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INTRODUCTION

M astering search engine optimization (SEO) is very much like trying to hit a moving target. With hundreds of
search engine algorithm changes every year, it can get overwhelming and even a little frustrating. Just when
you think you have it figured out, new technology emerges, online consumers evolve and search engines publish
major updates. Instead of trailing behind, it is critical that you know the tried and true SEO techniques that will drive
traffic to your website today and in the future. This SEO workbook will provide you with strategic and tactical
information to boost your online visibility. Throughout the sections, you will be provided with tools—both free and

paid—and steps to follow. The last section allows you to put it all together and create an SEO strategic plan, but also
the tactics needed to implement it.



COMMON SEO ISSUES TO FIX

Good SEO depends on a solid website foundation, meaning you must address technical and on-page issues. Some of
the most common problems encountered have to do with speed, un-optimized pages, broken links, and mobile

friendliness. Below are instructions on how to check these items.

Page Speed
Speed is a factor in Google's ranking algorithm, which means the longer it takes your web pages to load, the more you

are hurting yourself.

1. Use Google PageSpeed Insights (https://developers.google.com/speed/pagespeed/insights/) and/or

GTMetrix.com (https://gtmetrix.com/)

PageSpeed Tools > Insights

HOME GUIDES REFERENCE SUPPORT

PageSpeed Insights

3y Makeyour web pages fast on all devices

[Enter a web page URL oty

Analyze your site’s speed and make
it faster.

GTmetrix gives you insight on how well your site loads and provides
actionable recommendations on how to optimize it.



COMMON SEO ISSUES TO FIX

2. Test the top pages, such as home page and category pages

PageSpeed Insights

http//amazon.com/ ANALYZE

Desktop
Speed Optimization
Good
0.8s f 82
Data from the Chrome User Experience report indicates this page's median FCP (0.8s) and DCL (1.75) ranks it in the middle third of all pages. This
page has a good level of optimization because few of its resources are render-blocking. Learm more.

Report for hnp:

Page Load Distributions

PageSpeed Insights

http://amazon.com/ m

Mobile ktop
Speed Optimization
Fast Low
1.3s 1681 18
Data from the Chrome User Experience report indicates this page's median FCP (1.3s) and DCL (1.6s) ranks it in the fastest third of all pages.

Although the page could be more optimized it is probably unnecessary. Learn more

Page Load Distributions

I -

o 25% 50 5%

B et [ Aveage I Slow




COMMON SEO ISSUES TO FIX

3. Review and implement the suggestions for improvement

Optimization Suggestions

Eliminate render-blocking JavaScript and CSS in above-the-fold content

»Show how to fix

Avoid landing page redirects

+ Show how to fix

Leverage browser caching

+Show how 1o fix

Optimize images

+Show how to fix

Minify HTML

»Show how to fix

Poor Page Construction
Page construction includes how the web page is laid out, such as meta tags, page headings, images, and other
elements. While there are many things you can check in terms of page construction, the focus for this exercise is to

review titles, descriptions and headings. Download Screaming Frog (https://www.screamingfrog.co.uk/seo-spider/).

1. Crawl your website using Screaming Frog

(Once the crawl is complete, download your spreadsheet for review.)

u_@i External Protocol Response Codes URI  Page Titles Meta Descript

Filter:  All EI Export I ﬂ

Address Content

1 http://amazon.com/ text/html
| 2 https://amazon.com/ rext/html
| 3 https:/fwww.amazon.com/ text/html;cha

4  https:/ /www.amazon.com/STRING-subnav_primephotos_amazondrive /b/ref=us_f... text/html;cha
'35 https:/ /www.amazon.com/clouddrive fref=amb_link_2/146-2208663-43772137%.. text/html; ch
| & https://fls-na.amazon.com/1/batch/1/OP/ATVPDKIKXODER:135-8885582-464...  image/gif
| 7 https://fls-na.amazon.com/1/batch/1/OP/ATVPDKIKXODER:146-2208663-437... image/gif

8 https://advertising.amazon.com/Tref=ext_amazn_ftr text/html;cha
|9 https:/ /www.amazon.com/b/ref=amb_link_5/146-2208663-43772137_encodin... text/html:cha
| 10 http:/ fwww.amazon.com/b /7&node=5160028011 rext/html
| 11 https://www.amazon.com/b/ref=nav_shopall_?_encoding=UTF8&node=1760828... text/html,cha
| 12 https://www.amazon.com/AmazonFresh/b ref=footer_aff_fresh?ie=UTF8&node=... text/html.cha

| 13 https://www.amazon.com/compare-credit-card-offers/b/ref=footer_ccmplie=UT... text/html;cha
14 http:/ /www.amazon.com/gp/redirect.html/ref=gw_m_b_ir?_encoding=UTF8&locati... text/html



COMMON SEO ISSUES TO FIX

2. Review page titles and meta descriptions for missing or duplicate tags

3. Review H1 tags to ensure every page has one

*Advanced Note: while you are reviewing on-page elements, not only should you ensure you have these important tags,

but make sure they are using keywords appropriate to the page and that the content is compelling to a visitor.

Broken Links

Screaming Frog can help you with this exercise. Broken links are a quality issue, not to mention an annoyance for users.

