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Disclaimer: 

The

information  contained  in  this  book  is  provided

for  educational  and  informational  purposes

only  and  is  not  intended  to  replace  the  advice

of a professional or qualified expert. The author

and publisher have made every effort to ensure

the  accuracy  of  the  information  herein. 

However, the information contained within this

book  is  presented  without  warranty,  either

express or implied. 

The  author  and  publisher  shall  not  be  held  liable  or

responsible  for  any  loss,  injury,  or  damage  caused, 

directly  or  indirectly,  by  the  information  contained  in

this  book.  It  is  the  responsibility  of  the  reader  to

consult  with  a  professional  or  qualified  expert  before

making  any  decisions  or  taking  any  actions  based  on

the information provided in this book. The author and

publisher  do  not  endorse  and  expressly  deny  liability

for  any  product,  manufacturer,  distributor,  service,  or

service  provider  mentioned  or  any  opinion  expressed

in this work. 

By  reading  this  book,  you  acknowledge  that  you  are

responsible  for  your  own  decisions  and  actions,  and

you release the author and publisher from any liability

arising  from  the  use  of  the  information  contained

within this book. 
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Introduction

SEO  is  a  crucial  skill  for  improving  website  visibility, 

and  understanding  both  the  basics  and  advanced

techniques  is  key  to  success.  Previously,  we  covered

these  topics  in  two  separate  books—"SEO  Visual

Guide  Part  I",  which  focused  on  SEO  fundamentals, 

and  "SEO  Visual  Guide  Part  II",  which  explored  SEO

implementation  techniques.  To  make  learning  more

seamless,  we’ve  now  combined  them  into  a  single, 

comprehensive guide. 

This  book  starts  with  the  essentials,  explaining  how

search  engines  work,  why  keywords  matter,  and  how

to  build  a  strong  SEO  foundation.  It  then  moves  into

key  areas  like  On-Page  SEO,  Off-Page  SEO,  and

Technical  SEO,  providing  actionable  strategies  to

improve rankings and website performance. 

By  bringing  everything  together  in  one  place,  this

guide  offers  a  clear  learning  path  from  beginner  to

expert. 

Chapter 1

SEO Foundation – How

To Learn SEO? 

Mastering SEO begins with selecting the right learning

resources  and  tools.  The  internet  abounds  with

tutorials  and  articles,  many  of  which  are  freely

available.  While  these  can  be  useful,  we  suggest

starting  with  a  structured  knowledge  map  to  guide

your learning journey. 

It's crucial to understand where each SEO concept fits

within  the  larger  picture  to  learn  effectively  and

efficiently.  This  SEO  Visual  Guide  is  crafted  with

beginners 

in 

mind, 

providing 

a 

clear 

and

comprehensive  foundation  in  SEO  within  a  coherent

and systematic framework. 

How To Learn SEO? – Framework

To Learn SEO Skills Efficiently
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The  ultimate  goal  of  SEO  is  to  achieve  better

organic  traffic  through  higher  ranking  results  of

web pages. 

To  achieve  the  goal,  you  must  learn  several  SEO

techniques and execute them for the target website or

web pages. 

SEO  techniques  are  often  explained  using  the  three

types  of  SEO:  On-Page  SEO, Off-Page  SEO,  and

Technical SEO. 

One  SEO  technique  may  be  linked  to  another  SEO

technique outside its category. Because of this, similar

topics  can  be  covered  in  various  SEO  approaches, 

which can sometimes confuse learners. We are going

to explain the related topics carefully so that you can

have a clear picture of them. 

For  example,  content  (keyword)  overlap  can  be  a

matter  of  on-page  SEO,  while  canonicalization  (a

technical SEO approach) can solve the issue. Another

example  is  image  optimization;  image  optimization

can be explained in both the on-page SEO context and

the technical SEO context. 

Before  exploring  each  SEO  approach,  it  is  also

important  to  build  foundational  SEO  knowledge, 

including  search  engine  basics,  how  to  make  an  SEO

plan and milestone, which tools to use, how to assess

the current gap,  etc. 

Many  website  owners  hire  SEO  specialists,  and  you

may  be  considering  doing  so,  but  having

foundational knowledge is important even when

you  work  with  SEO  experts.  Without  minimum

knowledge,  you  cannot  manage  your  SEO  specialist

effectively. 

Laying 

the 

Cornerstones:

Understanding SEO Foundation

Mastering SEO involves three key strategies: On-Page, 

Off-Page,  and  Technical  SEO.  But  before  diving  in, 

building a strong foundation is essential. 

Here,  we  unveil  the  five  pillars  of  SEO  foundational

knowledge:

Search Engines and Ranking Algorithms: Decoding

the Mechanics

SEO Planning: Crafting a Strategic SEO Roadmap

The SEO Toolkit: Tools for Traction

Website Audit: Identifying Website Improvement

Opportunities

Geographical SEO: Local and International SEO

Search Engines and Ranking

Algorithms: Decoding the

Mechanics

Before  learning  SEO,  it  is  imperative  to  establish  a

comprehensive  understanding  of  Search  Engines. 

We  interact  with  search  engines  daily,  yet  few  can

articulate  the  complexities  of  how  they  operate.  The

process  may  seem  straightforward—type  a  query, 

receive  results—but  the  mechanics  are  a  web  of

intricate  processes.  In  Chapter  2,  we'll  pull  back  the

curtain  on  these  processes,  revealing  how  search

engines  crawl, index,  and  prioritize  content  to serve up the answers you seek. 

SEO Planning: Crafting a Strategic

SEO Roadmap

SEO  is  not  a  sprint;  it's  a  marathon,  often  requiring

months  to  reflect  visible  outcomes.  Constructing  a

strategic  SEO  plan  is  not  just  beneficial—it's

necessary.  In  Chapter  3,  whether  you  decide  to

master  SEO  on  your  own  or  engage  specialists,  we'll

provide the insights you need to lay out a blueprint for

your  SEO  journey,  ensuring  every  step  is  calculated

and every effort optimized. 

The SEO Toolkit: Tools for Traction

Tackling SEO single-handedly may seem daunting, yet

it's  made  considerably  more  approachable  with  the

right  set  of  tools.  Chapter  4  is  dedicated  to  the

essential instruments of the trade, with a spotlight on

the  fundamental  tools  for  beginners,  including  the

widely  utilized  suite  of  Google  SEO  tools,  to  kick-

start  your  path  to  optimization.  We'll  also  introduce

some  free  and  paid  tools  provided  by  leading  SEO

solution providers, such as Semrush, Moz, ahrefs. 

Website Audit: Identifying

Website Improvement

Opportunities

Having a roadmap is one thing, but defining the action

steps  requires  a  meticulous  website  audit.  It's

pivotal  to  comprehend  this,  irrespective  of  whether

you  choose  the  DIY  route  or  enlist  expert  help.  In

Chapter  5,  we'll  guide  you  through  the  auditing

process, utilizing key SEO tools to scrutinize and refine

your  website's  SEO  strategy.  We'll  cover  the  four

aspects of website audit:

Overall website performance check

On-Page Audit

Technical Audit

Off-Page Audit

Geographical SEO: Local and

International SEO

Search  engines  have  been  evolving,  and  now  they

consider  geographical  context  as  one  of  the  main

factors  in  optimizing  search  results. Geographical

SEO  is  about  ensuring  that  people  find  information, 

services,  products,  or  businesses,  whether  they're

local  or  worldwide.  There  are  two  extreme  cases  in

geographical  SEO:  Local  SEO  and  International

SEO. 

Local  SEO  applies  to  shops  or  restaurants,  and  local

presences are important. International SEO applies to

services  or  products  that  are  sold  worldwide.  In

Chapter  6,  we'll  explore  the  basics  of  the  two  SEO

approaches. 

As  we  lay  down  these  cornerstones,  "Part  I:  SEO

Foundation"  stands  as  your  indispensable  guide

through  the  foundational  landscape  of  SEO.  This

knowledge  is  not  just  an  introduction—it  is  the

bedrock  upon  which  all  effective  SEO  is  built, 

preparing  you  for  the  deeper  dive  into  On-Page,  Off-

Page, and Technical SEO in "Part II: On-Page, Off-Page, 

and Technical SEO Implementations." 

Implementing  SEO:  On-Page

SEO,  Technical  SEO,  and  Off-

Page SEO

SEO  is  all  about  getting  your  website  noticed  on  the

internet.  It's  like  a  game  where  the  goal  is  to  get  to

the top of search engine results. 

On-Page SEO: Make Your Pages

Stand Out

On-Page  SEO  is  about  making  each  page  on  your

website the best it can be for people who are looking

for what you have to offer. It's like making sure each

page  is  a  clear  signpost,  telling  both  search  engines

and  visitors,  "Hey,  what  you're  looking  for  is  right

here!" 

To do this, you have to use the right words that people

type  into  search  engines.  It's  not  just  about  using

them  a  lot  but  using  them  wisely.  It's  also  about

writing  good,  useful  information  and  organizing  your

site  so  everything  is  easy  to  find  and  makes  sense

together. 

New web pages will compete with existing web pages

to  get  higher  search  ranking  results  for  specific

keywords,  and  popular  keywords  that  can  generate

significant traffic usually have higher competition. 

Target keyword selection is critical and requires lots of

effort  and  techniques  for  keyword  research  to

achieve faster SEO impact. 

Several  techniques  can  be  applied  for  individual

content  writing  (SEO  content  writing)  and  the

organizing of multiple pages (keyword mapping and

topic clustering). 

Technical SEO: Make Sure Your

Site Works Well

Technical  SEO  is  about  the  behind-the-scenes  stuff

that makes your website work well. 

This includes making sure search engines can find and

understand 

your 

website 

(search 

engine

accessibility). If they can't see your site, no one else

will either. 

This  part  also  makes  sure  your  website  is  fast  and

secure  (page  experience).  Search  engines  want  to

send people to websites that work smoothly and keep

their  information  safe.  You  want  anyone  who  visits

your  site  to  have  a  good  experience  without  waiting

too long for pages to load or worrying about safety. 

When  you  publish  a  new  website,  the  first  challenge

you  likely  face  is  that  the  published  pages  are  not

indexed.  There  are  several  techniques  to  fix  the

indexing issues. Search engines are becoming more

intelligent  and  wiser,  but  they  have  yet  to  reach  the

human  intellectual  level  when  understanding  natural

languages. 

Schema 

markup 

helps 

crawlers

understand the meaning of each text. 

As  Google  emphasizes  that  page  experience  is  an

essential  factor  in  ranking  results,  improving  website

performance is a critical part of Technical SEO. 

Off-Page SEO: Build Your

Website's Reputation

Off-page  SEO  focuses  on  building  the  website's

authority, credibility, awareness, and reputation through activities outside the website. 

The  main  way  to  do  this  is  by  getting  other  websites

to link back to yours (backlink building). This is the

most critical part of off-page SEO, as references from

other websites are among the most important ranking

factors. 

Several  other  ways  exist  to  build  a  website's

authority,  credibility,  awareness,  and  reputation. 

Social  media  marketing  is  another  important  off-

page SEO technique. 

Chapter 2

Search Engines and

Ranking Algorithms:

Decoding the

Mechanics

Before  learning  SEO,  it  is  imperative  to  establish  a

comprehensive understanding of Search Engines. 

Users  experience  a  straightforward  process  of

entering queries and receiving results on the Search

Engine  Results  Page  (SERP),  which  includes

organic results, paid ads, and rich results. 

Behind  this  user's  simplicity,  search  engines  perform

intricate  functions. Crawling  involves  collecting  data

from  web  pages,  which  is  then  parsed  and  stored

(indexing).  The  ranking  algorithm  evaluates

indexed pages based on various factors to determine

search rankings. 
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Google's Search Engine Market

Share

According  to   GlobalStats, Google  maintains  more than 90% of the search engine market share globally. 

Based on this fact, you must first understand Google's

search engine. 

Other search engines besides Google include Bing by

Microsoft, Yahoo, Baidu,  and  Yandex.  The  core principles  of  SEO  can  also  be  applied  across  various

search 

engines, 

although 

each 

has 

unique

characteristics in its algorithm, crawling and indexing

approaches, and user demographics. 

The Latest Trends

While Google still holds over 90% of the global search

engine  market  share,  user  behavior  is  evolving

beyond  traditional  web  searches. Social  media

platforms  like  TikTok  and  Instagram  are

increasingly  used  for  discovery,  particularly

among  Gen  Z,  who  favor  short-form  videos  and

influencer-driven 

recommendations. 

AI-powered

answer engines, such as ChatGPT and Perplexity AI, 

are  also  gaining  traction  by  providing  direct, 

conversational  responses  without  requiring  users  to browse  multiple  web  pages.  Additionally,  vertical

search  engines  specializing  in  areas  like  travel, 

healthcare,  and  e-commerce  are  growing  in

importance,  offering  tailored  results  for  specific

industries. These trends indicate that search behavior

is  diversifying,  with  users  leveraging  multiple

platforms to find information more efficiently. 

Despite these shifts, traditional search engines remain

a  critical  component  of  online  visibility.  Google’s

integration  of  AI-generated  overviews  into  its  search

results  reflects  its  ongoing  relevance,  as  the  majority

of  online  searches  still  begin  on  Google.  While

alternative search methods are expanding, they often

complement  rather  than  replace  traditional  search. 

Businesses  and  content  creators  must  continue  to

prioritize  SEO  for  traditional  search  engines  to

maintain  strong  visibility  and  organic  traffic. 

Optimizing  for  Google  and  Bing  ensures  content

remains 

discoverable 

across 

various 

search

touchpoints, 

including 

AI-powered 

summaries, 

featured  snippets,  and  voice  search.  As  search

evolves,  adapting  SEO  strategies  to  both

traditional  and  emerging  search  platforms  will

be  essential  for  maximizing  online  reach  and

engagement. 

Explore How AI is Reshaping

SEO

Want to boost your SEO with the power of AI? 

The  book  “SEO  with  AI"  shows  you  how  to

optimize  for  both  traditional  and  emerging

search platforms. 

Find it in Amazon

In  this  chapter,  we'll  cover  the  following  SEO

foundational topics:

1. How Do Search Engines Work? 

2. Search Ranking Results - Ranking Algorithms

3. The Google 200 Ranking Factors Myth
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How Do Search Engines Work? 

As  shown  in  the  main  figure,  we  can  explain  how  search

engines work from two perspectives. 

How do search engines work from

the user's point of view? 

From the user's point of view, the way search engines work

is very simple. 

First,  a  user  enters  a  Search  Query  (a  specific  set  of

words  or  phrases  entered  into  a  search  engine  to  find

information). 

Second,  the  user  will  get  the  search  results  on  the  SERP

(Search Engine Result Page). 

Note: SERP (Search Engine Result

Page)

SERPs do not only display organic search results with text

and URLs. 

Nowadays,  SERPs  show  information  related  to  the

searched keywords in various formats. Here are examples

of the key forms of information on SERPs. 
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The image above illustrates an example of SERP. The main

part  of  SERP  is  Organic  Search  Results. Google's

ranking algorithm orders the results, considering several

factors.  We'll  explain  the  ranking  algorithm  later  in  this

learning section. 

The  Google  Ads  platform  also  connects  with  SERPs.  If

advertisers  bid  on  the  searched  keywords, Paid  Ads

(marked  as  "Sponsored")  may  appear  below  the  search bar. 

The  SERP  may  also  display  several  Featured  Rich

Results. 

How do search engines work behind

the scenes? 

While the search engine looks very simple from the user's

perspective, Google does a lot of work behind the scenes. 

Here  are  the  simplified  explanations  of  the  search  engine

mechanism:

Crawling

First,  Google  uses  automated  bots  (called  crawlers  or

Googlebots).  These  bots  regularly  and  systematically

browse  web  pages  on  the  internet  across  the  world  to

collect  and  assess  the  information  each  web  page

provides. 

Indexing

The  content  of  the  crawled  pages  is  parsed  (analyzed). 

Then,  the  relevant  text  content  is  extracted  from  the

parsed  information  and  added  to  Google's  index,  a

massive  database  that  stores  details  about  the  content

and structure of web pages. 

Ranking Algorithms

When  a  user  enters  a  search  query,  the  search  engine uses  a  ranking  algorithm  to  evaluate  and  rank  the

indexed pages based on various factors. 

To understand how the Google search engine works, check

Google's official documentation –  In-depth guide to how

 Google Search works. 
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Search 

Ranking 

Results 

-

Ranking Algorithms

Search ranking results for the keywords are calculated

by highly sophisticated and complex systems. Google

uses several automated ranking systems that look at

many factors and signals (check "  A guide to Google

 Search ranking systems"). 

There  is  no  comprehensive  official  documentation  of

the  ranking  algorithms  in  detail;  however,  Google

briefly  explains  how  their  website  automatically

generates  results  (check  "  Ranking  Results  –  How

 Google Search Works"). 

