %%
Good partners share similar audiences, aspirations and outlooks, but arenit direct : °x
competitors. A commercial, paid arrangement maybe right in some cases, but not direct |
link-buying - linking has to be acceptable in terms of Googleis quality guidelines. |

: Qw

| o)

What free tools you can use to evaluate link partners? 55
m

Please note wefre focusing on free tools for this guide. There are lots of very cool paid for : %%

tools that can go even further but if youire starting out, go free and learn, then invest when : ©

youire ready to get value for money fi donit drown in functionality that you canit yet use. -
=
|

Mozbar from Moz : Qb

If youire serious about SEO, you must install the Moz MozBar, a free browser toolbar %%

compatible with Firefox or Chrome. This provides domain rank information within your : §FL;

browser toolbar: o

| zZ
It has the added bonus that when you do a Google search with this installed, you can see : -
domain rank for each website: ' ow

| C-

| >0

What are the paid solutions for SEO and link building analysis? a 5%

<

There are many paid for tools in the market. There are three that we have personally | gg

reviewed and would recommend for their functionality, reliability and ease of use: L o

|
1. Moz Pro i Open Site Explorer : B
2. Majestic SEO, an excellent tool for link audits : ?‘n;
)
3. Advanced Web Ranking ; gg

For further reading check out Chris Soamesi article The Best Link Analysis Tools for ;T

competitor benchmarking for SEO and Online PR&S, g%

®

Introducing the main link building techniques

|
|
|
|
|
|
As we have said, having a link building strategy means that you have reviewed the main :
methods of link building and prioritise on those that work for you. In the next sections, weill ,
review best practice for each of these in turn. Which of these work best for you? You may |
also be interested in the Clockwork Pirate Ebook?®” which as more detail on this topic. !

|

|

|

|

|

|

|

|

|
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Strategy Recommendation 22 Invest in content marketing as a key part of SEO

Effective content marketing is THE best method to attract links to a site. The two key parts
of content marketing which generate links:

1. Creating quality content on a blog or in a resource section of a site - quality content w"
will naturally attract links and sharing to attract more links. Sometimes a separate §;8>
domain or sub-domain may be used to attract links, but usually it is best if integrated as g)z>
part of the site. P 35
2. Blogger and partner outreach to encourage other sites to link to you. In larger : Eg
organisations this is sometimes known as co-marketing or contra-marketing. : ?5
|
|
| S
A good example of content marketing is from REI, a climbing outdoor online retailer®. This ! 44
page ranks well for backpacking checklist. | %%
| (0}
| T
|
|
|
|
I Qw
I 50
o Mm3S
1 Ac
I O7%
|
I >
oz
Rt
) <0
T
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items. Itis in the form of the list, which customers like. Its highly relevant to the theme of the
website.
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|
|
|
|
|
|
|
|
|
It contains a downloadable pdf version, has links to related areas of the website to purchase ?
|
|
|
|
|
|
|
|
|
|
|
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7. Could run-of-site links be damaging (e.g. a blogroll link on large sites can be a
problem if it is the only type of link).

8. What can we offer in return to help gain these beneyts?

As well as standard backlink analysis tools, you can use Google Console to identify