1. Crawl your website with Screaming Frog

2. Click the “Response Codes’ tab & ‘Client Error (4XX)’ Filter” To View Broken Links

Internal  External  Protocol [RLEESElLEda. URI age Titles  Meta Descriptior

Filtar: All




COMMON SEO ISSUES TO FIX

3. Identify the source of the broken links by viewing “Inlinks”

All (2411

HTML

JavaScript

S8

Images

PDF

Flash

Other

5 Protacal

All

HTTP

HTTPS
¥ [ Response Codes
All
Blocked by Rabots.txt
No Response
Success (2xx)
Redirection (3xx)

'Y

Server Error (5xx)
B URi

Response Codes

Filter Total: 3 ‘ -

uRLinfo JEIICIERN Outlinks Image Info  SERP Snippet

Visit this page for the full tutorial on using Screaming Frog to find broken links:

https://www.screamingfrog.co.uk/broken-link-checker/.




COMMON SEO ISSUES TO FIX

Mobile Friendliness

A website must be mobile friendly, which is required for users and search engines.

1. Run top pages through Google's Mobile Friendly Testing Tool

Goo -gle moblle friendly test L Q
Volume: §800ma | CPC; $6.70 | Competizon: §.01 3
Al News Images Videos Shoppihg Mare Settings Tools
Abenit 15,5
Is your web page mobile friendly?
https:/www.example.com/mypage FUNTES
Feedback

Mobile-Friendly Test - Google Search Console @

hittps: search, google.com/test/mabile-frigndly =

Teat how easily 8 visitor can use your pags 0 o mobile device. .. Designing your websltes 1o be mabile
friendly ensures that your pages perfarm well on all .

Yiou've viait vis poge 2 limen. Lot viait 91017

PageSpeed Insights - Google Developers <

httpssf Googht peed/ pagesp inslg ¥

‘Web Performance. Learn more about web performance tools ot Google. Give Feedback, Have
cofmiments or questions aboul PageSpeed Insights? Discuss on .

You've wisited this page many times. Last visit: 8/8717

Mobile-Friendly Test - Google Search Console <

hitps/fsearch google com/search-console/mebile fiendly?id=MQ2ETxyPagPT, .

Is your wab page mobile-friendly?. . Enter a URL to test.. Mot a valid LIRL. run test. No loading issues
wiew detsils. Tested on: May 10, 2017 &t 1158

P bacing 35305 VIEW DETAILS

e o

Page is mobile-friendly
Vs page 15 2o, bodse o1 3 Tode coz

3 SIEMITTOORACLE

Sditizerc o
B omnwneus wekisunssiz o
B ol

L P e iy A T i i S S



COMMON SEO ISSUES TO FIX

2. View Google Search Console for mobile errors

= Search Traffic
Searah Analytics
Linksa to Your Sise
Irtemal Links
Manuz! Actions

Moblie Usability

tazie pv— e o anh Tann P e e
+ Googe Index Usability issue
+ Crawd 1 Content wider than screen

Security lssuss 2 (Clicksble elements too close together

3. Test mobile speed using Think with Google

Testyour
mobile speed.

10



COMMON SEO ISSUES TO FIX

What to Check

XML sitemap submitted to Google
Search Console

Separate XML sitemaps

Whether the website is getting fully
spidered

XML sitemap link in robots.txt

Print pages on the site

XML sitemap existence

Anchor text used in inbound links

Outbound links

Trustworthiness of inbound links

Description

Submitting an XML sitemap helps
refresh Google's index.

Use separate XML sitemaps for
various media, such as images and
videos. If you are a news website,
use a news XML sitemap too.

There are multiple reasons why a
website might not be fully spidered,
including page speed.

Some search engines will try to
auto discover the XML sitemap in
the robots.txt file.

Print pages should be using CSS or
unique URLs to avoid duplicate
content.

An XML sitemap is used for
indexing.

Too much keyword-rich anchor
text in inbound links can make the
website susceptible to a penalty.

Websites are expected to link out
to relevant, high quality sites.

Links from untrustworthy sites can
hurt your website.

Tool Ok? (Y/N)

Google Search Console

Google Search Console

GTMetrix.com or
Developers.google.com/speed/pag
espeed/insights/)

View robots.txt

“Web Developer” plugin
(http://chrispederick.com/) >
Validate CSS

FTP access or Google Search
Console

Majestic.com

Screaming Frog

Majestic.com

11



COMMON SEO ISSUES TO FIX

What to Check

Content themes

Global navigation

Crawlable links

Preferred domain declaration in
Google Search Console

Duplicate meta description tags

Missing meta description tags.

Missing title tags

Duplicate title tags

Broken links

Description

A website that is organized into
themes helps the search engines
understand what the site is about
and also helps the user. Therefore,
content should be organized into
themes, by linking subpages to
landing pages (i.e. subcategory
pages to category pages).

Global navigation links should be
connected to important pages that
are internal to the website.

Crawlable links make it easier for
search engine spiders to read and
index your site's content.

Google will reference the domain
preference when crawling your site
and indexing refreshes.

Every page should have a unique
meta description.

Every page should have a unique
meta description.

Every page should have a unique
title tag.