Understanding  how  search  results  are  generated  is

crucial  for  effectively  designing  and  executing  SEO

approaches. 

Here  is  the  summary  of  the  explanation  on  Google's

official web page:

Meaning of your query

To  understand  and  fulfill  the  search  query,  Google

employs sophisticated language models that decipher

the intent behind the entered words. 

This  involves  recognizing  and  correcting  spelling

mistakes,  utilizing  a  synonym  system  for  semantic

connections,  etc. 

Relevance of content

Google  evaluates  content  relevance  by  analyzing

keywords and considering various factors. 

Essential  signals  include  search  query  keywords  on

web pages, headings, or text body. 

Beyond this, Google uses aggregated interaction data

to  refine  relevance  estimation,  transforming  it  into

signals for machine learning systems. 

Quality of content

After identifying relevant content, Google prioritizes it

based 

on 

signals 

indicating 

expertise, 

authoritativeness, and trustworthiness. 

Factors  include  assessing  links  from  prominent

websites, which are signs of well-trusted information. 

Google  constantly  evaluates  system  quality  to

maintain  user  trust  in  search  results  by  balancing

information relevance and authoritativeness. 

Usability of web pages

Google  considers  content  usability.  When  all  other

factors  are  relatively  equal,  content  that  people  find

more accessible may perform better. 

Page  experience  is  important.  For  example,  Google

prioritizes  mobile-friendly  content  and  quick  loading

times to ensure a positive page experience on mobile

devices. 

Context and settings

Contextual  information  such  as  location, search

history,  and  settings  enhance  personalized

search results. 

Search settings, like preferred language or SafeSearch

preferences, influence search results. 

Personalization  extends  to  Google  account  activity, 

recommending events based on interests. 

While designed to match user interests, systems avoid

inferring sensitive characteristics like race or religion. 

Users  have  control  over  Search  activity  for  a

customized experience, managing data saved to their

Google account. 

The 

Google 

200 

Ranking

Factors Myth

Although  Google's  specific  ranking  algorithm  is

proprietary  and  its  exact  details  are  not  publicly

disclosed,  the  idea  of  200  ranking  factors  is  often

discussed among the SEO professional community. 

We  categorized  the  numerous  potential  ranking

factors  into  8  groups  based  on  several  sources, 

including   Google's  200  Ranking  Factors:  The

 Complete List and  Your Cheat Sheet to Google's

 200 (Known) Ranking Factors. 
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1. Page-level relevance, quality

and performance

There  are  many  ranking  factors  among  the  page-

level  factors.  Here  are  the  essential  subcategories. 

These  ranking  factors  should  be  addressed  through

on-page SEO and technical SEO. 

Relevance to Query:

The primary consideration is how well a specific page

matches  the  user's  search  query.  Pages  with  content

directly  addressing  user  intent  and  providing

relevant information are more likely to get a higher

ranking. 

Keyword  optimization  plays  a  critical  role  in

demonstrating  the  page's  relevance  to  the  query. 

Pages optimized for relevant keywords are more likely

to rank higher. 

Content Quality:

High-quality content is one of the most crucial factors

for getting higher ranks. 

High-ranked 

pages 

should 

provide 

accurate, 

engaging, 

comprehensive, 

and 

original

information to satisfy user's search intent. 

Link Quality and Relevance:

Linking to authoritative and relevant sites can be

positive signals for improving the page's authority. 

Page Experience:

Page  experience  in  the  SEO  context  refers  to  the overall  user  experience  and  satisfaction  when

interacting with a web page. 

Page  experience  has  three  key  elements:  speed, 

mobile-friendliness, and security. 

Google uses Core Web Vitals to assess page speed, 

including  LCP  (Largest  Contentful  Paint), INP

(Interaction  to  Next  Paint),  and  CLS  (Cumulative

Layout Shift). 

2. Site-level relevance, quality, 

and performance

Site-level factors can be aggregations of page-level

factors,  but  site-specific  factors  also  exist.  Here  are

the  essential  subcategories.  These  ranking  factors

should  be  addressed  through  on-page  SEO  and

technical SEO. 

Site architecture, usability, and

crawlability

Website  structure  is  important  for  both  users  and

crawlers. A well-structured website can improve its

usability and crawlability. 

Having  additional  structured  information,  such  as  a

sitemap  (HTML  sitemap  and  XML  sitemap)  and

breadcrumbs  (HTML-based  and  schema  markup), 

also  helps  users  and  crawlers  understand  the  site

structure. 

Duplicated  content  on  the  same  website  can  be

negatively rated. 

Site reliability and relevance to

Query

Google 

emphasizes 

the 

concept 

of 

E-E-A-T

(Experience, Expertise, Authoritativeness,  and

Trustworthiness)  to  provide  relevant  and  accurate

information to users for the query. 

Having  only  one  web  page  may  not  be  sufficient  to

demonstrate  E-E-A-T  on  a  particular  topic.  To

demonstrate  the  reliability  of  your  website,  you  may

need  to  have  multiple  pages  covering  related  topics

comprehensively. 

Site's Technical Performance

Security,  speed,  and  mobile-friendliness  are  also

applicable at the site level. 

Google  mentions  that  using  HTTPS  is  an  essential

factor and is usually managed at the site level. 

The  use  of  CDN  or  optimization  of  server  location  to

improve  speed  should  also  be  handled  at  the  site

level. 

3. Domain authority

Although Google's explanation of the Ranking Results

does  not  directly  mention  a  domain,  a  domain

influences ranking results. 

Domain  Authority  (DA)  is  a  search  engine  ranking score  developed  by  Moz,  but  the  idea  of  domain

authority  is  widely  used  in  the  SEO  professional

community.  Higher  domain  authority  has  a  positive

impact on getting higher search rankings. 

Building  domain  authority  takes  time  and  requires  all

three types of SEO: on-page SEO, technical SEO, and

off-page SEO. 

4. Backlink quality and quantity

Backlinks are critical to demonstrate the web page's

relevance  to  the  query  and  the  quality  of  content. 

Good backlinks from reputable websites are better for

improving  ranking  than  having  lots  of  low-quality

backlinks. 

It  is  also  important  how  backlinks  to  your  website

appear,  such  as  the  anchor  text  used  in  the  backlink

and  where  the  link  is  located  in  the  content  of  the

referring  website.  The  search  engine  may  penalize

paid backlinks (see spam detection section below). 

Backlink building is the core part of off-page SEO. 

5. Brand and social signals

Brand and social signals can be used to assess the

website's  or  page's  reputation.  Highly  reputed

websites  can  demonstrate  E-E-A-T  to  search  engines. 

You can address brand and social signals through Off-

Page SEO and On-Page SEO. 

6. User engagement

How  your  page  attracts  and  engages  users  is

important  for  Google  to  measure  if  it  satisfies  the

user's search intent. 

SEO  experts  discuss  various  methods  of  measuring

user engagement for ranking. These methods include

organic  CTR  (Click-Through  Rate), bounce  rate, 

dwell time, direct traffic, and repeat traffic. 

You can address user engagement issues through on-

page SEO and technical SEO. 

7. User context and settings

Google  states  that  factors  such  as  user  location, 

search history, and personalized settings influence the

ranking of search results. 

You  cannot  control  the  user's  context  and  settings. 

However,  using  SEO  techniques,  you  can  optimize

content and website configurations for the user. Local

and International SEO

Check   Chapter  6.  Geographical  SEO:  Local  SEO

 and International SEO for geographical context. 

8. Spam detection

Google  invests  heavily  in  spam  detection.  Its   official

 page  says,  "  In  2020  alone,  our  systems  found  40

billion spammy pages every day." 

Web  pages  suspected  of  being  potential  spam  are

negatively  rated.  Google's  spam  policies  are  also available on the official page. 

Conclusion of Chapter 2

This  chapter  has  illuminated  search  engines' 

multifaceted  nature—how  they  interpret  queries, 

assess content relevance and quality, and personalize

results.  Understanding  these  fundamentals  is  crucial

for  applying  effective  SEO  tactics  that  align  with  the

nuanced  criteria  search  engines  use  to  rank  web

pages. 

The  next  steps  in  your  SEO  learning  journey  will

transform  this  knowledge  into  actionable  strategies

for measurable success. 

Chapter 3

SEO Planning: Crafting

a Strategic SEO

Roadmap

Creating a solid SEO plan is crucial for boosting long-

term  website  visibility  and  organic  traffic  as  a

part of digital marketing strategy. 

SEO's  organic  growth  requires  patience.  It  typically

takes 6-12 months to show results, unlike the quick, 

temporary 

boosts 

from 

pay-per-click 

(PPC)

campaigns. 

Setting  business  goals  and  measurable  KPIs  is

fundamental,  with  the  flexibility  to  adapt  based  on

your site's potential. 

A  good  SEO  plan  should  start  with  fundamental

preparations,  including  a  site  audit,  preparation  of

SEO  tools,  and  knowledge  building.  It  should  then  be

followed  by  improving  on-page  content,  addressing

technical  issues,  and  building  authoritative  off-page

backlinks. 

Hiring  SEO  specialists  requires  careful  selection  to ensure  they  adhere  to  ethical  standards  and  have

effective communication. 

A  well-executed  SEO  plan  is  a  blend  of  strategic

actions,  continuous  learning,  and  adaptability  to

changes  in  website  performance  and  market

environment. 

In this chapter, we'll cover the following topics:

1. Preparing for Strategic SEO Planning

2. Develop SEO Plan - How To Do SEO Yourself

1. Selecting and hiring SEO specialists

Preparing 

for 

Strategic 

SEO

Planning

Embarking  on  the  development  of  an  SEO  strategy

requires  a  foundational  understanding  of  its  place  within

the  broader  context  of  digital  marketing.  Recognizing  the

typical  objectives,  or  Key  Performance  Indicators  (KPIs), 

and  the  various  factors  that  steer  the  course  of  SEO

planning is essential. This article is designed to equip you

with the crucial knowledge necessary to craft an impactful

SEO strategy. 

We'll  delve  into  the  dynamic  relationship  between  digital

marketing  and  SEO,  outline  the  standard  goals  and  KPIs, 

and  explore  the  diverse  situations  that  influence  the

direction  of  your  SEO  planning.  By  the  end  of  this  lesson, 

you  will  have  a  clear  blueprint  for  constructing  a  robust

and effective SEO strategy. 

Digital Marketing vs. SEO

SEO  is  only  one  part  of  digital  marketing  activities,  but it's critical. 

Defining SEO's role in your entire digital marketing plan is

crucial.  Depending  on  your  objectives,  there  may  be  a

better approach than SEO. 

There  are  many  alternative  approaches  to  digital

marketing.  They  are  primarily  categorized  into  inorganic

(paid marketing) and organic (non-paid marketing). 

Search  Engine  Optimization  is  categorized  under  the

organic marketing approach. 

[image: Image 9]

Design SEO Plan with a long-term

view

SEO  takes  a  long  time  to  generate  results  compared  to

inorganic marketing activities, such as PPC (Pay Per Click)

ad campaigns. 

The  timeframe  for  getting  noticeable  results  can  differ  by

website  situation.  More  prolonged  efforts  are  required  if

the website is entirely new and has a new domain. 

As a rule of thumb, some improvements can be observed

within  a  few  months,  while  more  significant  results  may

take six months to a year. 

Although  Search  Engine  Optimization  requires  continuous

effort,  it  provides  long-lasting  benefits  compared  to

PPC, which provides immediate short-term benefits. 
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Considering the nature of SEO, you need to design a plan

with  a  long-term  view.  At  least,  you  may  need  a  plan

with a 6-month to 1-year time frame. 

Note: Utilizing PPC for SEO for

testing purposes

Even  though  you  prioritize  SEO  over  PPC,  it  can  be

beneficial to utilize PPC occasionally. While SEO requires a

long time and effort with uncertainties, you can have more

traffic control through PPC. 

You may struggle to get proper data points if your website

is new and has limited traffic. Doing a PPC ad campaign for

testing  purposes  may  make  sense  if  you  would  like  to

obtain data points when creating your SEO plan. 
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Here are some examples when you can utilize PPC for SEO

planning:

Keyword Research: Use PPC campaigns to identify high-

performing keywords

Meta Title and Description Optimization: Conduct A/B

testing with PPC to optimize meta titles and descriptions

for better click-through rates in organic search results. 

Landing Page Optimization: Conduct A/B testing with PP

to optimize the landing page for better user engagemen

Geographical Insights: Conduct PPC campaigns in specifi

locations to understand performance differences by

target location. 

Define SEO Goals and KPIs

Business Goals

First, when making a plan, you should be clear about your

business  goals,  especially  those  that  can  be  achieved

through SEO. 

The  business  goals  can  differ  by  stage  of  the  website.  If the  website  is  newly  published,  the  first  goal  can  be

gaining traffic itself. 

If  you  target  accumulating  membership  users,  #  of

membership conversions can be a goal. 

Revenue  can  be  a  business  goal  if  your  service  is  at  its

monetization stage. 

Practically,  you  may  not  have  business  goals  with  clear

target  numbers  in  the  initial  stage  as  you  don't  know  the

potential of your website yet. 

In that case, you should continue thinking about the goals

you  want  to  achieve  through  SEO  activities  as  you  move

along and refine the plan accordingly. 

Understand the KPI hierarchy to

make an efficient SEO plan

As  search  engine  optimization  requires  a  long  journey,  it

can  be  helpful  to  have  interim  KPIs  (Key  Performance

Indicators) to track the progress of your efforts. 

There  are  several  ways  to  set  KPIs.  One  way  is  to  define

KPIs based on visibility to crawlers and users. For example, 

you can set four key checkpoints to monitor the progress. 

# of indexed pages

If  your  website  or  blog  post  is  new,  search  engines  may

not even recognize it. The first step is to make your pages

visible to search engines. 

# of ranked keywords

Once  your  pages  are  indexed,  the  next  milestone  is  to

make those pages ranked on SERPs (Search Engine Result

Pages) for specific keywords. 
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Ranks in SERPs

Once  your  pages  are  ranked  on  SERPs,  improving  their

ranking  is  the  next  goal.  For  example,  if  the  pages  are

ranked outside the top 10 search results, the target would

be getting into that list. 

Organic traffic from SERP (Clicks)

As  your  pages  get  more  visible  to  users  through  a  higher

rank  on  SERPs  for  the  target  keywords  with  a  reasonable

search volume, the pages' organic traffic (clicks on SERPs)

will  naturally  increase.  And  the  higher  organic  traffic  will

become the basis for achieving your business goals. 

There  are  other  operational  metrics  that  help  to

understand website status. 

Impression

Impressions are the number of times a particular piece of

content  (in  this  case,  search  results)  is  viewed  by  users, 

regardless of whether it is clicked. 

One of the primary objectives of having a higher ranking in

SERPs is to increase the number of impressions. 

CTR (Click Through Rate)
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CTR  is  simply  Clicks  per  Impression.  In  SEO,  it  measures

how  attractive  your  page  title  and  descriptions  shown  on

SERPs are. 

Many  other  KPIs,  such  as  the  number  of  backlinks, 

domain 

authority 

score, 

and 

average 

user

engagement  time,  can  be  used  to  set  milestones  for

specific activities. We'll explain them later in this tutorial. 

Address Ranking Factors

The second thing you need to understand before making a

plan  is  how  to  address  ranking  factors  to  increase  your

page rankings effectively. 

As  explained  on  the  previous  page,  Google's  ranking

algorithms use many ranking factors. 

Typically, a large part of the effort is spent dealing with the

ranking  factors  through  on-page  SEO,  off-page  SEO,  and

technical SEO. 

Making  an  SEO  plan  involves  defining  when  and  how  to

execute  SEO  techniques and actions  so  particular  ranking

factors can be prioritized within specific timelines. 
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Three Aspects of Different SEO

Situations

Required  efforts  and  approaches  can  vary  depending  on

the situation of your website (or web page). Here are three

critical aspects that can be used to define the situation. 

Website Ownership

The first aspect is whether you own a website yourself or

post articles to websites managed by others. 

If you own (or manage) a website, you must do end-to-end efforts under your control. 

If  you  post  blogs  or  articles  to  someone's  website,  you

cannot control some aspects, such as domain authority. 

For  bloggers  using  other  platforms,  the  most  essential

approach  is  On-Page  SEO  —  setting  the  right  target

keyword,  applying  content  writing  techniques,  and

organizing multiple blog posts effectively. 

Technology/Platform

The  second  aspect  is  technology  or  platform.  At  the

highest  level,  there  are  three  categories:  CMS  (Content

Management  System), HTML-based  website,  and  SPA

(Single Page Application)-based website. 

CMS

Several GUI (Graphical User Interface) based SEO features

are  already  in  place  if  you  use  CMS  such  as  WordPress, 

Squarespace, or Wix. 