backlinks. This has an additional feature to show Crawl errors which may result from broken ﬁg
external (or internal) links. View the Diagnostics, Crawl errors, Not found report to view 52
errors. Sz
" Q5
| (@)=
. S . . . I 2>
Link Building Technique 3. Blogging, Guest Blogging and outreach ! 0g
The third method of link building which can also be considered part of content marketing :
is you can add value to other peopleis websites/blogs by appearing as a guest blogging or N
blogger outreach. : 5@
Matt Cutts , the former Google Spokesman on all SEO issues wrote in 2014 that the spammy : 55
nature of guest blogging and payments made by guest bloggers meant it would be heavily :
scrutinized tactic for SEO going forward. At the time of updating this guide we would advise |
guest blogging is not a dead tactic for building links but needs to be applied selectively on :
quality subject related blogs with authentic original content. Google continues to crack down : %;
on repetitive, spammy content, but as long as your guest post is original with informed unique %ﬂ
quality Google will not scrutinize it provided it is not clearly using keywords in anchor text [ 35
pointing to your site (particularly if the site is unrelated). It is often best to gain links through : 8%
biography as a byline for the writer. :
Itis best not to think of guest blogging as an ad hoc arrangement in light of the above, but a : %
proactive part in forming long-term partnerships. The current importance of blogger outreach RS
this to content marketers is demonstrated by Hubspot shown by their having speciyc ' %%
co-marketing manager roles. This is dealt with in section 3 of link building techniques. : §FL;
I m
5
r Q. Are we using blog content effectively to generate links and shares? i
Using blog content to link build is potentially one of the most effective methods of gaining : ﬁcfg
links. There are two methods of using blog content to generate inbound links. Q 5%
The yrst method is sharing content to attract links on your own on site blog. This is also | %%
a very challenging method of link building since the quality has to be good enough to : ;wm
encourage other websites to link to it naturally. With this form of blog marketing, it is the L
content that creates the links, so the content needs to be amazing to generate quality =T
backlinks. The key to this area is quality, engaging, fun or education based content. : gﬁ
o
- T 23
Best Practice Tip 30 Invest sufycient time in blogger and partner outreach %%

|
|
With these techniques, you are more likely to control the links than natural links since you add :
them to your article (subject to the editorial guidelines of other sites), so although it may be :
more work we suggest putting as much time in to this as possible since itis often neglected as :
a technique. You should identify long-term strategic partners to gain the main beneyts. ,

|

|

|

|

|

|

|

|

|

|

|

|
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r Q. Have we deyned the right type of content which will generate backlinks?

Effective content is still called linkbait by some. Things to consider when writing blog posts to
generate links:

Understand your audience, their motivations, their wants/needs etc.

Be consistent
Plan and publish content that is:

Research driven (Provide data from research to support the arguments in the article )
Unique

First to market i industry news

Instructional/guide orientated

STVOO dNOA 13S
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m™
Interviews or case studies g0
S>>
Always consider use of differing media formats, audio, imagery & videos which is [ ﬁg
engaging and encourage sharing : -
|
|
|
We recommend this BrightTalk video for members which focuses on link building for ' 0w
Ecommerce sites using visual assets and getting links from other businesses like case [ irﬂ
studies for technology vendors. éj
[ o
Although it was written years ago, we think Seth Godinis post on ideas to develop content : ﬁ%
or promote your blog posts should spark some ideas. If not, try Darren Rowsefs post on 10 [
ideas on what to post to a blog when you suffer from ibloggersis blocki. : 2
|
) 72
Using the Content Marketing Matrix to generate ideas for links | 8@
_1
Q. New ideas for content reviewed and scheduled? : Zm
m
In our 7 Steps Guide to content marketing we recommend using the content marketing matrix : -
as a key technique to review current use of content marketing and to identify new types of :
content. 1 2
2
The Content Marketing Matrix shown on the next page. Itis an example of B2B link bait in Q 3z
a professional sector, although it wasnit created as such - we were just trying to provide a | §§
useful thinking tool to our readers. It cost more thought and expense to create than a simple : pm
text blog post, but has been linked to hundreds of times and even copied by Distilled. [
| —_—
Our matrix is structured to help you think through the dimensions of different content based : ?‘n;
on how your audience might think and what youire trying to achieve as a business: [ g%
=Z
Q. What will work where your audience are more or less impulsive or rational? %T
o
Q. How does content in each sector support your content creation and marketing goals? %%

Depending on the quadrant(s) that you feel drawn to for your audience, it offers a starting
point for your ideas generation.