Every page should have a unique
title tag.

Broken links can lead to crawl
errors and are also a poor user
experience.

Tool

View the website

View the global navigation

Screaming Frog

Google Search Console

Google Search Console > Search
Appearance > HTML Improvements

Google Search Console > Search
Appearance > HTML Improvements

Google Search Console > Search
Appearance > HTML Improvements

Google Search Console > Search
Appearance > HTML Improvements

Screaming Frog

Ok? (Y/N)

12



COMMON SEO ISSUES TO FIX

What to Check

JavaScript redirects

Meta refresh redirects

Deferred JavaScript parsing

Image file sizes

Mobile friendliness

Meta robots tag

CSS externalization

Hidden content

Hidden links

Description

301 redirects are preferred over
JavaScript redirects.

301 redirects are preferred over
meta refreshes, which have been
associated with spam.

Deferring parsing of JavaScript
until it needs to be executed helps
improve page load speed.

Image file size can hurt page load
speed. Consider compressing
images.

Mobile-friendly is factor in Google's
ranking algorithm.

The meta robots tag notifies search
engines whether or not the Web
page should be indexed and if links
should be followed.

Too much CSS or even too many
files can clutter your code and slow
down page speed.

Hidden content can result in a
penalty.

Hidden links can result in a penalty.

Tool Ok? (Y/N)

http://www.redirect-checker.org/

http://www.redirect-checker.org/

GTMetrix.com or Google Page
Speed Insights
(developers.google.com/speed/pag
espeed/insights/)

GTMetrix.com or Google Page
Speed Insights
(developers.google.com/speed/pag
espeed/insights/)

Google Mobile Friendly Tool
(search.google.com/search-
console/mobile-friendly)

Screaming Frog

View page source code

Ctrl + A (highlights all the text on
the page)

View page source code

13



COMMON SEO ISSUES TO FIX

What to Check

Duplicate content - internal &

external

HTML sitemap

Image alt attributes

Soft 404 errors

Page load speed

Heading tags

404 errors

Custom 404 page

Content length (word count)

Description

Duplicate content can lead to
filtering in search results and a
quality issue for your website.

Every site should have an HTML
sitemap.

Alt attributes are used to help those
with disabilities, but they can also
be optimized.

A 404 page should return a 404
server status code, not a 200.

Page speed is a factor in the
ranking algorithm.

Heading tags should be in
sequential order and only one <H1>
should appear on each page.

Too many 404 errors, meaning
page not found, can become a
quality issue for your website.

Every website should have a
custom 404 page for user
experience.

Too little content, or even too
much content, can impact your
rankings. Make sure you are aligned
with your competition.

Tool Ok? (Y/N)

Copyscape.com

Google search, use the command
site: and inurl:sitemap or sitemap.
Also look in the website footer.

“Web Developer” plugin
(http://chrispederick.com/) for
Chrome or Firefox.

SEOTools.com > Server Response
Checker

GTMetrix.com

Seoreviewtools.com/html-
headings-checker

Google Search Console >Crawl
Errors

Type a URL into the browser
address bar that doesn't exist, such
as http://www.[yourdomain].com/
fakepage.

View page source code, body text.

14



COMMON SEO ISSUES TO FIX

What to Check

Structured data markup existence

Structured data markup validation

Structured data markup validation

Robots.txt file

Permanent redirects

Server response codes (i.e. 403,
500)

Cloaking

Description

Structured data markup helps
define the content on the page.

Structured data markup helps
define the content on the page.

Structured data markup helps
define the content on the page.

The robots.txt file provides a
directive to search engines. Make
sure it is formatted correctly. View:
https://developers.google.com/we
bmasters/control-crawl-
index/docs/robots_txt

301 redirects should be used for
URLs that have permanently moved
or changed. 302 redirects should
not be used.

Server response codes provide
direction to browsers and spiders.
View the list of codes here:
http://www.w3.org/Protocols/rfc2
616/rfc2616-secl10.html

Cloaking is software on a server
that presents different content
based on the user agent. Often it is
considered spam.

Tool

Google Search Console > Search
Appearance > Structured Data

Google Developers Structured Data
Testing Tool
(https://search.google.com/structu
red-data/testing-tool)

Google Developers Structured Data
Testing Tool
(https://search.google.com/structu
red-data/testing-tool)

Type the following URL into the
browser address bar to see if the
file exists:
http://www.[yourdomain].com/rob
ots.txt

Screaming Frog

Screaming Frog

SEO Cloaking Checker
(http://www.seotools.com/seo-
cloaking-checker/)

Ok? (Y/N)

15



COMMON SEO ISSUES TO FIX

What to Check

Non-www URLs & www URLs

URL structure

Redirect chains

Non-secure URLs & secure URLs

AMP pages

URL parameters

Doctype declaration

Description

Non-www URLs should redirect to
the www versions on the website
or vice versa, using a 301.

Complex URLs might not be
indexed.

If there are redirects that look like
this: Page A > Page B > Page C >
Page D, then it is a redirect chain
that can become problematic for
bots. Ensure the 301 redirect points
directly to the final page URL.

Non-secure URLs should redirect
to the secure versions on the
website.