If  the  CMS  is  cloud-based,  you  can  also  get  away  with

infrastructure performance management. 

HTML-based Website

HTML-based  websites  are  a  standard  format.  Their  front-

end is written in HTML and CSS with some JavaScript. 

Compared to CMS, UI design will be more flexible, but you

may  need  to  make  some  extra  efforts  in  SEO,  especially

technical SEO. 

SPA-based Website

SPA  stands  for  Single  Page  Application,  usually

developed in a JavaScript framework such as React.js. 

SPA-based  websites  usually  require  extensive  additional efforts  to  make  them  crawler-friendly.  For  example,  SPAs

often use Client-Side Rendering, which makes it difficult

for  search  engines  to  crawl  and  evaluate  the  pages

correctly. 

One  solution  for  client-side  rendering  issues  is  to

implement Server-Side Rendering (SSR), which can pre-

render HTML on the server before sending it to the client. 

Target Location

The  third  aspect  is  target  geographies.  As  Google  returns

different  results  for  the  same  keyword  depending  on  the

user's  location  and  type  of  search  keywords,  SEO  efforts

must also be tailored to the location. 

If  you  own  a  physical  shop  in  a  specific  location,  apply

Local SEO techniques. 

If you target international users, you may need to manage

multi-language  websites,  and  target  keywords  must  be

optimized by country. 

Check   Chapter  6.  Geographical  SEO:  Local  SEO  and

 International  SEO  to  understand  the  geographical  SEO

context. 
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Develop  SEO  Plan  -  How  To  Do

SEO Yourself

Finally, we'll explain how to develop a plan. The scope

and  approach  can  differ  by  situation.  We  assume  the

case  of  an  existing  website  owner  with  limited  SEO

knowledge who is planning to do SEO themselves. 

Even if you hire a specialist, it is crucial to understand

how to develop a plan to work with them effectively. 

The  four  SEO  knowledge  areas,  which  are  the  key

framework  of  this  tutorial,  can  also  be  utilized  for

planning. Here are the key steps to develop a plan. 

SEO Foundation

SEO knowledge building

If  you  are  new  to  SEO,  it  is  very  important  to

understand  the  general  outline  before  you  do  any

activities,  as  your  understanding  may  need  to  be

corrected. 

There are many SEO learning materials, including this

tutorial. You should complete at least one tutorial that

covers end-to-end SEO topics in a structured manner. 

If  you  are  new  to  the  topic,  finding  a  relatively  short

and easy-to-understand tutorial is better. 

SEO tool preparation

SEO  can  only  be  done  with  proper  tools.  While  going

through the tutorial, prepare essential SEO tools such

as  Search  Console,  Google  Analytics,  Google  Ads  (for

Keyword Planner), and other free SEO tools. 

If you plan to do SEO yourself, consider using at least

one paid tool to manage your workload effectively. 

Website audit

To  design  a  plan,  you  must  first  understand  the  gap

between  your  business  goal  and  the  current  website

situation, and break down the problems you identified. 

Many specialists offer free website audits. Even if you

are  unsure  if  you  need  specialist  support,  talking  to

them  and  asking  for  an  initial  audit  can  help  identify

blind spots in your plan. 

Goal and KPI setting

It would be best if you defined your SEO goals with a

rough timeline based on your business aspirations and

website audit status. 

Then,  you  can  reverse-engineer  to  set  KPIs.  For

example,  if  traffic  is  the  primary  goal,  you  can  try  to

answer the following questions:

How much organic traffic do you need from SERPs to

achieve the business goal? 

What is the target ranking position for select

keywords that would generate enough organic

traffic? 

How many pages and keywords need to be ranked

on SERPs, and by when? 

How many pages can be indexed considering the

current website status, and by when? 

As  the  gaps  between  the  current  status  and  the

business  goal  target  are  often  large,  answering  the

questions  above  in  order  to  set  reasonable  KPIs  may

require several iterations. 

The  example  questions  above  are  only  general  KPIs. 

Depending  on  the  situation,  you  may  need  to  set

more detailed KPIs for each SEO approach. 

For example, if your website has an issue in Core Web

Vitals,  you  may  need  to  set  a  specific  target

depending  on  the  root  cause  of  the  Core  Web  Vitals

issue. 

KPI monitoring

Once  you  set  KPIs,  you  need  to  check  the  status

regularly. 

You  can  monitor  essential  KPIs  on  Search  Console; 

however,  if  you  want  to  monitor  them  more

comprehensively,  you  may  need  to  consider

subscribing to a paid tool. 

On-Page SEO

Based  on  the  audit  results,  you  can  define  potential

improvement areas in your existing content. 

As On-Page SEO requires continuous efforts, you must

set priorities depending on your time and budget. 

At  the  most  general  level,  there  are  three  chunks  of

work scope in On-Page SEO. 

Existing page optimization

Usually,  the  first  step  is  fixing  fundamental  issues  on

existing pages, such as missing tags (title tag, some

meta tags, h1,h2, and h3 tags) and an inappropriate

character  length  in  the  meta  title  and  meta

descriptions.  If  you  use  paid  tools  such  as  Semrush, 

Ahref,  or  Moz,  you'll  quickly  get  optimization

opportunities by keyword and page. 

The 

time-consuming 

parts 

of 

existing 

page

optimization  are  optimizing  keywords, adding

appropriate  internal  and  external  links,  and

upgrading  content  with  visual  or  interactive content. 

You  can  read  the  following  topics  to  learn  how  to

optimize existing pages. 

 Why Is Keyword Research Important and How

 To Do It? 

 9 Key Steps in SEO Content Writing for

 Individual Web Page

Site structure optimization

Website structure is critical to improving usability for

human  users  and  crawlability  for  search

engines. 

Redesigning  and  restructuring  websites  generally

requires  a  lot  of  time  and  financial  resources. 

Depending  on  your  goals  and  resource  constraints, 

you  need  to  decide  how  much  you  will  improve  your

website structure. 

This tutorial will give you ideas for organizing multiple

pages  under  the  same  theme.  To  learn  about  the

technique,  refer  to  "  Keyword  Mapping  and

 Clustering - Organize Multiple Pages". 

New content publishing

Adding more high-quality content on related topics to

your website can positively impact the entire website. 

The  fundamental  techniques  for  publishing  new

content  are  the  same  as  those  for  existing  pages. 

However, when writing content from scratch, you are

able  to  apply  proper  content  writing  techniques

without constraint. 

Technical SEO

Technical  SEO  approaches  can  differ  depending  on

your website platform. Required efforts depend on the

technical audit results. 

If you are not an engineer and are not using CMS, you

need  to  work  closely  with  engineers  to  address  the

issues defined in the technical audit. 

Typically,  there  are  three  chunks  of  work  scope  in

technical SEO. 

Indexing issue resolution

This  is  the  first  thing  you  must  address  when

publishing a new website. As explained earlier, if your

pages  are  not  indexed,  they  cannot  be  ranked  on

SERPs. 

Several  techniques,  such  as  sitemap.xml  and  URL

inspection  on  the  Search  Engine  Console,  can  fix

indexing  issues.  To  learn  about  the  indexing  issues, 

refer  to  "  Index  Your  Website  -  How  To  Fix  Page

 Indexing Issues? " 

Schema markup (Structured Data)

The 

power 

of 

schema 

markup 

is 

often

underestimated.  Implementing  Schema  markup  on

your  website  is  an  effective  way  to  provide  search

engines  with  structured  information  about  your

content,  which  can  enhance  the  display  of  search

results and improve overall visibility. 

There  are  various  types  of  schema  markups,  but  you

should  start  with  basic  ones,  such  as  organization, 

breadcrumbs,  or  articles.  For  a  list  of  schema

markups, check Google's guidelines. 

For more details, refer to "  What Is Schema in SEO? 

 - Structured Data and Rich Results". 

Site performance improvement

Improving  website  performance  and  page  experience

is  a  critical  part  of  SEO.  There  are  several

subcomponents in this optimization activity. 

Once  you  conduct  a  technical  audit,  you  will  know

what you should work on. To get an assessment now, 

go  to  the   PageSpeed  Insight  page,  type  your  URL, and check the results. 

To  learn  site  performance  approaches  in  more  detail, 

refer  to  "  How  To  Improve  Website  Performance

 (Page Experience)". 

Off-Page SEO

The  most  critical  part  of  Off-Page  SEO  is  backlink

building.  Although  Google's  ranking  algorithms

evolve,  references  from  other  websites  especially

reference  from  high-authority  websites,  are  one  way

to  objectively  assess  the  website's  relevance  and

importance to the searched keywords. 

The  main  objective  of  Off-Page  SEO  is  to  build  the website's  authority,  credibility,  awareness,  and

reputation through activities that take place outside of

the website itself. 

You can also use other marketing approaches, such as

social media marketing, to achieve your objectives; 

however,  considering  a  long-term  effect,  you  should

prioritize  backlink  building  unless  you  have  a  clear

reason to prioritize other approaches. 

Backlink building

As  backlink  building  is  one  of  the  most  time-

consuming  activities,  many  website  owners  tend  to

outsource this work. 

Generally,  you  need  to  allocate  a  substantial  amount

of your time or budget to backlink building. We'll later

explain  how  to  build  backlinks  ("  How  To  Build

 Backlinks: Link Building Do's and Don'ts"). 

Other off-page efforts

While  implementing  backlink  building,  you  can  also

launch  marketing  campaigns.  If  you  have  customer

email  addresses  (e.g.,  from  your  shop  membership

registration),  an  email  campaign  can  be  one  of  the

quickest ways to increase your website's visibility. 

One of the most frequently used approaches is social

media marketing. We'll later explain how social media

marketing  works  for  SEO  ("  SEO  and  Social  Media  -

 What Are Social Signals? "). 
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Selecting 

and 

hiring 

SEO

specialists

You can do SEO yourself or hire a specialist. If your

website  is  relatively  small  and  aims  to  increase  local

presence, you may not need an SEO expert's help. 

If you manage a large website and don't have anyone

supporting you, consider hiring experts. SEO requires

a lot of effort, time, and expertise. 

If  you  search  on  Google  or  check  job-matching

platforms,  you  can  find  many  available  specialists

online;  however,  you  should  be  very  careful  when

hiring  them  —  as  Google  also  alerts  in   their  official

 document. 

Black Hat SEO and White Hat SEO

Black  hat  SEO  and  white  hat  SEO  are  two

contrasting SEO approaches. They refer to the ethical

and unethical practices used in SEO activities. 

Google  announces   Spam  policies  to  detect misconduct.  Black  hat  SEO  violates  these  policies, 

while white hat SEO complies with them. 

In the real world, you may not see the pure black hat

approach.  As  using  the  black-hat  approach  is  risky, 

gray-hat policies are getting more popular. 

It  would  be  best  if  you  were  more  prudent  when

judging whether the specialists you are talking to are

white-hat or not. 

How to select SEO specialists? 

Deciding  which  specialist  to  hire  is  critical  to

determining your SEO journey. As SEO requires a long-

term  commitment,  you  must  carefully  assess  your

candidates. 

Before deciding on one specialist, you should contact

at least two or three and ask for proposals (including

an initial website audit) and initial discussions. 

Below  are  some  example  checklists  for  selecting  and

hiring SEO specialists. 

SEO expertise and integrity

As they will become your business partner, you must

judge  if  the  person  or  company  has  enough

knowledge to achieve your business goal. 

One essential part of SEO is improving content. If the

specialist  doesn't  have  basic  knowledge  about  your

website  and  is  not  interested  in  learning  it,  you  may

not get the proper recommendations from that expert. 

Communication skills and style

You'll  need  to  communicate  with  the  specialist  often during  the  SEO  process.  If  you  sense  some  risks  in

communication  (skill  and  style)  during  the  discussion

stage, try to find someone else. 

Quality of website audit report

If  the  quality  of  the  website  audit  is  high  (e.g.,  well-

structured,  customized  to  your  situation,  and  easy  to

understand),  you  may  be  able  to  trust  the  SEO

specialist more. 

SEO Tools

SEO  tools  can  significantly  improve  your  work

productivity.  Some  specialists  save  money  by  not

using proper tools. It is better to ask which tools they

use. 

Support scope

As the scope of SEO activity can be vast, you need to

set a clear scope of work. Based on your budget, set

priority  areas  and  discuss  your  expectations  with  the

specialist. 

Pricing structure and price level

There  are  several  pricing  schemes,  such  as  fixed

weekly  pay,  fixed  monthly  pay,  hourly-based,  or  by

project for a specific scope. If you are not sure about

the quality of the specialist, it is better to avoid long-

term commitment in the beginning. It may be safer to

start with hourly charges and switch to a longer-term

commitment later. 

Conclusion of Chapter 3

We've  underscored  the  importance  of  aligning  SEO

with broader business objectives and the necessity of

patience  in  nurturing  organic  growth.  This  chapter

provided  a  framework  for  setting  goals  and  KPIs, 

adapting  to  changing  scenarios,  and  tailoring  your

strategy to your unique circumstances. 

Whether you're crafting a plan from scratch or refining

an  existing  one,  the  insights  here  will  guide  you.  If

SEO  is  new  territory,  fear  not.  The  forthcoming

sections  of  this  guide  will  navigate  you  step  by  step, 

ensuring  you  build  upon  a  solid  foundation  with  a

flexible  approach.  Remember,  effective  SEO  isn't

static; it evolves with your website's performance and

the digital marketing environment, requiring you to be

agile and informed in your ongoing strategy. 

Chapter 4

The SEO Toolkit: Tools

for Traction

SEO,  especially  for  beginners,  might  seem  daunting, 

but it becomes much more manageable with the right

tools.  This  guide  highlights  essential  SEO  tools  for

beginners, including popular Google SEO tools. 

SEO tools are indispensable for optimizing websites to

improve  visibility  and  rankings  on  search  engine

results  pages  (SERPs).  They  serve  various  purposes, 

from  monitoring  traffic  and  SERPs  positions  to

conducting  comprehensive  website  audits,  keyword

planning,  content  writing  support,  backlink  analysis, 

schema markup, and competitor analysis. 

For  example, Google  Search  Console  and  Google

Analytics  are  crucial  for  traffic  monitoring  and

insights,  while  Google  Keyword  Planner  and

Google  Trends  assist  in  keyword  research. 

Semrush's SEO Writing Assistant and Ahrefs Content

Editor  are  beneficial  for  content  optimization. 

Majestic  and  integrated  SEO  tools  can  enhance

backlink  analysis,  and  Google's  Structured  Data

Markup  Helper  aids  in  implementing  schema

markup. 

In this chapter, we'll cover the following topics:

1. Why do you need SEO tools? 

1. Google SEO Tools

2. Best SEO Tools for Free: Easy To Use for SEO Beginners

1. Paid SEO Solution Platform
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Why do you need SEO tools? 

SEO tools are essential for optimizing your website to

improve  its  visibility  and  ranking  in  search  engine

results. SEO tools can be categorized based on seven

key  purposes.  Some  tools  are  used  for  multiple

purposes,  especially  integrated  SEO  platforms  like

Semrush,  Ahrefs,  and  Moz,  which  cover  most  of  the

key features required for SEO. 

1. For Traffic and SERP Monitoring

First, you may want to know how much traffic your

website receives and how it ranks on SERPs (Search

Engine Results Pages). 

If your website has many pages, tracking rankings for

all  pages  and  ranked  keywords  may  be  very  time-

consuming.  In  that  case,  you  should  consider  using

paid  tools  to  capture  your  page  rankings  and

keywords ranked on SERPs efficiently. 

2. For SEO Audit

A website audit is a time-consuming task. With proper

SEO tools, comprehensive website audits become

much more manageable, such as checking for broken

links,  ensuring  mobile-friendliness,  evaluating  page

loading  speeds,  and  identifying  crawl  errors,  Many

tools  are  available  for  website  and  web  page  audits. 

Paid  tools  usually  provide  more  comprehensive

features  as  a  one-stop  solution,  but  you  can  also

conduct site audits using a combination of free tools. 

To learn more about website audits, go to  Chapter 5. 

 What Is a Website Audit and How To Do It? . 

3. For Keyword Planning

The  first  step  of  on-page  SEO  is  researching  and

identifying  the  best  keywords  for  your  content. 

You  can  check  monthly  search  volume  and  keyword

difficulty  (or  competition)  level  using  keyword

planning tools. If you use paid tools, you can also get

keyword recommendations for your content writing. 

To  learn  more  about  keyword  planning,  go  to  this

tutorial:  "  Why  Is  Keyword  Research  Important

 and How To Do It? ". 

4. For Content Writing

When  creating  content,  you  may  need  some

support to understand best practices, such as optimal

keyword  density,  appropriate  meta  tags,  and

structuring  content  for  better  readability  and

engagement. 

To  learn  more  about  content  writing,  go  to  this

tutorial: "  9 Key Steps in SEO Content Writing for

 Individual Web Page". 