Q. What is the potential for content to attract inbound links to your site to help with SEO?
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by being active on other sites, adding value in comments & ratings is a good way to get
noticed

m™
&8
&t
| 02
|
|
|
|
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I 83
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|
|
Using high quality guest blogging o
r Q. Guest blogging approach effective? ! Eg
3=
Creating relationships and the amazing content that people would want to share via their own Q E%
websites as a guest blog post is an art and comes through time, effort & creativity. : %gg
|
What is it? Guest blogging : B
=z
A writer develops a relationship with a partner site, publisher or blog and writes or : @2
syndicates their content. It may include links back within the body text or in a biography : ;g
which can contribute to link authority if they are do followed. ’ Ej
e
| % Py
Creating the relationships with appropriate bloggers and partner sites can happen in a :
number of ways: | g
| 8 :1
Networking at events : S3
Py
Calling on your current network , §g
<
Through creating good enough content people will ask you through your own site | jg%
. . . I 20
Through contacting sites you believe you can add value to : 2
|
|
|
|
|
|
|
|
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|
|
|
|
|
|
|
6. Build a team of regular writers, either staff or external writers who have a good :
level of credibility and authority in Googleis eyes. On Smart Insights, these writers [
are our Expert commentators. Reduce your reliance on Guest posts and obvious signs :
that you produce many of them. :

|

|

|

|

7. Monitor your SEO trafyc weekly or even daily. Use a tool like Google Analytics
Intelligence to be alerted if trafyc falls by 51 10% compared to the previous week and then
act straightaway.
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|
|
|
|
|
|
|
Think about how you break up and segment your releases so you release each to a |
limited readership rather than a one-size-yts-all approach - content targeting is essential. [
|
|
|
|
|
|
|
|

From an SEO perspective, the reach of press releases is maximised if you build a
network of inpuencers who are loyal to your brand and genuinely interested in what
you have to say. These people will ideally have sizeable audiences of their own, so you
can tap in to the collective audience via a small group of contacts with whom you have
positive relationships. An example of this is blogger outreach, which we discuss further
below.

STVOO dNOA 13S
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r Q. Press releases optimised for SEO?

Whether you are amending press releases that already exist or creating new ones there are

a few simple rules to follow for SEO which also apply to press releases. 9;
Host the press rel_ease on your own website and ensure it is indexed before dis_tributing : %%
to any other website, this will ensure Google knows you own the content and will be I
rewarded for it. Ensure the page title of the web page uses the title of the press release. :
Ensure you use headings & sub-headings :
Use bullets & images to break up long reams of text and make them easier to digest | Qw
Always have press contact information and include a link to your website I %%
This link is more effective within the body (an editorial link) | gé
The yrst link should preferably feature an anchor (hyperlink) text including the keyphrase : o7
your targeting (not just the web address!) : N
Itis often best to deep link to a speciyc service rather than to the home page. Itis better if 13
you deep link to a keyword rich URL, as sometimes when the press release is copied by : éz
other websites, they will remove the links from the body and either list the links as anchor ma
text or convert the anchor text to a link. Using a link which describes the content of the : of
page will help to build context and also adds relevance to the article : @
Use words that people looking for the kind of topic you are writing about would use : -
This i; the crezfltive part, where PR agencies often excel.. Here are some frequently used : O
techniques which you can often see are related to blogging: | 29
Interview industry experts Q EE
New product launches : %%
Market research :
Business performance (i.e. year-end results) : Zo
Reaction to market changes (i.e. Record number of unemployed graduates i Your : §$
business launches an internship scheme) o
Business activity such as participating in a community project %é
G);U

r Q. Is there a suitable hub for press releases within our press area?

|
|
|
|
|
The yrst place you should put your press release is into the press area of your website. |
Similar to blogs press areas are usually content structured by date it was published and :
archived by month. Most press areas will include a media pack as well as contact details. ,
Ensure your press release gets the appropriate exposure on the website & ideally allow :
people to comment on the press release once they arrive there. !

i

|

|

|

|

|

|
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Also, ensure that press release content is indexed in site search results 1 not everyone will
use site navigation menus to ynd content, some go straight to the site search bar.
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Social votes

As discussed in the content section above, search engines are looking for signs of inpuence
and relevance. Each time a customer completes a social action for a web page (e.g. they
iLikel the page on Facebook, they add a customer review), this sends a social signal.A
social signal, for example a Facebook like or retweet is a indication of content authority in
the eyes of Google and thus is an important part of SEO/link building strategy going forward
However itis not the number of signals thatis important from a ranking perspective. When a
search engines analyses the number of +1is a page gets, it looks at the proyle of the users
who have used the +1 button. Search engines are looking for natural patterns of behavior, to
avoid brands using clicks farms with IP proxy servers.