Are the Google guidelines being
met? For example, has the AMP
page been validated and is the
canonical tag used appropriately?
View:
https://support.google.com/webm
asters/answer/6340290?hl=en#dis

covery

Keep the number of parameters in
URLs to 2 or under.

The doctype declaration lets
browsers know which version of
HTML or XHTML is used.

Tool Ok? (Y/N)

Type a website URL with and
without www in separate browser
windows to determine if both
resolve or if one page redirects to
the other.

Google Search Console

Redirect Checker
(http://www.redirect-checker.org/)

Check if secure pages are currently
indexed by perform a Google
search for your domain as follows:
site:[yourdomain].com inurl:https

AMP Test
(https://search.google.com/search

-console/amp)

Screaming Frog

Doctype Test
(https://seositecheckup.com/tools/
doctype-test

16



COMMON SEO ISSUES TO FIX

What to Check

HTML code - whitespace and
excessive comments

Google manual actions

Broken image links - internal and
external

Description Tool

Whitespace and excessive
comments in HTML can slow down
spiders.

View page source code

If Google takes manual action
against a website, it will be
reported in Google Search
Console.

Google Search Console

Broken links can lead to crawl
errors and are also a poor user
experience.

Screaming Frog

Ok? (Y/N)

17



PERSONAS FOR SEO

“The more you know about the people you are communicating with, the easier it will be to concentrate on their
needs—which, in turn, will make it easier for them to hear your message, understand it, and respond positively.”
(Bovee & Thill, 2011, p. 15-16).

Learn as much as you can about your target audience, as it will help your SEO efforts. It will be easier once you know
a little about your ideal website visitors to choose the right keywords, optimize your content and even get links. For
example, when you know someone’s main concerns, you can get a better feel for what they might search. When you
know your interests, you can determine what other websites they might frequent, which could turn into great link

targets for you.

Most people think of personas for content and social media only. However, a great SEO campaign also defines
personas in advance, which are representations of your ideal customers based on market research and actual data

about your existing customer base.

18



PERSONAS FOR SEO

TOOLS & TECHNIQUES TO USE

There are a variety of ways that you can gather information about your ideal website visitors, which will be used to

define the personas.

 Interviews: Interview existing customers and pay careful attention to how they describe their problems. Those are

keyword opportunities.

» Internal Departments: Depending on the size of your organization, other departments will have information to help you.
For instance, the customer service and sales departments will know what people ask the most and what seems to

interest them.

« Surveys: If you have an existing customer base, you can send out a survey asking questions to help you understand them
better.

» Analyze Social Followings: Analyze either your company'’s social following or your competitors’ (or both). A tool, such as
Demographics Pro, can help you identify common characteristics about your audience

(http://www.demographicspro.com/).

+ Website Analytics: Use Google Analytics, or whatever tool that is tracking your website analytics, to determine what
content is moving people to action. What did they click? How long did they stay? Did they buy? Action such as these can

give you a glimpse into what motivates your website visitors.

» Keyword Research: This is very much putting the “cart before the horse,” but if you know some of your keywords, use a

keyword research tool, such as the KSP Tool (http://www.seotools.com/ksp-tool/) , to discover demographic data

associated with it.

19



PERSONAS FOR SEO

EXERCISE

Fill out the following templates to create your SEO personas. You can also use http://www.makemypersona.com/

for additional help.

The Awesome Buyer Persona Word Doc Generator.

Need help making your persona? This step-by-step wizard will guide you through the
process of creating your own personalised buyer persona.

20



PERSONAS FOR SEO

EXERCISE

Persona #1

Demographics

Gender

Age

Education

Occupation

Income

Marital Status

Region

21



PERSONAS FOR SEO

EXERCISE

Persona #1

Psychographics

Lifestyle

Habits

Values

Interests

Opinions

Activities

22



PERSONAS FOR SEO

EXERCISE

Persona #1

Real Quotes

Quote #1

Quote #2

Quote #3

Quote #4

Quote #5

23



PERSONAS FOR SEO

EXERCISE

Persona #2

Demographics

Gender

Age

Education

Occupation

Income

Marital Status

Region

24



PERSONAS FOR SEO

EXERCISE

Persona #2

Psychographics

Lifestyle

Habits

Values

Interests

Opinions

Activities

25



PERSONAS FOR SEO

EXERCISE

Persona #2

Real Quotes

Quote #1

Quote #2

Quote #3

Quote #4

Quote #5

26



PERSONAS FOR SEO

EXERCISE

Persona #3

Demographics

Gender

Age

Education

Occupation

Income

Marital Status

Region

27



PERSONAS FOR SEO

EXERCISE

Persona #3

Psychographics

Lifestyle

Habits

Values

Interests

Opinions

Activities

28



PERSONAS FOR SEO

EXERCISE

Persona #3

Real Quotes

Quote #1

Quote #2

Quote #3

Quote #4

Quote #5

Bovee, J. L. & Thill, J. V. (2011). Excellence in business communication. (9th ed.) Boston, MA: Prentice Hall.

29



COMPETITOR ANALYSIS

You are not trying to be the best website out of millions—instead, you are just trying to compete with the top 1-5in
search results. Your competitors will vary depending on your keywords. Competitors are websites that are taking the
top spots in the SERPs. It is important to understand why those pages might be ranking and the natural behavior of

the pages.