5. For Backlink Analysis

Backlinks  are  a  significant  factor  in  SEO.  Tools  for

backlink  analysis  provide  insights  into  your  site's

backlink profile, helping you understand who is linking

to you, the quality of these links, and how they impact

your SEO. 

To  learn  more  about  backlinks,  go  to  this  tutorial:

"  What  Are  Backlinks  in  SEO  and  How  To  Build

 Them? ". 

6. For Schema Markup

Implementing  schema  markups  properly  requires

experience.  Tools  that  assist  with  schema  markup

enable  you  to  structure  your  website's  data  in  a  way

that is easily understood by search engines. 

To  learn  more  about  schema  markup,  go  to  this

tutorial:  "  What  Is  Schema  in  SEO?  |  Structured

 Data and Rich Results". 

7. For Competitor Analysis

Understanding  your  competitors  is  essential  in

SEO.  There  are  different  types  of  competitor

analysis. The main ones are:

Target keyword and rankings analysis

Backlink profiling

Traffic analysis

You need the right tools to do competitor analysis. 

[image: Image 18]

Google SEO Tools

Google  provides  a  wide  variety  of  free  tools.  With

these tools, you can do most basic SEO tasks. 

Google Search Console

Google Search Console is a free service offered by

Google  that  helps  website  owners  monitor,  maintain, 

and  troubleshoot  their  site's  presence  in  Google

Search  results.  As  explained  in  the  previous  learning

section,  it  is  the  most  essential  SEO  tool  in  SEO  for

Google Search Engine. 

Google  Search  Console  provides  insights  into  how

Google  views  your  site,  including  information  on

indexing  status,  search  traffic,  mobile  usability,  and

issues  that  might  affect  your  site's  performance  in

search results. 
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It  also  allows  you  to  submit  sitemaps, check

backlinks,  and  see  users'  search  queries

(keywords) that bring users to your site. 

Google Search Console is available  here. 

To  set  up  Google  Search  Console,  you  can  refer  to

several  articles,  such  as  "  Google  Search  Console:

 The Ultimate Guide for 2024". 

Note:  Bing  also  provides  a  similar  tool  called  Bing

Webmaster  Toos,  but  considering  Google's  search

engine  market  share,  mastering  Google  Search

Console is more critical. 

Google Analytics

Google Analytics is vital for SEO as it offers in-depth

insights  into  website  traffic  and  user  behavior,  which

is crucial for optimizing search engine strategies. 

Analyzing  user  engagement  metrics,  like  active

users, average  engagement  time,  and  returning

users,  helps  improve  user  experience  and  content relevance. 

The  tool  identifies  traffic  sources,  revealing  which

channels, such as organic search or social media, are

most effective in driving visitors. 

Although specific keyword data isn't provided, pairing

Analytics  with  Google  Search  Console  can  yield

valuable  keyword  insights  from  well-performing

landing pages. 

Conversion tracking in Google Analytics enables the

identification  of  the  most  effective  organic  paths

leading to user actions like purchases or sign-ups. This

helps content strategy and keyword targeting. 

Google Analytics is available  here. 

Google Keyword Planner (Google

Ads)

Google  Keyword  Planner  is  a  feature  of  Google

Ads.  It  is  primarily  designed  for  paid  ads  campaigns, 

but you can also use it for SEO. 
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To  use  it,  you  need  to  create  a  Google  Ads  account. 

It's free unless you run actual ad campaigns. 

Google  Keyword  Planner  is  helpful  when  identifying

suitable keywords for your website. 

It  suggests  relevant  keywords  and  phrases,  providing

insights into their search frequency, which guides the

website  owner  in  choosing  keywords  likely  to  draw

more  visitors.  The  tool  also  reveals  how  competitive

these keywords are, indicating the potential challenge

in  ranking  for  them.  As  you  can  set  geography  in

keyword planning, it also helps local SEO. 

Google Ads is available  here. 

This  article,  "  How  to  Use  Google  Keyword

 Planner",  is  helpful  if  you  want  to  learn  how  to  use

Keyword Planner. 

Google Trends

[image: Image 21]

Google  Trends  is  a  handy  tool  for  SEO,  offering

insights  into  what  people  are  searching  for  online.  It

helps identify trending topics, guides content creation

to  match  current  interests,  and  increases  website

traffic. 

The  tool  shows  how  search  interest  in  specific  terms

changes  over  time,  enabling  you  to  catch  onto  rising

trends or seasonal patterns in search behavior. 

This feature is excellent for planning timely content. It

also  lets  you  compare  different  keywords  while

helping  you  select  the  most  impactful  ones  for  your

SEO strategy. 

Additionally, regional data from Google Trends aids in

tailoring  content  for  specific  locations.  These  insights

can  significantly  enhance  your  SEO  efforts,  making

your content more relevant and searchable. 

Google Trends is available  here. 

Lighthouse
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Lighthouse  is  an  open-source,  automated  site  audit

tool created by Google to improve web page quality. It

audits Performance, Accessibility, Best Practices, SEO, 

and PWA (Progressive Web Apps). 

Lighthouse  is  available  as  a  Chrome  extension  (click

 here)  and  in  Chrome  Developer  Tools,  allowing  users to  run  it  directly  in  the  desktop  browser.  Assessing

web  page  performance  is  a  critical  part  of  your

website  audit.  Consider  using  this  tool  or  PageSpeed

Insights, which provides similar features. 

PageSpeed Insights

PageSpeed  Insights  is  a  free  web-based  page

performance tool from Google. 
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Its  features  are  similar  to  Lighthouse;  however,  there

are some differences. 

For  example,  PageSpeed  Insights  focuses  more  on

speed  metrics  and  user  experience,  strongly

emphasizing  field  data.  Another  difference  is

accessibility.  PageSpeed  Insights  is  a  web-based  tool

that  allows  you  to  access  and  check  web  page

performance  from  mobile  devices.  If  you  want  to  be

able  to  check  your  website  performance  even  when

you are traveling, you can use PageSpeed Insights. 

PageSpeed Insights is available  here. 

Structured Data Markup Helper

Google's Structured Data Markup Helper is a tool

for creating schema markup (structured data) for web

pages. 
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This  tool  simplifies  marking  up  elements  on  your

website,  like  articles,  products,  and  events,  with

appropriate schema.org vocabulary. Once the tagging

is  complete,  the  tool  generates  the  corresponding

JSON-LD  or  Microdata  code,  which  can  then  be

added to the HTML of the web pages. 

Structured Data Markup Helper is available  here. 

Rich Result Test

Google also provides a Rich Result Test as one of its

Search  Console  features  to  verify  if  web  pages  are

eligible for Rich Results in search. 
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Rich Result Test is available  here. 

Google Search Central

Google  Search  Central,  formerly  known  as  Google

Webmasters,  is  not  a  tool  but  an  official  Google

resource  that  provides  tools,  documentation,  and

guidance. 

It  is  a  one-stop  knowledge  library  for  anyone  looking to enhance their site's interaction with Google Search

and better understand the search result mechanism. 

Google Search Central is available  here. 

If you are an SEO beginner, you should start with  SEO

 Starter  Guide,  which  is  a  must-read  document  for

SEO beginners. 
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Free 

SEO 

Tools 

for 

SEO

Beginners

Several  free  and  popular  SEO  tools  can  significantly

enhance  your  SEO  efforts.  Here  are  the  free  tool

examples that are selected, mainly for website audits. 

To  understand  how  these  tools  can  be  used  for

website  audits,  refer  to  "  Chapter  5.  What  Is  a

 Website Audit and How To Do It? ". 

MozBar

MozBar  is  a  Chrome  extension  that  provides  instant

metrics  on  any  web  page  or  SERP,  including  domain

authority,  page  authority,  and  backlink  profile

analysis. 

This tool is handy when you want to quickly check the

domain  and  page  authority  of  your  and  your

competitors' pages. 

MozBar is available  here. 
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SEO Quake

SEO  Quake  is  a  Chrome  extension  that  provides  a

quick overview of various SEO metrics for web pages. 

Using this tool, you can validate HTML tags, check the

link status (both internal and external) on each page, 

assess  keyword  density,  and  compare  key  metrics

with  other  URLs  or  domains.  To  understand  how  this

tool can be used for website audits, refer to "  Chapter

 5. What Is a Website Audit and How To Do It? ". 

SEO Quake is available  here. 

SEO META in 1 CLICK

SEO META in 1 CLICK is a helpful Chrome extension

for  SEO.  It  quickly  provides  a  website's  meta  tags, 

headers,  link  details,  and  image  alt  texts,  enabling

easy  on-page  SEO  analysis  and  identifying  areas  for

optimization with minimal effort. 
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This  tool  is  also  helpful  when  you  want  to  quickly

check  header  structure,  image  tag,  and  OGP  (Open

Graph Protocol) implementations. 

SEO META in 1 CLICK is available  here. 

GTmetrix

GTmetrix  analyzes  website  speed  and  performance, 

providing  insights  into  load  times  and  optimization

recommendations.  This  tool  is  helpful  for  developers

who  want  to  conduct  technical  SEO.  Its  performance

report  can  provide  more  detailed  information  to

improve  page  performance  than  PageSpeed  Insights

or Lighthouse. 
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GTmetrix is available  here. 
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Paid SEO Solution Platform

If you want to improve your work productivity, using a

paid SEO solution platform is highly recommended. 

There  are  three  major  names  that  provide  an

integrated solution for SEO. 

Semrush

Semrush  is  the  largest  SEO  solution  platform  with

around 17M unique visitors (as of Dec. 2023). 

While  Ahrefs  and  Moz  primarily  focus  on  SEO

solutions,  Semrush  provides  digital  marketing

solutions, including inorganic marketing (PPC) support

tools. 

Semrush is available  here. 

Moz Pro
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Moz  is  the  oldest  among  the  three  SEO  solution

platforms, with 20 years of experience. It has around

1M unique visitors (as of Dec. 2023). 

Moz is also known for its proprietary Domain Authority

metric. It offers a lower entry price than Semrush. 

Moz Pro is available  here. 

ahref

ahref  is  the  second-largest  SEO  solution  platform, 

with around 4M unique visitors (as of Dec. 2023). 

ahrefs  has  a  good  reputation  for  backlink  analysis.  It

also offers a cheaper entry price than Semrush. 

ahrefs is available  here. 

Other Paid-Tools

Other  choices  provide  SEO  solutions  with  more

focused  features  than  the  three  major  platforms.  For

example,  SimilarWeb  focuses  on  competitor  traffic analysis,  Majestic  specializes  in  backlink  analysis, 

and  Spyfu emphasizes competitor keyword analysis. 

Conclusion of Chapter 4

In  this  chapter,  we've  examined  the  essential  tools

that make SEO manageable, especially for beginners. 

These  tools  help  you  see  where  your  site  stands  and

what  you  can  do  to  boost  its  visibility  on  search

engines. 

You've learned about Google's free tools for basics like

tracking your site's traffic and finding the right words

to  get  noticed.  We  also  touched  on  some  powerful

paid options that can take your SEO to the next level. 

Each tool serves a purpose, from checking your site's

health to helping you write better content. 

Knowing which tools are available and what they can

do  is  a  big  step  toward  improving  your  site's  search

rankings. Now, with these tools in hand, you're ready

to tackle SEO tasks more effectively and confidently. 

Chapter 5

Website Audit:

Identifying Website

Improvement

Opportunities

What Is a Website Audit? 

A  website  audit  is  a  thorough  analysis  that  aims  to

spot  gaps  between  a  site's  current  performance  and

its  potential.  It  focuses  on  improving  search  engine

rankings  and  boosting  organic  traffic.  This  audit  is

vital  for  understanding  how  to  enhance  a  site's

visibility and involves a comprehensive look at various

aspects. 
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Generally, a typical website audit covers the following

four areas, although grouping can differ by case. 

Website's general SEO performance (traffic, 

keyword rankings)

On-page elements (meta tags, content optimization)

Technical issues (site speed, mobile-friendliness, 

secure connections)

Off-page factors (backlinks, social signals)

The  comprehensive  approach  ensures  a  website  is

optimally  positioned  to  achieve  its  business  goals

through improved SEO practices. 

In  this  chapter,  we'll  cover  each  of  the  following  four

auditing areas:

1. Overall Website Performance Assessment

2. On-Page SEO Audit

3. Technical SEO Audit

4. Off-Page SEO Audit

Overall 

Website 

Performance

Assessment

The  first  thing  you  need  to  know  to  understand  your

website's  current  status  is  its  general  performance, 

including  organic  traffic, keyword  ranking, indexed

pages,  and  user-related  metrics.  These  performance

indicators (KPIs) may not be included in the narrow scope

of a website audit, but monitoring these KPIs is critical as

the KPIs are more directly linked with your business goals. 

Organic search traffic generation

funnel – Google Search Console

Usually,  maximizing  organic  search  traffic  is  the  objective

of SEO. To achieve the goal, you need to know the current

volume  of  organic  search  traffic  and  your  web  pages' 

readiness to generate organic search traffic. 

There  are  four  key  stages  of  generating  a  high  volume  of

organic search traffic. 

Pages are indexed (# of indexed pages)

Pages are ranked for particular keywords (# of keywords an

pages ranked)

Pages are ranked high (e.g., # of pages ranked within the to

10)

Pages are gaining traffic from SERPs (# of Clicks)

This is an illustration of the four stages. 
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For stages #3 to #4, you can also check the other metrics

as interim indicators. 

# of impressions

CTR (Click Through Rate)

Most  of  the  data  above  are  available  in  the  Search

Console. For example, you can check the indexing status

in the Pages section of the Search Console. 
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Under  the  Performance  section,  you  can  get  the  #  of

clicks, #  of  impressions, average  CTR,  and  average position. 
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You can also see keywords (Queries) and pages ranked in the specified timeframe on the Search Console. 

User lifecycle status – Google

Analytics

To  understand  a  website's  overall  performance,  you  need

to  know  how  your  website  is  acquiring,  engaging,  and

retaining  users.  User  experience  metrics  are  also  crucial

for improving page rankings on SERPs and monitoring the

achievement of your business goals. 

Google  Analytics  can  be  used  to  check  user  lifecycle

status.  Since  Google  Analytics  has  many  features  that

require  a  lot  of  explanations,  we'll  explain  them  in  a

different tutorial. 
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Domain and Page Authority - Mozbar

Domain  Authority  (DA)  and  Page  Authority  (PA)  are search  engine  ranking  scores  developed  by  Moz,  but  the

idea is widely used in the SEO professional community. 

Google may not calculate DA in the same way as SEO tool

service  providers;  however,  the  metrics  are  useful  for

checking  how  likely  a  page  and  domain  are  to  rank  on

SERPs. 

The  higher  your  domain  or  page  authority  score  (up  to

100)  is,  compared  to  competitor  pages  and  domains,  the

more easily your page is ranked high. 

There  are  several  ways  to  check  DA  and  PA,  but  the

quickest  way  is  using  MozBar.  Install  the   Mozbar

 Chrome  extension  and  run  the  extension  on  the  page

where you want to check the score. 
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Competitor Analysis

Traffic and user metrics comparison

You  should  use  paid  tools  to  conduct  robust  competitor

analysis  for  traffic  and  user  metrics.  For  example, 

 Semrush  and   Similarweb  provide  detailed  competitors' 

traffic and user-related data, such as average visit duration

and bounce rate. 

If you want to check traffic data with a free tool, you can

use  ahref's website traffic checker. 
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You can see traffic data by entering the domain you want

to check. 

DA and PA

Using  MozBar,  you  can  also  check  the  Domain  Authority

(DA)  and  Page  Authority  (PA)  of  competitors'  pages.  Run

the  MozBar  Chrome  extension  on  the  SERP  of  your  target

keyword. 
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On-Page SEO Audit

The objectives of on-page SEO are to optimize web pages, 

improve a website's visibility in search engines, and attract

target users. Some SEO tools do not separate on-page and

technical  audits.  In  this  tutorial,  the  on-page  SEO  covers

SEO  aspects  that  are  mainly  related  to  content  and

keywords. 

As  on-page  SEO  includes  optimizing  content  itself,  it  can

be a considerable effort. In the on-page audit, you should

first  focus  on  minimum  requirements  that  can  be

systematically  checked.  Content-related  aspects,  such  as

keyword  optimization,  will  be  covered  in  Chapter  2  in

detail. 

The  list  below  is  a  list  of  basic  checkpoints  you  need  to

assess. 

Missing tags and character length

Links with anchor tag

URL structure

Image file name and alt (alternative text)

Keyword Optimization

Content duplication

UI/UX

We'll  explain  how  to  conduct  each  on-page  SEO  with  SEO

tools below. 

Missing tags and character length

As  search  engines  understand  the  meaning  of  web  pages

using  HTML  tags,  it  is  important  to  use  HTML  tags

appropriately.  The  following  are  key  HTML  tags  that  are important from the SEO point of view. 