STVOO dNOA 13S
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The more signals your web pages gather, the stronger the signal. Therefore, all other things
being equal, if you come up against a competitor with limited social love, your web page
will be considered more relevant, increasing the likelihood you will appear higher in search
results.

S3ANION3
HOYV3S ¢

Social sharing

Social inpuence is another important search signal. When your web page URL is posted by
other people to their social networks, another signal is created. Again, the greater the share
rate, the stronger the signal.

Using social bookmarking tools like AddThis gives your customers the ability to quickly share
content, but native sharing buttons are best to record all shares®.

03S 39Vd-NO
dNOA 139 '€

The value of being recent & fresh

Youive only got to look at Googlels May 2012 Search Quality Highlights®*® and the updates at the
beginning of this chapter to understand to see that these two signals are increasingly important:

J1V3d0 v

Recent

|
|
For your content to be loved by search engines, your content needs to be loved within its :
relevant network. So if your web pages are keyphrase targeted (optimised page title, H1, :
meta description, body copy, external links etc.) but passive, with limited trafyc in the last few [
months and nobody bookmarking or posting comments, sharing socially etc. this will send :
a signal that says fiwell optimised and relevant for this keyphrase, but old, so look for pages a

|

|

|

|

|

|

|

|

INILNOD INOSIMVY

with current activityf.
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Now the exact weighting of recency in the algorithms isnit known, and itis not an exact
formula, but the emphasis should be on keeping content current and using your marketing
channels to encourage customers to keep reading, commenting, sharing, liking etc. And if
you think about it, that makes sense. Why would you want lots of pages sat on a sever that
never get visited and are shrouded in digital cobwebs?

Fresh

ONINIT IVNY3LNI
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|
|
This means that old, unused content will not be considered as relevant and authoritative :
as new content or regularly updated content. So sticking up lots of content pages for SEO :
and then leaving them to gather dust will have short-term impact but is unlikely to give you :
a sustained SERPs uplift. Although some content is evergreen, most if it ages. For further
reading on Evergreen Content Chris Lake, a leading content strategist, wrote an excellent ,
article on the importance of evergreen content for SEQ, :

|

|

|

|

|

|

|

|

|

|
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Link Building Technique 8. Directory submission

This is an iold schoolf link-building method - it was effective in the late 1990s when
directories such as Business.com, Dmoz and Yahoo could boost a sites ranking signiycantly
and when there were many smaller directories that had an impact.

Google has now reduced the inpuence of these directories and this is not a core SEO
technique, but as we mentioned in the introduction to this section it can still play a role where
specialist directories can help contribute relevant backlinks. For example, a link in a focused
B2B directory such as a trade association site ranked highly by Google can be beneycial and
drive relevant visitors. Alternatively local business directories or local newspapers can be
beneycial for small businesses.
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Another change Google introduced you can see on this example, which was REALLY useful,
is to clearly show Behavior and Conversions in separate groupings - so avoiding the need to
click on an Ecommerce tab to understand sales.

You can use this report to monitor trends in trafyc contribution from search, helping identify
peaks and troughs, and comparing this to other marketing channels. If you are investing lots
of time and money into search campaigns and you see trafyc share falling, this is a good
indicator that you need to review your approach and dig deeper into the data.