To do a competitor analysis, use such tools as:

SpyFu

Majestic

SEMRush

Google

GT Metrix or Google PageSpeed Insights

What to Check
If there are close competitors, get a feel for what they are doing good (and possibly bad). Use SpyFu for an overall

view of the domain.

Monthly Domain Overview - @ amazon.com

Organic Search (SEQ) Inbound Clicks from Google - Organic vs. Paid Paid Search (PPC)

@ ORGANIC @ PAD

ORGANIC KEYWORDS EST MONTHLY SEQ CLICKS

7,705,557 5.66B

PAID KEYWORDS EST MONTHLY PPC CLICKS.

3,911,271 34.2m

EST MONTHLY SEQ cLiCK vaLuE: $2.088 EST MONTHLY ADWORDS BUDGET: $24.7M

1,879,529 .1.1.

ey
compet

o—o—o—o—o o000 J y 143,384 1 1 vmusgmns

thr b

30



COMPETITOR ANALYSIS

Some other items you will want to identify include the following:

Trustworthiness: Use Majestic.com

TRUST FLOW TOPICAL TRUST FLOW

E Shopping / General Merchandise
Computers / Internet / Cloud Computing
m Arts / Music

m Arts / Mavies
2 mare ...

%‘

Number of backlinks: Use Majestic.com

\ N THE LAST 90 DAYS
FRESH - EXTERNAL / FRESH - REFERRING

FRESH - REFERRING

BACKLINKS DOMAINS IPS
4,317,175,445 1,899,995 590,952
" % 38,414,464 — %789 -~ t2231
Incoming links from other Unigue domains linking ta this Unique IPs hasting referring
websites, excludes supplemental site. Breakdown domains

LINK PROFILE

FRESH - REFERRING
SUBNETS

172,971
—~_~ 1630

Unigue Class-C subnets

CITATION FLOW

93

THE LAST 5 YEARS

HISTORIC - EXTERNAL
BACKLINKS

41,389,661,982

USE HISTORIC INDEX

Incoming links from other
websites

31



COMPETITOR ANALYSIS

Number of linking domains: Use Majestic

Number of indexed pages: Conduct site: search query in Google

Google

site:amazon.com| U

Google Search I'm Feeling Lucky

Page speed

P R )
G-F l T‘?:E'L,I? IA  Festures Resources Blog GTmetrix PRO

.

y %. 9-:,,;-‘ Report generated: Mon, Mar 19, 2018, 10:16 PM -0700
= B = B ' Test Server Region:

Using:

Additional tips: &9 Use a CDI

Performance Scores Page Details
PageSpeed Score YSlow Score Fully Loaded Time Total Page Size Requests
E (55%) v ) (62%) ¥ 6.55+ 4 48MB ¥ 325~

32



ADVANCED KEYWORD RESEARCH

Keyword research is much more involved than simply generating a list of words and phrases and validating the
search volume. In terms of keyword research, not only should you know the volume of searches for each word, but

also you should know the search intent behind those keywords.

Follow this roadmap for deeper, more meaningful, keyword research.

EXERCISE

1. Start the seed list

This first step is basic and likely not news to you. Begin the process with good old-fashioned brainstorming. No
tools, just you, a notepad and a pen. Refer back to your persona research to incorporate the phrases used by your
target audience. Use the following table to initiate your brainstorming. There are two columns: Keyword and
Category. The Category section keeps your keywords organized, as your keyword targets should match the

categories or themes of your website.

33



ADVANCED KEYWORD RESEARCH

EXERCISE

34



ADVANCED KEYWORD RESEARCH

EXERCISE

If you want to get even deeper into your research, use the seedkeywords tool (http://www.seedkeywords.com/).

seedkeywords

What do real people search for?

Find valuable keywords, with a little help from your friends. Simply create a search scenario and ask your
contacts to type in the keywords they would use to solve it.

@’ Give the unique URL . Watch your seed
% provided to your contacts = keyword list grow

Using seedkeywords, create a search scenario that aligns with your brand, product or service and invite people to try

to solve it by entering the keywords they would use in search.

35



ADVANCED KEYWORD RESEARCH

EXERCISE

2. Grow the list
Now is the point where keyword research tools are necessary. Use a tool such as SEMRush or Moz to help you grow
your list. Identify related keywords that match your website themes. For the purpose of the workshop exercise, use a

free tool listed at the end of this section.

Keyword Research Hack

Use the Keywords Everywhere browser plugin (https://keywordseverywhere.com/) to get search volume directly in

SERPs. You can easily add them to your list and export to Excel. See the screenshots below for an example.

{m=
fo!