Meta Title

Each  page  should  have  one  meta  title.  The  meta  title  is

defined by the <title> tag in the <head> section of the HTML

document. 

Several  sources  say  that  the  optimal  meta  title  length  is

50-60  characters,  considering  that  the  meta  title  is

expected to be displayed on SERPs. 

Meta Description

Each  page  should  have  one  meta  description.  The  meta

description  is  defined  by  the  <meta  name="description">  tag  in the <head> section in the HTML document. 

Several  sources  say  that  the  optimal  meta  description

length  is  150-160  characters,  considering  meta

description is expected to be displayed on SERPs. 

H1 tag

Unlike  other  heading  tags  (e.g.,  h2,  h3  tags),  each  page

should have only one H1 tag. 

The H1 tag is usually used as the web page's shown title. 

Unlike the meta title, the phrase in the H1 tag is visible on

the web page. 

Other meta tags

From a technical SEO point of view, each page should have

more  meta  tags,  such  as  a  canonical  tag  and  a  meta

robots  tag.  These  tags  will  be  explained  in  the  technical SEO section. 
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Links with anchor tag

Having a sufficient amount of internal links and external

links  is  essential  in  SEO.  As  Search  Engines  understand

links with the <a> tag, you need to be careful when making

links using JavaScript. 

Properly  written  anchor  text  is  also  important  to

deliver key information to crawlers. 

You  also  need  to  make  sure  that  there  are  no  broken

links. 

SEO Quake

You can use the  SEO Quake Chrome extension to check how  your  page  implements  tags  and  links.  Go  to  the

Chrome web store and add the extension to Chrome. 

Run  the  extension  on  the  page  you  want  to  assess.  For

example,  under  the  DIAGNOSIS  tab,  you  can  see  the

status of tags on the page. 
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You  can  also  check  your  link  status  under  the  INTERNAL

and EXTERNAL tabs. 

URL structure

Google recommends using simple and descriptive words in

URLs  ( Google  Seach  Central  -  URL  structure  best

 practices for Google). 

For  the  word  separator,  using  a  (-)  hyphen  is

recommended.  Search  engines  may  misread  the  meaning

if you use an (_) underscore. 

Image file name and alt

Alt: As crawlers cannot understand images on web pages

like  humans,  the  alt  attribute  is  essential  for  providing  a

descriptive image explanation. 
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File  name:  The  image's  file  name  is  also  important  for

delivering  information  to  crawlers.  Use  simple  and

descriptive words, as they will be part of URLs. If you need

to  use  the  ID  to  manage  image  files,  add  it  at  the  end  of

the file name (not at the beginning of the file name). 

Title:  Adding  the  title  attribute  helps  improve  usability, but  the  alt  attribute  is  more  important  for  explaining  key

information to crawlers. 

SEO META in 1CLICK

You  can  use   SEO  META  in  1  CLICK  Chrome  extension

to check how your page implements images. 

Go  to  the  Chrome  web  store  and  add  the  extension  to

Chrome. 

You can just run the extension on the page that you want

to assess. Under the Images tab, you can see the status of

the tags on the page. 

This  tool  also  provides  other  helpful  information,  such  as header  structure  and  OGP  (Open  Graph  Protocol)

implementations. 

Keyword Optimization

Keyword optimization is one of the most critical aspects

of the on-page SEO. You need to include target keywords in

specific  locations  so  that  crawlers  can  effectively  assess

the page's relevance to the user's query. To learn keyword

optimization, check Chapter 2. 

UI/UX

UI/UX is one big theme in website design, but it has many

implications  for  SEO.  For  example,  website  navigation

design  is  important  to  usability.  Generally,  adding  a

sitemap,  breadcrumbs,  and  navigation  bars  (top,  side,  or

bottom bar) is recommended. 

Technical SEO Audit

The coverage of technical SEO and on-page SEO varies as

they are interlinked. In this tutorial, we cover the following

three areas of technical SEO. 

Indexability

Page experience issues (primarily speed, mobile

friendliness, and security)

Implementation of Schema Markups (Structured

data, Rich Results)

Indexability

Indexing is often the first challenge for new websites. You

can  check  the  number  of  indexed  pages  on  your  website

using Google Search Console. 

You  can  also  use  Google  Search  Engine  to  check  which

pages  are  indexed  under  a  particular  domain  by  typing

site:  DOMAIN  (e.g.,  site:example.com)  in  the  search

window. As information on Google Search Console may not

be updated, you can use this approach to check the latest

indexing status. 

There  needs  to  be  more  than  just  knowing  how  many

pages  are  indexed  to  check  indexability.  Pages  must  be

crawlable and attract users so they can be indexed. 

Several factors accelerate or decelerate page indexing. In

this section, we'll explain the main factors at a high level. 

Chapter 3 will cover the actual implementation guide. 

Sitemap.xml

Sitemap.xml  is  a  sitemap  for  crawlers.  It  should  contain all the web page URLs that need to be indexed. 

If  the  website  does  not  have  many  pages  (e.g.,  less  than

100 pages), you may not need to implement sitemap.xml. 

However, if you have many pages on your website, having

sitemap.xml improves your website's crawlability. 

The  file  should  be  placed  in  the  root  directory  of  the

website.  To  signal  the  existence  of  sitemap.xml  to  search

engines, you can submit the URL of the sitemap on Google

Search Console. 

Sitemap.xml Example

<urlset xmlns="http://www.sitemaps.org/schemas/sitemap/0.9"> 

<url> 

<loc>http://www.example.com/</loc> 

<lastmod>2024-02-20</lastmod> 

<changefreq>daily</changefreq> 

<priority>1.0</priority> 

</url> 

<url> 

<loc>http://www.example.com/about</loc> 

<lastmod>2024-01-15</lastmod> 

<changefreq>monthly</changefreq> 

<priority>0.8</priority> 

</url> 

:

</urlset> 

Robots.txt

Robots.txt  is  a  text  file  that  instructs  robots  (crawlers)

which  pages  should  or  shouldn't  be  crawled.  The  file

should  be  located  at  the  root  of  the  website.  The

instructions  are  applied  to  all  the  websites  instead  of  the

meta  robots  tag.  As  robots.txt  can  block  crawlers  from

crawling  particular  pages,  you  need  to  check  if  the

instructions are described properly. 

Robots.txt Example

# robots.txt for http://www.apple.com/

User-agent: *

Disallow: /*/includes/*

Disallow: /*retail/availability*

Disallow: /*retail/availabilitySearch*

:

Sitemap: https://www.apple.com/shop/sitemap.xml

Sitemap: https://www.apple.com/autopush/sitemap/sitemap-index.xml

Sitemap: https://www.apple.com/newsroom/sitemap.xml Sitemap:

https://www.apple.com/retail/sitemap/sitemap.xml Sitemap:

https://www.apple.com/today/sitemap.xml

Noindex and nofollow (meta robots

tag)

If you don't want to index a specific page, you can add the

instructions  on  the  page  using  the  meta  robot  tag.  The

noindex directive is often used together with the nofollow

directive. The noindex directive tells search engines not to

include a specific page in their search results. The nofollow

directive tells search engines not to follow the link or pass

any page value (link juice) to another page. 

As the noindex directive can block crawlers from crawling

particular pages, you need to check if it is properly used. 

Noindex and Nofollow Example

<meta name="robots" content="noindex, nofollow"> Duplicate pages and canonical tag

As  search  engines  don't  want  to  index  the  page  with

duplicate  content,  such  content  can  confuse  search

engines and cause a penalty from search engines. 

To tell search engines which version of a page is preferred, 

you  can  use  the  canonical  tag  to  avoid  penalties  for
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duplicate content. 

It is a good practice to use the canonical tag on all indexed

pages. You also need to ensure that the URLs are the same

as those in the sitemap.xml. 

Search  engines  handle  HTTP  URLs  vs.  HTTPS  URLs  and

www URLs vs. non-www URLs as different URLs. You need

to add the canonical tag even on the homepage. 

The image below shows an example of a canonical tag. 

Canonical tag example

<link rel="canonical" href="https://example.com/example-page"> 404 error and redirection

404 error occurs when a page cannot be found. This issue

may occur when you modify a web page's URL. 

If the links to the page or the URLs in sitemap.xml are old

versions, crawlers may encounter the 404 error. 

If you change the URL of the web pages, you need to set

redirections  (such  as  301  redirects)  to  send  users  and

crawlers  to  a  new  URL  from  the  one  they  originally

requested. 

Site structure and internal links

As  crawlers  crawl  web  pages  through  hyperlinks,  a  well-structured  website  with  proper  internal  links  helps  them

crawl the site efficiently. 

If you have addressed the above points, but your website

pages are not indexed, the website may have structure or

internal link issues. You need to be especially careful when

you are using JavaScript to build your website. 

As  explained  in  the  on-page  SEO  assessment  section,  if

you are not using <a> tags, crawlers may not recognize it

as  a  link  properly.  You  can  easily  check  the  link  status

using Chrome extensions such as SEOquake and SEO META

in 1CLICK. 

To  understand  how  to  manage  indexing  better,  go  to  this

tutorial:  "  Index  Your  Website  -  How  To  Fix  Page

 Indexing Issues? ". 

Page performance

As  Google  emphasizes  that  page  experience  is  an

important  factor  in  ranking  results,  improving  website

performance is a critical part of SEO, and its importance is

increasing. 

Core Web Vitals

Google  introduced  Core  Web  Vitals  as  a  set  of  specific

factors to determine a web page's overall user experience

from the speed point of view. Core Web Vitals include:

Largest Contentful Paint (LCP): Measures loading

performance. To provide a good user experience, LCP

should occur within 2.5 seconds of when the page first

starts to load. 

Interaction to Next Paint (INP): Measures

interactivity, the responsiveness of a web page by

quantifying the delay between user interactions (such as

clicks, taps, or key presses) and the visual response or feedback from the page. INP is a newly developed metric

that replaced First Input Delay (FID) as one of Core Web

Vitals on March 12, 2024. 

Cumulative Layout Shift (CLS): Measures visual

stability. To ensure a good user experience, pages should

maintain a CLS of 0.1 or less. CLS quantifies how often

users experience unexpected layout shifts—a low CLS

ensures that the page is stable as it loads. 

We'll explain these metrics in "  How To Improve Website

 Performance (Page Experience)". 

Google  Search  Console  shows  how  many  pages  on  a

website  perform  poorly,  need  improvement,  or  are  good. 

To  get  more  insights  on  Core  Web  Vitals,  you  should  use

 Lighthouse or  PageSpeed Insights. 

Lighthouse and PageSpeed Insights

Both  Lighthouse  and  PageSpeed  Insights  are  tools  for

assessing  page  performance.  Although  their  assessment

coverage  and  user  interfaces  are  different,  they  can  be

used for the same purposes. 

Lighthouse  is  available  as  a  Chrome  extension  and  in

Chrome  Developer  Tools,  while  PageSpeed  Insights  is

accessible through a dedicated web page. 
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Gtmetrix

If you need more detailed insights, GTmetrix is a good tool. 

There is a quota limitation, but you can use it for free after

signing up. 

Mobile-friendliness

Google  prioritizes  mobile-friendly  sites  in  its  search

rankings  (mobile-first  indexing).  Check  Google  Search
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Central  -  Mobile  site  and  mobile-first  indexing  best

practices. 

From an audit point of view, key checkpoints are whether

the  page  applies  responsive  design  and  whether  the

content is clearly visible on small devices. 

HTTPS

Due to security concerns, using HTTPS is necessary when

launching a website. 

You can check HTTPS status of your website using Google

Search Console. 

To  use  HTTPS,  you  need  to  set  up  SSL  (Secure  Sockets

Layers). To understand it, you can refer to  SSL Setup. 

[image: Image 51]

Schema markups (Google Search

Console)

Schema markup is code in a particular format (Structured

Data)  that  helps  search  engines  understand  the  meaning

of  the  information  and  allows  them  to  return  more

informative results for users (Rich Results). 

Implementing  Schema  Markups  is  not  the  first  priority  if

you  haven't  done  other  basic  SEO;  however,  they  are

powerful tools for attracting users on SERPs and improving

CTR. 

From the Technical SEO assessment point of view, you can

check how many pages have schema markups and if they

were  appropriately  implemented.  Google  also  provides  a

 Rich Result Test as a Search Console feature to verify if web pages are eligible for Rich Results in search. 

To  learn  more  about  schema  markup,  go  to  this  tutorial:

"  What Is Schema in SEO? | Structured Data and Rich

 Results". 
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Off-Page SEO Audit

The  objectives  of  off-page  SEO  mainly  involve

assessing  backlink  quality  and  quantity.  Social  and

brand signals are also other off-page factors, but they

may require a tailored assessment approach. 

Backlinks

The  quick  way  to  check  backlinks  is  to  use  Google

Search  Console.  In  the  Link  section,  you  can  see  a

number  of  backlinks;  however,  it  doesn't  give  quality

information. 

If you want to do a comprehensive backlink audit, you

should  consider  using  a  paid  tool,  such  as  Semrush, 

Ahref, Moz Pro, or Majestic. 

Those  tools  usually  give  you  an  analysis  of  the

backlink  profile,  including  the  quality  and  quantity  of

links (or toxic level). 

To  learn  more  about  backlinks,  go  to  this  tutorial:

"  What  Are  Backlinks  in  SEO  and  How  To  Build

 Them? ". 
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Social Media Marketing

Although  you  may  not  conduct  a  social  media

assessment  or  brand  recognition  survey,  you  can

check  how  your  website  implements  some  social

media features. 

For example, OGP (Open Graph Protocol) can help to

promote  your  web  pages  with  short  descriptions  and

images  through  social  media,  such  as  Facebook, 

LinkedIn, X (Twitter),  etc. 

OGP  is  implemented  through  meta  og  tags  or  meta

twitter:card tags. These can also be considered part

of on-page SEO or technical SEO. 

To learn more about Social Media Marketing, go to this

tutorial: "  SEO and Social Media Marketing - What

 Are Social Signals? ". 

Conclusion of Chapter 5

In this chapter, we've highlighted the importance of a

website  audit  in  identifying  improvement  areas  to

boost rankings and visibility. The audit examines SEO

health, content quality, technical details, and off-page

elements.  Despite  seeming  complex,  the  right  tools

and  a  basic  understanding  of  SEO  make  it

manageable. Tackling these audits, either by yourself

or  with  expert  help,  is  essential  for  enhancing  your

site's online presence. 

Chapter 6

Geographical SEO:

Local SEO and

International SEO

Search  engines  now  pay  more  attention  to  where

users  are  searching  from,  increasing  the  importance

of  the  geographical  context.  There  are  two  main

types  of  geographical  SEO:  Local  SEO  and

International SEO. 
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Local  SEO  helps  your  business  appear  in  search

results  in  your  area.  It  uses  tools  like  Google

Business  Profile  to  appear  in  local  searches, 

especially  in  the  Google  Local  Pack,  which  shows

the top local businesses for a search query. Local SEO

includes finding the right local keywords, getting good

online  reviews,  keeping  your  business's  contact  info

consistent across the web, and ensuring your website

works well on phones. 

International  SEO  is  about  reaching  people  in

different  countries  and  in  different  languages.  It

involves  deciding  on  the  best  way  to  set  up  your

website's addresses and domains and using hreflang

tags  to  tell  search  engines  about  different  language

versions  of  your  pages.  Target  keywords  and  content

need to be tailored to attract users in each market. 

In this chapter, we'll cover the following topics:

1. How does Google handle search results in the

geographical context? 

1. Local SEO

1. International SEO
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How 

does 

Google 

handle

search 

results 

in 

the

geographical context? 

According  to  Google's  official  document,  context  and

settings  are  the  key  factors  determining  search

results,  and  geographical  context  greatly  influences

them. 

In  order  to  provide  the  most  relevant  information, 

Google  customizes  search  results  based  on  the

geographical context of the user. This customization is

achieved through several inputs, including:

IP Address: Google uses a user's IP address to

determine their approximate location. This

information helps Google present search results that

are geographically relevant. 

Search History and Behavior: Google also

considers a user's search history and behavior to

provide personalized search results. If the user's

past activity suggests a preference for local

information, Google is more likely to prioritize local

results in future searches. 

Explicit Location Queries: When users include a

specific location in their search queries, Google uses

this information to provide results specific to that

area, regardless of the user's current geographical

location. 

Settings and Preferences: Users can also

manually adjust their location settings in Google to

see results for a specific area. 

Local SEO

What is Local SEO? 

Local  SEO  is  like  ensuring  your  business  is  easy  to

find in your town or city when people search online. If

you own a bakery in New York City, you want people in

New  York  City  to  find  it  when  they  search  for  "best

chocolate cake near me" or "bakery in New York City." 

Local SEO helps you show up in those search results. 