B. The Channel report, with a Channel grouping of Organic search (click on the link in the
listing to select this) with a primary dimension of Source shows you visits, behaviour and
conversion for the different search engines such as Google. Bing isnit trivial for this business
and is converting at a higher conversion rate.
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A few tips on what to look for:

Keyphrases where you have a high revenue ygure (again you need to decide what
represents thighi for your business).
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E-commerce conversion rate 7 this shows how hard you have to work to convert trafyc
into a sale

Per visit value i this provides a relative score for the A contribution that each visit
provides based on the total revenue generated for that keyword and the total number of
visits.
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We say used to, since as we explain below, Google now returns many searches as finot
providedo, so search marketers have effectively filosto the keyword data they once had.
Fortunately, there are alternatives where some data can still be accessed.
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C. The Keywords report used to show you all keywords which referred visits to your site. @
|
|
|
|
|
|
|
|
|
|
|
|
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1. Use Google Search Console (formerly Webmaster Tools). This new service
launched in October 2011, makes some keyword data available in Google Analytics when
you link your Google Analytics account with Google Webmaster Tools. You can look at
estimates of search impression (i.e. search volumes) against clicks i.e. CTR rate broken
down by query as shown in the example - this gives you data you didnit have before. It
also gives you the average position for a search term.

Best Practice Tip 41 Use the Search Console tab in Google Analytics or in Google Search

Console (formerly webmaster tools) to gain more insight on keywords in the Search
Engine Optimization results of your website

The Search Analytics Report in Google Console now shows how often your site appears
in Google search results. You can ylter and group this data by categories such as search
query, date, or device. This enables you to see how your search trafyc changes over
time, where itis coming from, and what search queries are most likely to show your site,
which queries are made on smartphones, and which pages have the highest (and lowest)
click-through rate from Google search results.

If you link your Google Analytics account with Google Search console you will be able to
access this data directly in Google Analytics as shown below. If you canit see the charts
instructions are provided when you navigate to this area.

i Main View - o~ n Q

Custumirs  Nmad  Expert = Shereut B

O All Users

@ inisligence Evants Exprarne

Clicks + improssians cTR #fverage Pealtion

1,268 5,076 24.98% a7

These Search Engine Optimization reports have been questioned because of their lack of
history (currently 90 days, to be extended to one year shortly), limited number of keywords
and accuracy compared to Analytics. However, the number of terms has improved and they
are particularly useful for identifying pages that already perform quite well, but you want them
to boost them further.

We recommend you present your analysis of keyphrase variants using the two methods
available in our gap analysis spreadsheet!*. The yrst method presents the data for keywords
you are targeting in order based on an éexact matchi of the target keyphrase against search
guery data available from Google Webmaster Tools:

104 Smart Insights: SEO Gap Analysis
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The second method is écontainsi match summing across all queries where a keyword/keyphrase ™
is contained within the GWT queries data. This enables you to see the total volume across key Sﬁ
categories, products or descriptors (qualiyers) that searchers are seeking. In the example below, [ ﬁg
the company is performing well for ireviewsb, but not inewi contained within keywords. : -
|
|
|
|
I Qw
I Zo
=0
m =<
| n 8
RE
|
I >
|
=
Rt
) <0
T
I 85
I Zm
I m
5
|
|
=
| 50
2. Use Google AdWords new Paid and Organic report. This less well-known new , 5’5
feature was announced by Google in August 2013 on the Inside AdWords blog. Again you cS
. gt , . zZ
need to connect with Google Webmaster Tools within Google AdWords. Itis great in that : ~m
it shows paid and natural results side-by-side and you can see performance in terms of :
CTR when ad is present or isnit. l z,
_| .
1 M3
20
>z
— m
GZ) Py

The good news is you donit have to have a Google AdWords account and the data looks
to be more accurate than the Webmaster tools data which is rounded to nearest hundred
for organic search queries. The bad news is that itis not in Google Analytics, perhaps that
will happen one day.
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3. Create a ylter to show where not provided trafyc is entering the site. This is :
available as part of a toolkit from Dan Barker'%. He wrote this up on Econsultancy :
and gave this example. You can see that the relevant landing page URL is added to |
the Keyword i neati at least you can see in a relative sense which pages are/arenit :

|

|

|

|

One of the most useful places to apply pivot tables to help improve SEO is within the Top
Landing Pages reports.