Google  dydeaner

Violume: 301,000/ma | CFC: 53 28 | Competition: 0.04 ¢

Al Mass MNaws ShJ,--,-.!;:-ng ImiEges MG C.—_“:.—:;‘:. Toals

Searches related to dry cleaner

dry cleaners ’h“ni: 390/mo - $4.71 - 0.14

regal discount cleaners 50/mo - $2.65-0.12 .
2.50 dry cleaners phoenix 0/mo - $0.00- 0
zest dry cleaners 90/mo - 52.58 - 0.06 e ——

best dry cleaners phoenix az 0/mo - $0.00 -0 -
phoenix dry cleaners tulsa 0/mo - 50.00-0 -

park avenue cleaners phoenix az 0/mo - $0.00-0
dry cleaners glendale az 110/me - $2.37 - 0.09

Go gle >

12 3 4§ 67 8 %10 Next

36



ADVANCED KEYWORD RESEARCH

EXERCISE

3. Validate search volume
Now that the keyword list is pretty hefty, it's time to validate search volume. Don't discount keywords just because
query volume isn't as high as others—often, these low volume keywords are easy targets and can generate quality

traffic. Again, use a paid or free keyword tool already mentioned.

4. Identify the search intent

This step is where keyword research can get more relevant and turn into a game changer for your SEO campaign. It's
not enough to merely identify keywords and volume—you need to know the search intent behind the keywords.
Intent falls into two main categories: Know and Buy. Know queries are research based and lead searchers to robust

information on a topic. Buy queries are purchase-based, meaning someone is looking to buy something.

The page architecture and associated words used will vary based upon the intent. For example, a shopping page
tends to have less words than an information page, but more images. It also generally has ecommerce terms, such as
“order,” “shipping,” and “return policy.” This would be natural behavior that you should follow with your website. You
need to know what searchers and search engines expect to find with a certain keyword query. Is it an informative

article or a product page? Gathering search intent in the keyword research phase will save you time later.

This research will require you to go to Google search and query your words. Pay careful attention to the listings that

appear.
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ADVANCED KEYWORD RESEARCH

EXERCISE
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ADVANCED KEYWORD RESEARCH

EXERCISE

Once you have done the search intent research, you should add that information to your keyword research

spreadsheet and add more columns, much like the following.
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ADVANCED KEYWORD RESEARCH

FREE KEYWORD RESEARCH TOOLS

¢ Answerthepublic.com

* Bing Keyword Research Tool (http://www.bing.com/toolbox/keywords)

* Keyword.io

¢ Keywordseverywhere.com

e KSP Tool (http://www.seotools.com/ksp-tool/)

* SeoStack Chrome extension (http://blog.seostack.net/chrome-extension)

¢ Soovle.com

¢ Ubersuggest.io
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Know which pages are working and which ones are not in terms of SEO. Pages with high exit rates, thin content

and/or low time on page might need to be reworked, combined or even deleted. Content audits should be

conducted. Follow the instructions below to audit your existing pages and look for opportunities.

1. Gather your pages. Use Screaming Frog to crawl your website.

Then, download all pages into an Excel spreadsheet.

2. Get page metrics. Use URL Profiler (there is a free trial version). Include the following:

a
b

0

. Links on the URL Level (use Majestic, Moz or Ahrefs)

. Google Analytics

. Google Indexation

. Mobile Friendly

. PageSpeed

. Readability

. Copyscape (duplicate checker)

Domain Level Data
Majentic [Paid] Social Accounts
Bias [Frea) Emal Addimssan
Ahrety Winais Emalls
SEhtrunh fank ol informition
Algxn Dgta Site Types
Boclal Shares 1P Addvess
URL Loved Data
B3 Majostic [Paid] ) HTTP Status
Moz (Froe) fabaty Accrss
2 Anate Scrmen Captule
Google
Doogle AnahyTics Sabreh AnatyTics
&} Mobie Friendty Woale FageSoend
Contant Analysis
&3 Rasdasiiity 5 Dupiceta Content
Custom Scrapar CBS Selecton:
Link Analysis
Domain to Check:
Anchors | | Disavowed

Bing Outbound Links
Malwam Check
Google indeaation
Wayback Maching

Eocial Abcourti
Secial Shates
Emall Aocrensas

Gﬁﬂﬂ). Indeadliaon
Deakiap Pagetpeed

uClauslty Copyscaps

wihitalist Baackiist

URL List

LURL

Right chick on the lut above to Impart or add URLs

Run Profiler
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3. Sort the spreadsheet. If the website is fairly large, start with the pages that are most important to your

company, or client, and work your way down the list. | set up a custom sort in Excel that looks like the
following: Sessions (lowest to highest) > Time on Page > Exits > Exit Rate. In addition, look for duplicate
content and low word counts. Include a column in the spreadsheet with notes, so you can detail why you are

identifying the page as weak and recommended action steps.
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WEBSITE STRUCTURE

One of the best ways to generate more traffic and show Google that your website contains helpful information is

through themes. However, there has to be a strategy when creating these themes, which leads to website structure.

You need to think of your website like a book filled with chapters. Each of the categories represents a chapter and

your job is to fill that chapter with relevant information. The content also has to be linked together, just like you

would segment a book based on chapters and sub sections. This will show your potential customers and the search

engines what your website is about and will build your topical density.