Google Local Pack

The  Google  Local  Pack,  also  known  as  the  " Map

Pack,"  is  a  section  of  Google's  search  results  that

displays local business listings that are most relevant

to  the  search  query.  When  someone  searches  for  a

service or product along with a location (for example, 

"coffee  shops  near  me"  or  "car  repair  in  Barcelona"), Google  may  show  a  Local  Pack  at  the  top  of  the

search results. 

This pack typically includes a map and a list of three

businesses, along with important information such as

their  business  name,  ratings,  hours  of  operation,  and

a link to call or get directions. 
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How to do Local SEO? 

As the user's search intent and competition are more

specific  and  granular  in  a  local  context,  Local  SEO

requires  particular  approaches  in  addition  to  the

standard SEO approaches. 

Below  are  the  five  key  considerations  that  are

specifically required for Local SEO. 
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1. Google Business Profile

Optimization

Google  Business  Profile  (GBP),  formerly  known  as

Google  My  Business,  is  a  free  tool  provided  by

Google  that  allows  business  owners  to  manage  how

their  business  information  appears  across  Google

platforms. 

GBP  is  essential  in  Local  SEO  as  the  information

provided  through  GBP  is  a  key  input  for  Google  to

understand  the  small  and  medium  businesses  in

specific locations. 

2. Local Keyword Research and

Content Optimization

Local  keyword  research  is  vital  for  local  SEO.  It

boosts  visibility  to  a  geographically  targeted

audience,  leading  to  more  relevant  traffic  and  higher conversion rates. 

The  primary  goal  of  local  keyword  research  is  to

identify  search  queries  specific  to  a  business's

location  and  services  using  keyword  planning  tools, 

such as Google Keyword Planner. 

Adding  geographic  modifiers,  understanding  local

terminology,  and  monitoring  search  trends  are

typically  effective.  Once  you  define  the  target

keywords,  optimize  content  across  websites,  social

media,  and  local  directories  to  enhance  relevance  in

local search results. 

3. Local Listings and Online

Reviews

Local  listings  and  online  reviews  are  key  to  local SEO, boosting a business's visibility and credibility. 

Local  listings  like  Yelp  and  TripAdvisor  make  it

easier  for  customers  to  find  your  business  in  search

results  and  maps,  enhancing  your  search  rankings

through consistent, accurate information. 

Reviews  act  as  social  proof,  influencing  customer

choices  and  improving  search  rankings  due  to

perceived  popularity  and  quality.  It  is  important  to

encourage  satisfied  customers  to  leave  positive

reviews. 

4. NAP Citations and Consistency

NAP citations are a fundamental aspect of local SEO

and  refer  to  instances  where  a  business's  Name, 

Address, and Phone Number (NAP) are listed on the

internet. 

These  citations  can  appear  in  local  business

directories,  on  websites  and  social  media  platforms, 

 etc. 

The consistency and accuracy of NAP citations across

the  web  can  significantly  impact  a  business's  local

search engine rankings. 

5. Mobile Optimization

Mobile  optimization  is  critical  for  local  SEO,  as  most

people use their phones to search for local businesses

and services. 

As  Google  applies  mobile-first  indexing  and

emphasizes mobile-friendliness in the ranking factors, 

you  need  to  ensure  the  website  has  a  responsive

design,  works  well  on  phones,  loads  quickly,  and  is

easy  to  use.  This  can  help  attract  more  local

customers. 
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International SEO

What is International SEO? 

International SEO is about making your website friendly for

people  from  different  countries  who  speak  different

languages. 

It helps search engines understand which countries you're

targeting and which languages you use, allowing your site

to appear in search results worldwide. 

How to do International SEO? 

International  SEO  requires  additional  approaches  besides

the  standard  SEO  approaches.  The  following  are  the  key

considerations  you  need  to  explore  for  successful

International SEO. 
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1. Country URL and Domain Structure

Design

As  you  need  to  create  localized  content  for  each  country, 

you need to prepare different URLs or domains to manage

web pages for each country. 

There are three major approaches:

Country-specific domains

This  approach  (e.g.,  example.uk,  example.de)  creates

different  websites  for  each  country,  like  Amazon

(amazon.co.uk, amazon.co.jp). 

The  advantage  of  this  approach  is  that  it  sends  a  strong

signal to users and search engines that separate websites

target specific countries. 

Subdirectories

This  approach  (e.g.,  example.com/uk/,  example.com/de/)

allows you to use the same website with different content

for each country. 

Many multinational corporations, such as Apple, Microsoft, Tesla, Nike, and others, use this approach. 

This  approach  may  be  the  most  effective  from  the  SEO

point of view as it allows you to leverage domain authority. 

Subdomains

This  approach  (e.g.,  uk.example.com,  de.example.com)  is

a middle option between the two options above in terms of

domain independence. It is less commonly used. 

Site Structure and Internal Link

Management

You need to design and manage the website structure and

internal  linking  carefully  as  you  need  to  manage  a  large

number of pages in different languages. 

For example, users should not suddenly jump to a page in

a different language while they are browsing a website. To

avoid  this  situation,  you  need  to  design  the  user  flow

carefully and add internal links properly. 

2. Hreflang Tags Settings

Hreflang  tags  help  search  engines  understand  which

language and regional version of a page to show in search

results. 

This  prevents  content  duplication  issues  and  improves

search experience for users by directing them to the most

relevant version of your content. 

To  implement  Hreflang,  you  need  to  add  the  rel="alternate" 

and  hreflang="  country  and  language  code"  in  the  <link>  tag  while specifying the country URL in the head section of your web

page. You also need to set the canonical tag to tell search engines  which  URL  is  the  main  URL.  Below  is  an  example

of Hreflang implementation. 

Hreflang Tag Example

<head> 

:

<link rel="canonical" href="https://www.apple.com/"> 

<link rel="alternate" href="https://www.apple.com/de/" hreflang="de-DE"> 

<link rel="alternate" href="https://www.apple.com/uk/" hreflang="en-GB"> 

<link rel="alternate" href="https://www.apple.com/jp/" hreflang="ja-JP"> 

:

</head> 

This  article  gives  detailed  explanations  of  how  to

implement the hreflang tag –  Hreflang: The Easy Guide

 for Beginners. 

3. Keyword Research and Content

Optimization by Country

Each  market  has  its  unique  language  nuances,  search

habits, and preferences. 

Conducting  local  keyword  research  ensures  that  you  use

terms  and  phrases  that  your  target  audience  in  each

country is searching for. 

This  increases  the  relevance  of  your  content  to  local

audiences and improves your visibility in search results. 

Usually,  keyword  research  tools  such  as  Google  Keyword

Planner have country filtering. 

You  can  apply  the  same  approaches  to  keyword  research and  content  optimization  as  your  standard  approaches, 

which will be explained in the next chapter. 

4. Link Building by Target Market

Segment

Each  country  or  market  has  different  communities  and

popular  websites,  so  that  relevant  backlinks  can  differ  by

geography. 

You'll  need  to  customize  your  link-building  efforts  to

maximize  your  exposure  to  the  target  audience  for  each

geography. 

For  example,  you  may  need  to  collaborate  with  local

bloggers,  industry  leaders,  and  news  outlets  to  get  your

content featured in each target country or market. 

5. CDN implementation

If  users  across  the  world  access  a  website  hosted  in  a

single location, there will be a latency issue that will slow

down  the  page  loading  speed.  This  is  not  good  from  the

SEO point of view as Google emphasizes page experience

(Core Web Vitals) as a ranking factor. 

CDN  (Content  Delivery  Network)  is  a  typical  solution  to

avoid  the  latency  issue.  CDN  uses  a  network  of  servers

strategically  located  worldwide  to  cache  (or  store)  copies

of your website's content. When a user visits your site, the

CDN  delivers  this  content  from  the  nearest  server.  This

drastically reduces the distance the data travels, speeding

up  the  loading  time  of  your  website.  Essentially,  caching

your  site's  files  on  multiple  servers  allows  for  quicker

access and a better user experience. 
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To  use  CDN,  you  can  choose  website  or  app  hosting

service  providers,  such  as  Firebase,  Netlify,  or  Vercel. 

When you use those providers, they manage your content

using their CDN. If you are using a hosting service without

CDN, you can implement CDN, using CDN services, such as

Cloudflare or Amazon CloudFront. 

Conclusion of Chapter 6

In  this  chapter,  we've  covered  the  essentials  of

Geographical  SEO,  focusing  on  Local  SEO  to  boost

your  visibility  in  nearby  searches  and  International

SEO to reach a global audience. 

Local  SEO  helps  you  stand  out  in  your  community, 

while  International  SEO  adjusts  your  content  for

different  languages  and  countries.  Both  are  key  for

tailoring  your  site  to  the  right  audience  based  on

where they are searching from. 

We've  touched  on  important  tools  and  strategies  for

each, from Google Business Profile for local listings to

hreflang tags for international targeting. Although this

is  a  high-level  overview,  it's  a  solid  starting  point  for

strategically targeting your desired audience based on

location. 

Chapter 7

The Three Pillars of

SEO

In  this  inaugural  chapter,  we  explore  the  three

fundamental  pillars  of  Search  Engine  Optimization:

On-Page, Off-Page, and Technical SEO. This triad forms

the backbone of effective digital marketing strategies

and  is  crucial  for  enhancing  your  website's  visibility

and user engagement. 

By  understanding  and  applying  the  concepts

discussed in this chapter, you will be well-equipped to

internalize each skill through the following chapters. 

Chapter 8-10: On-Page SEO

Chapter 11-13: Technical SEO

Chapter 14-15: Off-Page

SEO

In this opening chapter, we present an overview of the

following each SEO approach:

On-Page SEO: Optimizing Content and

Keywords

Technical SEO: Enhancing Search Engine

Visibility and Page Experience

Off-Page SEO: Building Website's

Authority and Reputation
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On-Page 

SEO: 

Optimizing

Content and Keywords

On-page  SEO  involves  enhancing  the  content  and

keywords  on  a  single  page  or  across  multiple  pages, 

such as a website or series of blog entries, to improve

their appeal and clarity for users and search engines. 

Several  techniques  and  knowledge  are  required  for

On-Page SEO. Before you try to do it in your way, you

need to learn how to use these techniques. 

Key On-Page SEO Techniques

Search  engines  aim  to  display  pages  that  match  the user's search query, necessitating the optimization of

web pages for specific target keywords. 

A range of strategies can be employed, from crafting

individual content (SEO content writing) to organizing

several  pages  through  keyword  mapping  and  topic

clustering. 

On-Page  SEO  techniques  covered  in  this  tutorial

include:

1. Mastering Keyword Research – Defining Target

Keywords (Chapter 8)

2. Implementing SEO Content Writing Techniques

(Chapter 9)

3. Organizing Multi-Page Content – Topic Clustering and

Keyword Mapping (Chapter 10)

Below are summaries of each chapter. 

Mastering Keyword Research –

Defining Target Keywords

Keyword  research  is  pivotal  for  Search  Engine

Optimization,  connecting  user  queries  with  your

website's content. 

This  process  involves  identifying  the  specific  terms

and phrases your target audience uses, enabling you

to tailor your site's content precisely to their needs. 

The significance of keyword research lies in its ability

to  make  your  website  visible  and  relevant  to  search

engines, attracting the right audience. 

You  can  craft  an  effective  SEO  strategy  by  carefully selecting  and  analyzing  short-,  mid-,  and  long-tail

keywords,  considering  both  competition  and  search

volume. 

Right  keywords  can  boost  your  site's  discoverability

by ensuring alignment with user intent and enhancing

engagement and conversion rates. 

To learn this topic in detail, go to Chapter 8. 

Implementing SEO Content

Writing Techniques

SEO  content  writing  enhances  web  pages  for  search

engines  and  users  by  focusing  on  keywords  and

relevant content. 

Starting  with  choosing  the  right  keywords,  it's

essential  to  match  the  content  with  what  users  are

searching  for  (search  intent)  while  optimizing  page

structure with enough content length to attract users. 

This process includes placing keywords strategically in

the  content,  titles,  and  URLs  to  make  pages  more

visible in search engine results. 

Content  should  be  engaging  and  user-friendly.  The

web page should also incorporate engaging titles and

headings,  easy-to-read  and  concise  language,  and

visual aids to keep readers interested. 

Additionally,  linking  to  internal  and  external  reliable

sources can boost a page's credibility and SEO. A final

review  of  the  content  ensures  it  meets  quality

standards,  adheres  to  SEO  best  practices,  and

provides valuable information to readers. 

By following these steps, SEO content writing aims to

improve  a  website's  ranking  by  satisfying  users' 

needs. 

To learn this topic in detail, go to Chapter 9. 

Organizing Multi-Page Content –

Topic Clustering and Keyword

Mapping

SEO for multiple-page websites involves ensuring your

site is seen as an expert on a topic (topical authority)

while  avoiding  competition  between  your  pages

(keyword cannibalization). 

To do this, use topic clustering and keyword mapping

techniques. Topic clustering groups related content to

cover a subject thoroughly, improving your site's SEO

by  showing  search  engines  and  users  that  you  have

in-depth  knowledge.  Keyword  mapping  assigns

specific keywords to each page to prevent overlap and

competition among your pages. 

Additionally,  adjusting  your  site's  structure,  like

improving  navigation  and  redirects,  helps  users  and

search engines find and value your content more. This

approach  combines  content  organization  with

technical SEO to enhance your site's visibility and user

experience. 

To learn this topic in detail, go to Chapter 10. 
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Technical 

SEO: 

Enhancing

Search  Engine  Visibility  and

Page Experience

Technical  SEO  improves  a  website's  visibility  and

performance  in  search  results  by  optimizing  behind-

the-scenes  elements.  Technical  SEO  deals  with

technical  aspects,  such  as  fixing  indexing  problems, 

enhancing  page  speed,  and  implementing  schema

markup. 

Some sources do not clearly define the terms On-Page

SEO  and  Technical  SEO.  For  example,  page

performance  might  be  considered  part  of  On-Page

SEO.  In  this  tutorial,  we  distinctly  separate  them. 

Technical  SEO  focuses  on  ensuring  that  search

engines can easily find and understand your website's

content,  whereas  On-Page  SEO  concentrates  on

optimizing the content itself. 

Why Is Technical SEO Important? 

Technical  SEO  is  crucial  for  ensuring  that  search

engines  can  effectively  crawl,  interpret,  and  index

your website's content. It plays a fundamental role in

determining  how  well  your  site  performs  on  search

engine  results  pages  (SERPs).  Here's  why  Technical

SEO is important:

Crawlability: Search engines use automated bots

called crawlers that move through websites. 

Technical SEO improves how search engine bots go

through your website. It involves fixing broken links, 

resolving crawl errors, and optimizing XML sitemaps. 

This helps ensure that all parts of your site, even

hidden content, are accessible to search engines. 

Indexation: After crawling, search engines index

your web pages based on their relevance and

quality. Technical SEO helps search engines

understand and rank your website's content by

improving its organization and information. 

Site Speed: Page speed is a critical ranking factor. 

Technical SEO improves site speed by optimizing

server response times, image compression, and

code minification. This leads to a better user

experience and higher search engine rankings. 

Mobile Friendliness: It's important to make sure

your website works well on mobile devices. Technical

SEO involves making websites mobile-friendly by

improving their design, settings, and speed for a

better user experience. 

Schema Markup: Technical SEO involves adding

schema markup to your website to provide search

engines with more information about your content. 

This can result in rich snippets in search results, 

increasing visibility and click-through rates. 

In  this  tutorial,  we'll  focus  on  the  following  three

primary Technical SEO approaches. 

How to fix page indexing issues (Chapter 11)

How to implement schema markup (Chapter 12)

How to improve website performance (Chapter 13)

Below  are  summaries  of  each  chapter.  To  learn  the

techniques in detail, go to each chapter. 

Indexing Your Website – How To

Fix Page Indexing Issues

In  SEO,  Index  refers  to  a  search  engine's  web  page

database.  When  a  page  is  "indexed,"  it  means  that

the  search  engine  has  visited  the  page,  analyzed  its

content, and stored it in its database. 

It is important for a webpage to get indexed. Indexed

web  pages  can  appear  in  search  engine  results. 

People  can  find  the  webpage  when  they  search  for

similar terms. 

Google and other search engines use bots to find new

pages  and  updates.  They  check  the  content, 

relevance,  and  quality  before  adding  them  to  the

index.  A  page  can't  be  found  in  search  engines  if  it isn't  indexed.  Indexing  is  crucial  for  SEO  to  boost

visibility and attract traffic to a website. 

To  index  your  website  effectively,  you  need  to  follow

specific  rules  and  implement  key  actions,  including

creating a sitemap.xml file, using canonical tags, and

managing  redirections  accurately.  Tools  like  Google

Search  Console  can  help  speed  up  your  website's

indexing,  attracting  more  visitors  and  strengthening

your online presence. 

To learn this topic in detail, go to Chapter 11. 