105 Dan Barkerés Not Provided Toolkit

generating natural visits through search. w
s
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I 35

Dan does describe this as a hack since itis a ylter that rewrites the Not provided data : 8%

when itis added to Google Analytics when the tag yres. So it is for Advanced users only to :

set up. A simpler approach is simply to setup an Advanced Segment of organic and see oz

which landing pages gain natural search trafyc. : N

2

4. Use Rank checking tools. Although Google has strongly discouraged the use of | 8%

these types of tools over the years, this move encourages their use€ Despite personali- : Em

sation meaning that average ranks are misleading, this does give you insight on which : z

terms you are competitive for. See our post on Rank checkers for a range of tools fi we |

recommend and use Advanced Web Ranking. : Qo
| EQ
@
2. Reviewing SEO via pivot tables 239
| nm
r Q. Are we using pivot tables? :
You select pivot tables by using the tiny icon over to the right of the different reports (not so : Zo
obvious). E
0
- m
=<
e
s
|
b7
| g:l
Best Practice Tip 42 Use Pivot tables to review and improve SEO within Google : S3
Analytics Q I3
£m
e
I 3o
1@
|
|
|
|
|
|
|
|
|

Seven Step Guide to Successful SEO (Updated July 2017)

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.



http://notprovidedkit.com/






http://www.smartinsights.com/blog/web-analytics/google-analytics-web-analytics/segmenting-google-analytics/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps
http://www.smartinsights.com/guides/google-analytics-7-steps-guide/?utm_source=seo-7-steps&utm_medium=pdf&utm_campaign=seo-7-steps

r Q. Are we using standard/default segments?

This is how you select advanced segments in todays version of Google Analytics - you
choose the down arrow to the left of iAll Visitst at the top of the screen. For reviewing search
marketing, the main default segments youill need to apply are:

Search trafyc i if you donit do Adwords you can just select this!

Non-paid search trafyc i this is the organic or natural visits!

Paid-search trafyc T you may need to isolate this

STVOO dNOA 13S
ANV LIdNY NY Od 'T

perhaps optimisation on this term for non-paid would be worthwhile.

&t
C
|
|
g
u
P mS
| 9c
I O7%
|
For each segment you apply in Google Analytics, an additional row is added to your report, : z
which you can compare against performance for the whole site and other segments. : D .
O.
Once youive applied the segment, voila!, you can then review measures of volume, ! =9
engagement and value generated and compare these to other segments or the site average [ 8%
to help determine why some segments are performing better than others. : Em
P4
As an example of comparing performance, in this case, for keyword 2 the natural search i -
segment is slightly under-performing in terms of initial engagement with the site (as seen ' ow
by bounce and time on site compared to the paid segment). So the marketer will want to : So
investigate why, for example here the keyword takes the visitor to the home page rather than , 5%
a tailored landing page so engagement isnit as good. Looking also at the volumes, we can 5%
see that keyword 1 is driving a lot of paid search trafyc, but relatively little natural trafyc, so : ~m
|
|
|
|
|
|

ONINIT IVNY3LNI
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Q. Are we using custom segments?

Custom segments can help you review your online marketing in many ways. Possibly their
best use for SEO was isolating non-brand site visits...
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|
|
|
|
|
|
|
You can also use these segments within keyword reports to easily separate out brand and |
non brand keywords. For high volume phrases it can be worth setting up a contains ihigh [
volume keywordT so that you can analyse that in depth. :
|
|
|
|
|
|

| hope that works for you. How do you use advanced segments for search analysis fi lid be
interested to hear about the segments you use.