The ideal website structure would look similar to the following, which was created for a domestic violence center:

[ Home Page J

e

[HTML Site Map |

! Domestic Violence Halp Charitable Contribufions J ‘ Corporata Philanthropy ‘ | Family Services 1:

L | Planned giving |

——1 Efacs of domestic vialmes

]

Dress for Suness

—— Domesficviolena fad sheet | L —— Mdvousy |

[ tharitbte ru |

—— Invkind gifs & donafions

l—:wm i

i nummm|

| —' Voluntears in adion

Cantact
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WEBSITE STRUCTURE

To build a theme, you need at least five pages, which includes your main landing page. Using the same example as

above, a theme for Domestic Violence would look like the following:

The blue boxes represent supporting pages. The circle represents the landing page. The blue arrows are links

pointing to the landing page, while the white arrows are links between some of the supporting pages.

44



WEBSITE STRUCTURE

EXERCISE

What does your website look like now? Below is a blank structure, which resembles an organizational chart. The

same type of structure should be used for your website.

! Home Page |
: . J

——

Below are steps to help you create your website structure.

1. Know your keywords.
The themes of your website are based on your primary keywords. Select the top keywords that you will use when structuring

your website.

2. Crawl your website.

Use Screaming Frog or another crawler to capture all of the pages on your website. Export to a spreadsheet.

3. Select your landing page.
You likely already know the pages you want to appear in search results for your coveted keywords. Those will be your landing

pages when creating your themes.

4. Organize your spreadsheet.

Go through your spreadsheet of URLs and identify pages that can be grouped into themes/categories.
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WEBSITE STRUCTURE

EXERCISE

5. Decide on a physical or virtual structure.
If possible, you will organize your themes based upon a physical directory structure, i.e. [domain].com/domestic-

violence/signs-of-abuse. If that is not possible, use internal links to connect your pages and create the theme.

Start today. Consider your keywords and pages. Begin to organize the structure.

Theme 1:

Landing Page
Existing/New URL:

Keyword Focus:

Supporting Page
Existing/New URL:

Keyword Focus:

Supporting Page
Existing/New URL:

Keyword Focus:

Supporting Page
Existing/New URL:

Keyword Focus:
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WEBSITE STRUCTURE

EXERCISE

Theme 2:

Landing Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

47



WEBSITE STRUCTURE

EXERCISE

Theme 3:

Landing Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:
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WEBSITE STRUCTURE

EXERCISE

Theme 4:

Landing Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:
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WEBSITE STRUCTURE

EXERCISE

Theme 5:

Landing Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:

Supporting Page

Existing/New URL:

Keyword Focus:
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WEBSITE STRUCTURE

ON-PAGE OPTIMIZATION

On-page optimization is an integral part of website structure. Many businesses, or the agencies they hire, are still
practicing “old school SEQ.” They know that in the past, they could optimize one page for one keyword and get that
page to show up high in search results. Things have changed and companies are now missing the mark. They don't
consider what questions people are going to ask. Make sure you consider these questions. For example, what are
some of the ways your customers describe their problems or their needs? How do they form these problems and
needs into questions? Let's take the language they are using and the things they care about to determine our
keywords and phrases. Then we can craft the right message on our website. That's SEO. It's marketing. It's also
content. It's all these things together.

On-page optimization isn't just about using the right words on the page. It is creating quality content that is
appropriately structured using natural characteristics for the targeted keywords. That is how you show the search
engines and your prospects that you are a subject matter expert. You must use every reasonable (non-spam)
opportunity to use keywords appropriately in a website, otherwise, you are missing important ranking signals.
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WEBSITE STRUCTURE

EXERCISE

Use tools, such as Bruce Clay's Single Page Analyzer (https://www.bruceclay.com/blog/free-seo-analyzer/) or the

SEO Chat On-Page SEO Optimization Analysis Tool (http://tools.seochat.com/tools/seo-on-page-analysis/), to

analyze the top 5 to 10 pages ranking for each of your keywords targets. Review the following.

1. Title tags
a. Length
b. Word usage

2. Meta descriptions
a. Length
b. Word usage

3. Body text
a. Length
b. Word usage

c. Other common words (words that seem to appear on multiple competitors' pages)

After gathering that data, you can compile it into a table, so you can edit existing content or use for new pages.
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WEBSITE STRUCTURE

EXERCISE

Keyword Focus Title Specs Description Specs | Body Word Count | Keyword Density Other Words
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Content is the crux of a good SEO campaign. You need optimized pages to attract the right traffic to your website.
You also need interesting, entertaining and/or informative content to attract links. The following tools can help in
identifying topics and questions associated with your keywords. Keep in mind, these are topics you can use on your
blog, in articles, on YouTube and even as an approach to get into Google's Featured Snippets (read this article for
more information: https://research.hubspot.com/winning-googles-featured-snippet).

TOOLS

AnswerThePublic.com

Below is an example of the information provided by this free tool.

G \:F R et About Learn Blog ProPlan  Workshop & Speaking

m COVERAGE
BOOK

COVERAGEBOC
. 3 J -
i

A
Hi
-

el s b
s -;.

Language . Enter your keyword & he'll suggest content ideas

EN \ search engine ‘ Get Questions
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TOOLS
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TOOLS

'®

.search engine optimization techniques x
.search engine optimization tools

.search engine optimization tips

.search engine optimization tutorial pdf
.search engine optimization tips 2017
Osearch engine optimization types

.search engine optimization techniques 2017

' search engine optimization tactics

.search engine optimization toolkit

.search engine optimization tutorial point

. search engine optimization test upwork answers :
.search engine optimization tasks

.search engine optimization testing

.search engine optimization tutorial in hindi
.search engine optimization trends

Q search engine optimization template
.search engine optimization topics

| search engine optimization theory

.search engine optimization thesis

. search engine optimization tips 2018
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TOOLS

BuzzSumo

Using the free version of BuzzSumo, you can get an idea of the most popular topics associated with your keyword(s),

as shown below.