Implementing Schema Markup

Search  engines  are  important  for  finding  information. 

Websites need to ensure that their content is easy for

search engines to understand. 

Schema markup, also known as "schema," adds extra

meanings  to  text  data  like  HTML.  Adding  schema

markup  to  web  pages  helps  sites  display  more

detailed  results  on  SERPs.  This  can  lead  to  attracting

more visitors. 

Schema  markup  provides  deeper  insights  beyond

basic  HTML.  It  allows  websites  to  label  pages  and

enhance key details semantically. 

As  the  first  step  of  Schema  Markup  implementation, 

you can consider the following three schemas

1. Website Schema: Provides metadata about your

overall site. 

2. Organization Schema: Allows annotation of pages as being associated with a particular organization. 

3. Breadcrumb Schema: Provides navigation context

by signaling the hierarchy of your internal site

pages. 

There  are  other  types  of  schemas  that  you  can

consider  depending  on  the  website  content,  for

example:

1. Article Schema: Used for marking up newspaper or

blog articles, providing details like the headline, 

author, and main text. 

2. Product Schema: Enriches product pages in e-

commerce websites with details like title, image, 

price, description, SKU, and availability. 

3. Course Schema: Provides information about

courses on educational websites, including details

like title, description, learning outcomes, provider, 

difficulty level, and sign-up periods. 

4. Video Schema: Enhances video pages by providing

metadata such as the video's name, summary, 

upload date, and duration. 

To learn this topic in detail, go to Chapter 12. 

Optimizing Website Performance

(Page Experience)

Page  Experience  includes  signals  Google  uses  to

assess how users interact with a web page. 

This  evaluation  includes  Core  Web  Vitals,  Mobile

Friendliness, 

Security 

aspects, 

and 

Intrusive

Interstitials.  Google's  Core  Web  Vitals  focuses  on

factors like Largest Contentful Paint (LCP), Interaction

to Next Paint (INP), and Cumulative Layout Shift (CLS)

to improve website performance and user experience. 

These metrics gauge loading speed, interactivity, and

visual stability, which are crucial for user engagement

and satisfaction. 

Mobile 

Friendliness 

is 

essential 

for 

website

optimization,  particularly  with  Google's  emphasis  on

mobile-first  indexing.  Responsive  design  is  important

for  making  sure  websites  look  good  on  all  devices

without  needing  separate  designs  for  each  of  them. 

The  security  aspect  is  also  important.  HTTPS

encryption  and  safe  browsing  help  build  trust  and

keep users safe while they visit websites. 

Improving  website  performance  involves  several

strategies focused on Core Web Vitals and overall user

experience.  Image  optimization  techniques,  including

lazy  loading  and  responsive  images,  help  reduce

loading  times  and  enhance  visual  content  delivery. 

Code  minimization  techniques,  such  as  removing

unused  code  and  minifying  CSS  and  JavaScript, 

contribute to faster page loading. 

To  make  a  website  faster,  use  cache  and  network

optimization  techniques  like  server  and  browser

caching  and  CDNs.  Also,  optimize  fonts,  upgrade

servers, and remove unnecessary plugins to enhance

user  experience.  Attention  to  factors  like  server

response  time  and  minimizing  redirections  helps

streamline  content  delivery  and  enhance  user

satisfaction. 

To learn this topic in detail, go to Chapter 13. 
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Off-Page 

SEO: 

Building

Website's 

Authority 

and

Reputation

Off-page  SEO  is  the  art  of  optimizing  a  website's

external factors to boost its rankings in search engine

results  pages  (SERPs).  Unlike  On-Page  SEO,  which

focuses  on  optimizing  content  and  keywords  within

your  site,  and  Technical  SEO,  which  deals  with  the

site's  technical  aspects,  Off-Page  SEO  encompasses

actions  taken  outside  of  your  website  to  impact  your

rankings  within  search  engine  results  by  improving

the  perception  of  your  site's  popularity,  relevance, 

trustworthiness, and authority. 
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Key Off-Page SEO Techniques

Off-Page  SEO  includes  strategies  such  as  backlink

building,  social  media  marketing,  and  other  off-page

activities to build a site's reputation and authority by

fostering relationships and visibility across the web. 

Backlink Building

Backlinks,  or  inbound  links,  are  among  the

cornerstone  elements  of  Off-Page  SEO.  They  act  as

votes of confidence from one site to another, signaling

to  search  engines  that  your  content  is  valuable  and

trustworthy. The key to successful backlink building is

quality  over  quantity;  getting  links  from  reputable, high-authority  sites  within  your  niche  is  more

beneficial  than  numerous  links  from  lesser-known

sources.  Techniques  include  guest  blogging,  broken

link  building,  and  creating  shareable  content  that

naturally attracts links. 

Social Media Marketing

While  social  media  signals  may  not  directly  impact

search  rankings,  a  robust  social  media  presence  can

amplify  your  content's  reach,  increase  traffic  to  your

site,  and  enhance  brand  recognition.  Sharing  content

across  platforms  like  Facebook,  Twitter,  LinkedIn,  and

Instagram  can  increase  visibility  and  indirectly  affect

your site's SEO by increasing the likelihood of earning

backlinks and improving brand searches. 

Other Off-Page Activities

Email Marketing: Although not a direct ranking

factor, email marketing can support Off-Page SEO

efforts by driving traffic to your site and encouraging

engagement with your content. By providing

valuable information and links back to your website, 

you can increase the chances of your content being

shared and linked to. 

Brand Marketing: Building your brand through

various offline and online marketing efforts can lead

to increased search demand for your brand name

and website. This includes sponsoring events and

press releases and engaging in public speaking

opportunities to get your brand known. 

Offline Community Outreach: Engaging with your

community through offline channels, such as local

events, workshops, or charity activities, can also

contribute to your Off-Page SEO strategy. These

activities can increase brand awareness, leading to

more online searches for your brand and potentially

more mentions and links from local websites and

social media accounts. 

Combining these Off-Page SEO strategies can create a

comprehensive  approach  to  improving  your  site's

visibility and ranking in search engines. It's crucial to

remember  that  SEO  is  a  long-term  game,  and

consistent  effort  in  building  high-quality  backlinks, 

maintaining  an  active  social  media  presence,  and

engaging in other off-page activities will yield the best

results over time. 

In  this  tutorial,  we'll  focus  on  the  following  primary

Off-Page SEO techniques. 

Backlink Building (Chapter 14)

Social Media Marketing (Chapter 15)

Below are summaries of each chapter. 

Building Backlinks for Website

Authority and Traffic

Backlinking is pivotal in boosting a website's visibility

and  ranking  in  search  engine  results.  It  strategically

uses  links  from  other  websites  to  enhance  a  site's

appeal to search engines and users. Quality backlinks, 

derived  from  reputable  and  relevant  sources,  are

essential,  as  they  signal  the  credibility  and  value  of

the  content  to  search  engines.  Natural  backlinks

emerge  from  the  content's  inherent  worth,  often

included  by  others  without  solicitation  due  to  its

relevance  and  usefulness.  Conversely,  manual

backlinks  require  direct  effort,  such  as  asking

influencers or bloggers for mentions or guest posting

on relevant sites. 

The  concept  of  "link  juice"  highlights  the  significance of these links in transferring value and authority from

one  site  to  another,  influencing  the  site's  position  on

SERPs.  Strategies  for  acquiring  valuable  backlinks

include getting listed in business directories, engaging

in guest blogging, leveraging broken link building, and

promoting  content  or  infographics  that  naturally

attract links due to their quality and appeal. 

Hiring an SEO specialist can accelerate this process as

they  will  provide  expertise  in  deploying  efficient

strategies to achieve desired outcomes more swiftly. 

To learn this topic in detail, go to Chapter 14. 

Leveraging Social Media for SEO

In  the  rapidly  changing  digital  world,  the  synergy

between  SEO  and  Social  Media  Marketing  is

increasingly recognized as a key driver for enhancing

a  brand's  online  visibility  and  engagement.  This

demonstrates the importance of Social Signals. 

Social  Media  Marketing  emerges  as  a  multifaceted

approach  to  digital  promotion,  engaging  audiences

through  content  creation,  advertising,  and  direct

interaction  on  various  platforms.  Tailoring  strategies

to  meet  the  audience's  preferences  on  specific  social networks  is  critical  for  maximizing  reach  and

engagement. 

The  concept  of  Social  Signals  and  their  indirect

influence on SEO is recognized by the SEO community. 

Despite differing views, the consensus points towards

the  beneficial  effects  of  social  media  engagement  in

driving traffic and improving a brand's online stature. 

The strategy encompasses both on-page and off-page

activities,  with  on-page  efforts  focused  on  creating

shareable  content  and  optimizing  websites  for  social

sharing, while off-page strategies involve active social

media 

management 

and 

influencer 

outreach. 

Engaging  the  services  of  a  marketing  agency  is  also

recommended  as  a  means  to  amplify  social  media

efforts  as  its  professionals  can  provide  expertise  that

will  help  to  refine  strategies  and  enhance  overall

digital presence. 

Ultimately, blending SEO with social media tactics not

only  strengthens  a  brand's  online  presence  but  also

enriches  its  narrative,  fostering  deeper  connections

with audiences and leveraging social engagements to

boost search engine visibility. 

To learn this topic in detail, go to Chapter 15. 

Conclusion of Chapter 7

As  we  wrap  up  this  introductory  chapter,  you  now

have  a  foundational  grasp  of  the  three  pivotal

components of Search Engine Optimization: On-page, 

Off-Page, and Technical SEO. These elements form the

backbone  of  effective  digital  marketing  strategies, 

which boost your website's visibility and enhance user

engagement. 

On-Page  SEO  focuses  on  optimizing  content  and

keywords  to  improve  the  clarity  and  appeal  of  your

pages  for  both  users  and  search  engines.  Technical

SEO deals with the backend elements that help search

engines  easily  find,  crawl,  and  index  your  site.  Off-

Page  SEO  aims  to  build  your  website's  authority  and

reputation  through  external  efforts,  impacting  how

search engines and users perceive your site. 

Moving forward, we will dive deeper into each of these

areas:

Chapters 8 - 10 will elaborate on On-Page SEO

strategies such as keyword research, SEO content

writing, and content organization through keyword

mapping and clustering. 

Chapters 11 - 13 will cover crucial Technical SEO

tactics, including fixing indexing issues, 

implementing schema markup, and enhancing site

performance. 

Chapters 14 - 15 will explore Off-Page SEO

techniques like backlink building and leveraging

social media to enhance your website's reputation. 

By  applying  the  concepts  discussed  here  and

continuing through this guide, you'll be well-equipped

to  internalize  and  execute  effective  SEO  strategies

that  will  lead  to  measurable  improvements  in  your

site's search engine performance and user interaction. 

Chapter 8

On-Page SEO:

Mastering Keyword

Research

In  SEO, keyword  research  is  research  and  analysis

used  to  find  the  right  keywords  for  a  website  or  web

page. 

Keywords can connect users and web pages. Without

the  right  keywords,  your  website  may  not  be  viewed

by anyone. 

Search  engines  assess  web  page  content's  relevance

to the search query (keywords) based on text content

on each web page. 

In this chapter, we'll explain why keyword research is

important and how to do it using key SEO tools. 

1. Keyword Research: Defining Keyword

Demand and Competition

2. Short, Mid, and Long-Tail Keywords

3. Step-by-Step Guide to Keyword Research
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Keyword  Research:  Defining

Keyword 

Demand 

and

Competition

In  the  bustling  world  of  digital  marketing,  keyword

research is essential for any website aiming to attract

traffic  and  improve  its  visibility.  Here,  we  explore  the

nuances of keyword demand and competition, helping

you  strategically  approach  keyword  research  to

maximize the return on your SEO investments. 

Understanding the Landscape of

Keyword Competition

The internet is saturated with websites competing for

attention.  Popular  keywords,  which  are  terms  that

generate  significant  traffic,  are  typically  highly

competitive. High competition in keywords means that

many  established  websites  with  strong  domain  and

page authority are already ranking for these terms. As

a  result,  for  a  new  website,  trying  to  rank  for  these

keywords can be an uphill battle. 

For example, if a search for potential target keywords

shows that the top 10 search results are dominated by

pages from high-authority domains, it's unlikely that a

new  site  could  easily  break  into  these  ranks  without

considerable  effort  and  time.  These  established  sites

have  likely  invested  years  and  substantial  resources

to  secure  their  positions  at  the  top  of  the  search

engine results pages (SERPs). 

The Dilemma of Low Competition

Keywords

On  the  flip  side,  keywords  with  lower  competition

typically  have  less  search  volume,  which  might

translate to fewer opportunities to draw traffic to your

site. Targeting such keywords could mean that even if

you rank well, the overall impact on your site's traffic

could be minimal. This presents a dilemma for website

owners and SEO strategists: should you compete in a

crowded market with high rewards or settle for easier

wins with less traffic? 

Two Critical Data Points for

Keyword Research

Effective  keyword  research  solves  this  conundrum. 

You  can  develop  a  balanced  keyword  strategy  by

understanding  the  demand  (search  volume)  and

competition (keyword difficulty) of potential keywords. 

This strategy aims to find a middle ground—keywords

that  have  sufficient  search  volume  but  are  not  too

competitive  to  rank  for,  providing  a  feasible  path  to

improving your website's visibility and traffic. 

Monthly Search Volume

Monthly search volume represents the total number of

searches that a specific keyword receives in a month. 

It's  important  to  note  that  this  metric  does  not

indicate  the  number  of  unique  users  or  the  clicks  a

keyword  receives  but  merely  the  frequency  of

searches.  This  metric  is  crucial  as  it  helps  gauge  the

potential  traffic  a  keyword  can  bring  if  ranked

successfully. 

Keyword difficulty

Keyword  difficulty  (KD),  often  measured  on  a  scale

from  0  to  100,  assesses  how  challenging  it  would  be

to rank for a particular keyword in the SERPs. A higher

KD score indicates a higher competition level, making

it tougher to achieve a top-ranking position. Tools like

Semrush  or  Ahrefs  provide  these  metrics,  offering

insights into the competitive landscape of keywords. 

Here  is  an  example  of  Monthly  Search  Volume  and

Keyword difficulty from Semrush. 
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Practical Tips in Keyword

Research

1. Identify Your Niche: Start by understanding the

core topics relevant to your website. This focus helps

in pinpointing keywords that are not just popular but

are also integral to your specific audience. 

2. Use Keyword Research Tools: Leverage tools like

Semrush, Ahrefs, or Google Keyword Planner to

gather data on keyword volume and difficulty. These

tools can also suggest related keywords that might

offer more accessible opportunities. 

3. Analyze the Competition: Look at who currently

ranks for your chosen keywords. Study their content

and SEO strategies. This analysis can provide

insights into what it may take to outrank them. 

4. Select Balanced Keywords: Aim for keywords that

strike a balance between decent search volume and

lower competition. These are your "low-hanging

fruits" that can yield results without the need for massive SEO campaigns. 

5. Refine and Iterate: Keyword trends can change, 

and so can search engine algorithms. Continuously

monitor the performance of your targeted keywords

and adjust your strategy as needed. 

Keyword research is not just about finding words with

high  search  volumes;  it's  about  understanding  the

competitive  landscape  and  strategically  selecting

keywords  that  offer  the  best  chance  for  success.  By

analyzing 

keyword 

demand 

and 

competition

effectively, you can set a more informed and effective

SEO strategy that aligns with your business goals and

audience needs. 

This  balanced  keyword  research  approach  can  help

you  increase  your  website's  visibility,  attract  more

relevant  traffic,  and  achieve  a  higher  ROI  from  your

SEO efforts. Remember, the goal of keyword research

is  to  uncover  opportunities  that  are  not  just  about

traffic  but  also  about  reaching  the  right  audience  for

your content and services. 
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Short, 

Mid, 

and 

Long-Tail

Keywords

Understanding Keywords: Beyond

Single Words

A  keyword  in  SEO  and  SEM  is  typically  not  just  one

word  but  can  be  a  phrase  containing  multiple  words, 

commonly referred to as a keyphrase. These keywords

or  keyphrases  form  the  cornerstone  of  content

optimization,  PPC  (pay-per-click)  campaigns,  and

overall  digital  marketing  strategies.  They  are  the

terms that users enter into search engines when they

are  looking  for  information,  products,  or  services, 

which  makes  them  critical  to  any  effort  to  attract targeted traffic. 

The Spectrum of Keywords

Short-Tail Keywords

Short-tail  keywords  are  typically  broad  and  consist  of

one or two words, such as " cat" or " cat food." These keywords are characterized by:

High Search Volume: They attract a large number

of searches because they are broad and generic. 

High Competition: Many businesses target these

keywords, making it difficult to rank well without

significant SEO and marketing efforts. 

Vague Search Intent: The concise nature of the

keyword often obscures the specific intent behind a

search, making it challenging to convert visitors into

customers. 