Applying advanced segments in Google Analytics for SEO auditing
r Q. Advanced segments applied to Google Analytics to audit SEO effectiveness

STVOO dNOA 13S
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Well unfortunately, you canit choose all 4 segments you setup at once. Four is the limit and
you have to choose all visits for comparison. Anyway, select 3 using the iAdvanced segmento
option at the top right of the screen.

m™
Then review these reports taking note of the balance between the different types of phrase. 59
live added some of the things to watch for... , %%
L -
A. Keywords report. The obvious place to start i youill see the proportion of each type of [
search. You should report % non-brand routinely, especially for SEO to see the amount of :
incremental trafyc youfre attracting. :
I Qw
Of course youill want to compare bounce rates to see how the different segments are [ irﬂ
performing depending on routing of visitors to the right page and the content quality/ éj
persuasion of that page. : %8
O;U
B. Landing page reports. Similarly this will show where there are problems with visitor :
routing or engagement giving rise to high bounce rates. : 2
|
C. Top content report or better content drilldown. Content drilldown effectively | @_4>
aggregates across similar types of pages if you have a logical directory structure, so review a SO
how the percentage brand/non-brand split varies for different product categories, youill often ' gg
see some performing better than others. : Em
P4
D. Goals report. If you want to know maore about visitor quality beyond the initial bounce, =
check the Goals tab to see whether the different types of search keyword are delivering goals : o
a1
and value. : %@
®::
Using a gap analysis to manage SEO and pay per click . §§
A
r Q. Have we completed a gap analysis? poon
|
r Q. Are we using the keyphrase list for regular review of our SEO and integration with paid 2,
search (Adwords i if relevant)? | @Q
I ZT
A search demand gap analysis is an essential part of an advanced search engine marketing FZ
audit which checks how well your search engine optimisation and/or pay-per-click marketing %5
is working for your company. It will show you the commercial opportunity available from %%

search engine marketing and compare your current performance against this opportunity, so
showing sales growth potential.

|
|
|
|
|
:
A gap analysis is often completed as part of a quarterly or annual review, but due to seasonal :
puctuations in search volumes and changes in Googleis ranking approaches and competitor @
activity it should also be completed more regularly; we suggest monthly. |

|

|

|

|

|

|

|

|

|

|

|
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Again, this is more difycult and less worthwhile given the growth in not provided, but some
of the alternative data sources like Google Webmaster Tools or AdWords make a simple
analysis possible.

Seven Step Guide to Successful SEO (Updated July 2017)

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.




A gap analysis is a comparison of the potential visits, leads or sales from searchers arriving
on the site against what the company is actually achieving. It should focus on high volume
phrases which are typically two to three keyword phrases including brand searches.

However, a form of the analysis can also be completed for longer (long-taili keyphrases made
up of more than 4 keywords.

Hereis an example of a gap analysis.
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comparing the number of searches performed for the keywords you are targeting against
the actual number of visitors you get to your site through natural search in the organic
search engine listings.

m
5%
N
r ma
L -
|
|
|
|
|
I Qw
I o
2m
O—i
m =<
o)
| m¢<
I O7%
|
. |
What should you measure for a search gap analysis? oz
. . , [
As for the review of the performance of all trafyc sources, the main measures you need to [ gb
look at are trafyc volume, quality and cost: ! =0
. ~ . . ol
Trafyc volume i measured through the number of actual visits from paid and natural : %L;
search. Actual visits are then compared with potential visits o
o . L I Z
Trafyc quality i measured by bounce rate, lower if the quality is good. Also measured by o
conversion rate to lead or sale, higher is better. : 5
| ISk
. | So
Recommended resource Gap analysis spreadsheet ’ 3
. . ~ ~ Z
Our SEO gap analysis helps you review your imarket share of consumer searchest by | 5%
A
| nm
|
|
|
|
|
|

Trafyc value fi The value generated through sales or leads can be compared against the
cost of search marketing. The revenue per visit can be calculated for each keyphrase and
for pay per click can be compared to visitor acquisition costs il amount bid.

ONINIT IVNY3LNI
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|
|
|
|
|
|
|
These measures are all available from your web analytics system such as Google Analytics :
from which data is extracted for the analysis. a

|

|

|

|

|

|

|

|

|

|

|

|

You should also measure the percentage trafyc gap which can be calculated by comparing
the number of visits against demand indicated by a keyword research tool. We recommend
using the Google Keyword Tool to review demand in a single country. Itis best to select the
exact match reporting although it can be worthwhile to select phrase match for a different
form of long-tail review.
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