Most Shared

search engine optimization

How to run an Advanced Search

o [ o

(D Results not relevant enough? Click here to search for "search engine optimization" in the article's title only

Sortby  Total Shares

Search Engine Optimization
- Build Client Relationships
Easily And Quickly

buildclientrelationships.com

SEO Ranking Factors in
2017: What's Important and
What's Not

By Jessica Thompson
searchengineland.com

[] Save
Y View Backlinks
L2 View Sharers
og Share

[] save

&’ View Backlinks
£ View Sharers

&5 Share

Facebook Linkedin Twitter Pinterest Number
Engagements  Shares* Shares Shares of Links

(@ About Most Shared

Page 1 of 1418

Evergreen Total
Score Shares |

0 5.2K

20 3.9K

57



TOOLS

If you choose to use the paid version, you can also view the questions associated with your keywords, which are
pulled from Reddit, Quora and other websites.

SEO

11583 questions mention SEO.

Related keywords: SEO tool , SEO services , SEO Company , Seo Techniques

why we use Hash Tag in SEO ? (websitepublisher.net)

How does SEO helpful in business establishment globally? (forums.hostsearch.com)
How web hosting affects SEQ? (forums.hostsearch.com)

How to implement SEO for Particular Blog? (forums.geekvillage.com)

How SEOQ is done? (forums.geekvillage.com)

How SEO is now? (forums.webtoolhub.com)
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TOOLS

SEMRush

SEMRush'’s paid subscription includes a Topic Research tool that pulls long-tail queries, questions and associated

topics. Below is an example of what to expect.
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— o Image search

search engine optimizaion

-_. what is se@ marketing
» mobile friendly

~—= 900gle search results
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={ SEO Tools
Sitemap Effect on SEO

Sitemaps & SEO: An Introductory
Guide

= What XML Sitemaps Are Important
for SEO

= XML sitemap: impact on your SEO
Do Sitemaps Help SEO? The
Importance of Sitemaps for SEO

[/

[/

How to Create an SEO-Boosting
XML Sitemap in 20 Seconds

The Importance OF XML Sitemaps
In The Age OF Panda

SEO: Understanding XML Sitemaps

BruceClay - Advanced SEO

Questions:

— What is the importance of an XML
sitemap in SEO?

— How to find a site's XML sitemap for a
preliminary SEO Audit?
— How do sitemaps affect SEO?
— What is sitemap.xml in SEO?

— What is a sitemap in SEO, and how does
it affect SEO rankings?

— What is the importance of HTML
sitemap in SEO?
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EXERCISE

Using AnswerThePublic.com, BuzzSumo.com or SEMRush.com, search for 5-10 topic ideas using one of your

primary keywords. Determine whether these topics would make good blog posts, articles and/or videos.

Topic Idea Type of Content Target Keyword(s)
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DEVELOP THE OVERALL SEO STRATEGIC PLAN

Creating an SEO strategic plan starts with the strategy and proceeds with scheduled tactical actions.

WHAT'S THE STRATEGY?

The SEO strategy is all about what you are trying to accomplish. It should be specific and lead to measurable
objective. For instance, the strategy might be to increase website traffic for a new product your company has
launched. The following will help guide you in creating the strategy and objectives.

What are you trying to accomplish through SEO?
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DEVELOP THE OVERALL SEO STRATEGIC PLAN

WHAT'S THE STRATEGY?

What are the objectives and how will they be measured?
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DEVELOP THE OVERALL SEO STRATEGIC PLAN

HOW WILL THE STRATEGY BE ACHIEVED (A.K.A. TACTICS)?

This is when you are able to bring together all of your research and create an actionable plan to follow over the
months ahead. The worksheet is divided into sections that align with the high-level work that will need to be done.

Technical SEO Work

I A
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DEVELOP THE OVERALL SEO STRATEGIC PLAN

HOW WILL THE STRATEGY BE ACHIEVED (A.K.A. TACTICS)?

On-Page Optimization/Website Structure

I A
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DEVELOP THE OVERALL SEO STRATEGIC PLAN

HOW WILL THE STRATEGY BE ACHIEVED (A.K.A. TACTICS)?

Competitor Reconnaissance
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DEVELOP THE OVERALL SEO STRATEGIC PLAN

HOW WILL THE STRATEGY BE ACHIEVED (A.K.A. TACTICS)?

Link Outreach
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DEVELOP THE OVERALL SEO STRATEGIC PLAN

PUT IT ALL TOGETHER TO SHOW BIG WINS

Because SEO work is not always visible to people who are not familiar with the process, it is imperative to
communicate the strategy and progress. It is also important to focus on the “why.” Why are you following this
strategy? Why will this tactic be pursued? By organizing your objectives, tactics and deadlines, you can easily create

informative monthly reports and presentations that communicate your wins to key decision makers.
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