Mid-Tail Keywords

As  a  compromise  between  the  conciseness  of  short-

tail keywords and the specificity of long-tail keywords, 

mid-tail  keywords  typically  comprise  two  to  three

words,  such  as  " organic  cat  food."  These  keywords offer:

Moderate Search Volume: While they attract

fewer searches than short-tail keywords, they still

maintain a substantial audience. 

Moderate Competition: These keywords are less

competitive than short-tail keywords, giving newer

websites a better chance at ranking. 

Clearer User Intent: The additional word or two

provides more context, making it easier to

understand what the user is looking for, although it

may not always provide complete clarity. 

Long-Tail Keywords

Long-tail  keywords  are  highly  specific  phrases

typically consisting of more than three words, such as

" best organic cat food for indoor cats." They are

defined by:

Low Search Volume: These keywords attract fewer

searches but can capture a very targeted audience. 

Low Competition: Fewer businesses target these

precise phrases, making it easier to achieve higher

rankings. 

Specific Search Intent: The detailed nature of

long-tail keywords makes the user's intent very

clear, which typically leads to higher conversion

rates as the traffic is more targeted. 

Strategic Implications of Keyword

Length

The  choice  between  short-tail,  mid-tail,  and  long-tail

keywords  should  be  influenced  by  your  website's

current status, competitive landscape, and SEO goals. 

Here are some strategic considerations:

Starting Points: For new websites, it can be

beneficial to focus initially on long-tail keywords. 

These keywords face less competition and have

clearer user intent, making it easier to rank and

convert traffic effectively. 

Conversion Optimization: Because long-tail

keywords are more specific, they generally lead to

higher conversion rates. Users searching with these

keywords often have a clear intent, which can

quickly lead to conversions when matched with the

right content. 

Building Authority: As your site gains authority

and starts ranking for long-tail keywords, you can

gradually start targeting more competitive mid-tail

keywords, and eventually, short-tail keywords. This

layered approach helps in building a sustainable SEO

strategy. 

Balancing Efforts: While it's tempting to go after

high-volume short-tail keywords, it's important to

balance your efforts across different types of

keywords to ensure a diversified traffic source and

better resilience against SEO volatility. 

In  conclusion,  a  well-rounded  keyword  strategy

involves  understanding  and  leveraging  the  unique

benefits  of  short,  mid,  and  long-tail  keywords.  By

aligning  your  keyword  strategy  with  your  SEO

objectives  and  the  specifics  of  your  market,  you  can

effectively enhance your online visibility, attract more

relevant traffic, and achieve your business goals. 
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Step-by-Step 

Guide 

to 

SEO

Keyword Research

There are four or five key steps for keyword research. The

last  step  is  keyword  optimization  activities,  which  will  be

covered in more detail in the following chapters. 

1. Define the objectives of keyword research

2. Set a seed keyword

3. Expand keyword ideas and analyze them using keyword

planning tools

4. Select target keywords

5. Use the target keywords in SEO activities

1. Define the objectives of keyword

research

Defining  the  objectives  of  keyword  research  is  critical  to

conducting keyword research effectively. Depending on the

objectives, priority keywords can be different. 

Conversion vs. traffic

If  the  website  is  an  e-commerce  site,  the  objective  is  to

sell  products  (conversion).  In  this  case,  you  want  to  get

users  who  intend  to  buy  the  type  of  products  you  are

selling. 

If the website is part of web media and does not intend to

sell any products or services, the objective can be gaining

user traffic. 

Specific web page vs. entire website

If  you  are  doing  keyword  research  for  one  web  page,  you

need to define one primary keyword with some secondary

keywords for the page. 

However, if you are doing keyword research for the entire

website  with  multiple  pages,  you  need  to  create  sets  of

keywords and map them to each web page. 

2. Set a seed keyword

Once the objectives are defined clearly, you need to set a

seed keyword. 

If  you  have  a  content  outline,  seed  keywords  should

naturally  emerge.  For  example,  if  you  are  selling  "cat

food," "cat food" is the seed keyword. 

There may be some seed keyword candidates when there

are  different  expressions  for  similar  concepts—for

example, "coffee shop" or "café". 

In  that  case,  you  need  to  analyze  both  seed  keywords  in

parallel. 

3. Expand keyword ideas and analyze

them using keyword planning tools

The  next  step  is  expanding  keyword  ideas  and  analyzing

them. 

Several  free  and  paid  tools  help  expand  keyword  ideas

using  critical  data,  such  as  Monthly  Search  Volume  and

Keyword Difficulty (or competition level). 

Google Keyword Planner

Google  Keyword  Planner  is  a  free  tool  provided  on  the

Google Ads platform. 

To  use  this  tool,  go  to  the  Google  Ads  platform.  Click  the

Tool menu on the left sidebar. Under the Planning section, 

you can find the Keyword Planner. 

This tool gives you monthly search volume with numbers; 

however, competition information is qualitative only (Low, 

Medium,  and  High).  If  you  want  to  know  more  details


about  competition  or  keyword  difficulty,  you  need  to

consider other tools. 
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Google Ads is available here. 

Google Trends

Google Trends is a free web tool that allows you to check

keyword search volume trends for a specified time frame. 

This tool can be especially powerful when you want to see

a  search  volume  trend  or  identify  hot  keywords  (rising

keywords);  however,  this  tool  doesn't  provide  keyword

difficulty  or  competition  information.  For  example,  the

screenshot below shows that the keyword "SEO AI" search

volume has been rising. 
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Google Trends is available here. 

Other Free Tools

Some  free  tools,  such  as  Ahref  Free  Keyword  Generator

and  Moz  Keyword  Explorer,  provide  more  information

about keyword difficulty. 

By  using  these  tools,  you  can  get  more  granular

information.  However,  the  data  you  can  get  from  them  is

limited compared to paid tools. 

ahrefs Free Keyword Generator
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ahref's Free Keyword Generator is available here. 

Moz Keyword Explorer
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Moz Keyword Explorer is available here. 

Paid Tools

For  a  more  robust  keyword  analysis,  you  should  consider

signing  up  for  paid  tools  like   Semrush,  Ahref,  and   Moz

 Pro. 

They  provide  more  comprehensive  keyword  analysis

information  with  additional  features,  such  as  target

keyword recommendations. 

As  these  tools  provide  other  SEO  features,  including  site

audit  and  backlink  analysis,  you  should  consider  their

benefit in terms of overall SEO productivity improvement. 

Semrush Keyword Research Tools
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4. Select target keywords

Once  you  have  a  long  list  of  target  keyword  candidates, 

you  need  to  prioritize  them  and  select  target  keywords

based  on  supporting  facts,  such  as  volume,  keyword

difficulty, and alignment with objectives. 

One primary target keyword for one

page

In  most  cases,  your  web  page  competes  with  other

existing  web  pages,  and  top-ranked  pages  result  from

massive SEO efforts by their page owners. If you want your

web page to get in the top 10 on the SERP (Search Engine

Result  Page),  your  efforts  should  be  concentrated  on  a

specific target. 

Ultimately,  your  page  may  be  ranked  for  multiple

keywords;  however,  starting  from  one  primary  target

keyword  (or  keyword  phrase)  is  better.  Setting  multiple target keywords or phrases complicates your SEO strategy, 

especially if you are an SEO beginner and your website is

new. 

If  your  website  has  multiple  pages,  you  should  prepare

multiple primary keywords and assign them to each page. 

Start from long-or mid-tail keywords

As explained earlier, targeting short-tail keywords from the

very  beginning  is  usually  challenging.  Short-tail  keywords

can  generate  a  lot  of  traffic  as  their  search  volume  is

generally very high; however, the competition level to get

a higher page rank is also high. 

If your website is new, target long-tail keywords or mid-tail

keywords first. 

Incorporating Semantic Keywords as

Secondary Targets

As  search  engine  algorithms  evolve,  they  increasingly

prioritize  content  that  provides  useful  information  related

to  the  user's  search  queries.  Within  the  SEO  framework, 

semantic  keywords  are  terms  or  phrases  that  are

contextually  linked  to  the  primary  target  keyword.  These

keywords  enrich  the  content  and  enhance  relevance, 

aiding  in  delivering  more  comprehensive  information  to

users. 

If you have expertise in the subject, you might instinctively

think  of  relevant  semantic  keywords.  However,  your

intuitive  choices  might  not  always  align  with  actual  user

search behaviors. 

To  accurately  identify  semantic  keywords,  consider  using

search engines in addition to traditional keyword planning
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tools. For instance, if your primary target keyword is "  SEO

 Content  Writing,"  simply  entering  this  term  into  Google's search  bar  can  reveal  frequently  searched  related

keywords. These typically appear in the middle section of

the  search  results  page,  offering  direct  insights  into  user

interests. 

For  a  deeper  understanding  of  semantic  keywords, 

including  how  to  effectively  pinpoint  them,  refer  to  the

detailed guide on  Semantic Keywords: What They Are

 & How to Find Them. 

Note: LSI (Latent Semantic

Indexing) Keywords

LSI  (Latent  Semantic  Indexing)  Keywords  were  previously

used  in  SEO  content  writing,  and  they  are  still  helpful  in
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identifying  semantic  keywords;  however,  using  LSI

keywords is not mandatory in recent SEO content writing. 

LSI is a relatively old technology, and Google now applies

various approaches to identify semantic keywords. 

You  can  check  this  article  to  better  understand  the  latest

LSI status –  What Are LSI Keywords & Why They Don't

 Matter. 

5. Use the target keywords in SEO

activities

The  keyword  research  results  are  primarily  used  for  on-

page  SEO,  but  they  are  also  crucial  for  off-page  SEO  to

define key sources for off-page SEO activities. 

On-Page SEO

Once  you  set  target  keywords  (primary  and  secondary), 

you  need  to  optimize  content  using  the  keywords  for  on-

page SEO. 
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Steps  to  optimize  content  are  different  between  single-

page optimization and multiple-page optimization. 

Single page optimization

For the single-page optimization, you need to do keyword

placement, which is the strategic positioning of the target

keywords in specific locations in the HTML document. 

To learn this topic in detail, go to Chapter 9. 

Multiple page optimization

Suppose  you  optimize  multiple  pages,  like  optimizing  the

entire  website.  In  that  case,  you  need  to  do  keyword

mapping,  which  is  strategically  assigning  target  keywords

to each web page before placing keywords on each page. 

To learn this topic in detail, go to Chapter 10. 

Off-Page SEO

The  defined  target  keywords  are  crucial  for  setting

directions  for  off-page  SEO  by  guiding  strategies  for

backlink  building,  content  marketing,  and  social  media

campaigns. 

They  help  identify  relevant  platforms  for  acquiring

valuable  backlinks  and  inform  content  creation  for  guest

blogging  and  social  posts,  ensuring  alignment  with  the

audience's interests. 

To learn this topic in detail, go to Chapter 14. 

Conclusion of Chapter 8

This  chapter  has  illustrated  the  vital  role  of  keyword

research in aligning your website's content with the needs

and  behaviors  of  your  target  audience.  Through

meticulous  research  and  strategic  implementation  of

short-, mid-, and long-tail keywords, you can enhance both

your on-page and off-page SEO efforts. 

Key Insights:

Understanding Keyword Dynamics: By grasping the

nuances of keyword demand and competition, you've learne

how to select keywords that draw traffic and are achievable

targets for your site. 

Balancing Keyword Types: The integration of different

keyword types ensures a broad yet focused approach to SEO

catering to various user intents and optimizing for both high

traffic and high conversion rates. 

Five Steps in Keyword Research: An effective keyword

research approach includes the following key steps. 

Define the objectives of keyword research

Set a seed keyword(s)

Expand and analyze keyword ideas

Select target keywords

Utilize the target keywords in SEO activities

As we continue to delve deeper into SEO, the forthcoming

sections  will  guide  you  on  how  to  practically  apply  these

keywords  to  optimize  your  web  pages'  content,  thus

maximizing SEO benefits and improving user engagement

and conversion rates. This foundation in keyword research

is  crucial  for  building  a  robust,  search-engine-friendly

website that resonates with your audience. 

Chapter 9

On-Page SEO:

Implementing SEO

Content Writing

Techniques

SEO  content  writing  requires  a  lot  of  techniques

and experience. 

Your page content should be relevant to the searched

keyword  for  a  higher  page  rank  on  SERPs  (Search

Engine Result Pages). 

And its relevance is evaluated by crawlers through the

keywords on the page. 

The keywords or descriptions shown on SERPs should

make  users  click  to  increase  CTR  (Click  Through

Rate). 

The  most  important  part  is  providing  valuable  and

engaging content to users. Good quality and relevant

content  creates  longer  user  engagement  time  and

increases referrals (backlinks), resulting in better page ranking. 

It's  not  complicated,  but  you  need  to  take  time  to

understand  how  users  can  be  engaged  by  your

content and how crawlers evaluate your content

to rank your page. 

This  chapter  will  explain  key  steps  in  SEO  content

writing based on frequently used SEO techniques. 

1. Aligning with User Search Intent: Key to

Content Relevance

2. Structuring a Web Page for SEO: Optimal

Layouts and Content-Length

1. Effectively Place the Target Keyword

2. Crafting Engaging and User-Friendly

Content

3. Strategic Linking: Using Internal and

External Links Effectively

4. Conducting a Comprehensive On-Page

SEO Quality Review
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Aligning with User Search Intent:

Key to Content Relevance

What is search intent? 

The  primary  goal  of  search  engines  is  to  provide

information that search engine users are looking for. 

As search engine users may not put all words in the search

box  when  they  search  for  information,  you  need  to

understand the underlying purpose or motivation behind a

user's search query. 

The  underlying  purpose  or  motivation  is  called  Search

Intent. 

Understanding  search  intent  is  crucial  for  effective  SEO

and providing valuable content to users. 

Search intent is often categorized into four types of intent:

Navigational Intent

When users are looking for a specific website or webpage, 

they may search for "Nike home page" or "Netflix". 

Informational Intent

When users seek information about a particular topic, they

may search for "today's weather" or "how to cook eggs". 

Commercial Intent

When 

users 

are 

researching 

and 

comparing

products/services before deciding on one option, they may

search  for  reviews  like  "refrigerator  ranking  in  2023"  or

"best smartphone". 

Transactional Intent

When users intend to complete a specific action, they may

search  for  "hotel  reservation  in  Los  Angeles"  or  "buy MacBook Pro". 

How to address search intent in SEO

writing

Once  you  understand  search  intent,  you  must  consider

what  information  and  flow  of  information  can  satisfy  the

user's search intent. 

The following steps will cover the actual implementation of satisfying a search intent. Here, we'll introduce one useful

technique, persona, to nail down users' search intents. 

Persona

A persona is a fictional character representing your target

audience,  created  to  understand  their  demographics, 

behaviors, and motivations for more effective marketing. 

Defining  a  persona  who  may  use  your  target  keyword

helps you crystalize your idea of content writing. 

[image: Image 78]

You  can  also  leverage  AI  to  define  the  target  persona. 

Below  is  an  output  example  from  Chat  GPT  with  the

prompt. 
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ChatGPT Prompt

 "Persona for the 'SEO Content Writing' keyword" 

Persona generated by ChatGPT

Name: Sarah

Demographics: Female, 30 years old, professional

content writer

Goals: Improve SEO writing skills, attract more clients, 

increase organic traffic to her website

Challenges: Staying updated with SEO trends, finding relevant keywords, creating engaging and optimized

content

Motivations: Enhancing career prospects, gaining

recognition as an expert in SEO content writing

Preferred Information Sources: Industry blogs, onlin

forums, webinars by industry experts

This  fictional  character  allows  you  to  expand  your

imagination to understand users' needs. 
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Structuring  a  Web  Page  for  SEO:

Optimal  Layouts  and  Content-

Length

At this step, you'll write the content of your page. 

Before writing each detail of your page content, you need

to define the page's structure, flow, and volume. 

To  structure  a  web  page  effectively,  you  need  to  master

how to use headings, especially with H1, H2, and H3 tags. 

The flow of information is also essential to engage users. 

You  must  also  manage  content  length  to  provide  enough

information  to  attract  users  and  crawlers  to  the  target

keyword. 

Headings

Headings for human users

Humans  need  well-organized  information  to  understand

new  ideas.  Making  web  pages  using  headings  naturally

helps us to create structured content. 

Visual  representation  is  also  essential  for  users  to  grasp

key  points  quickly.  When  you  use  WordPress  or  other

CMS  services,  you  can  select  an  appropriate  theme  for

your target audience. 

If  you  are  building  your  website  from  scratch,  use  proper

CSS for headings to attract your target audience. 

Headings for crawlers

HTML  tags  provide  semantic  information  for  crawlers  to

understand each web page's content better. 

Crawlers handle heading tags (H1 to H6) as a sign of key

information on the page. For example, H1 is treated as the

most essential information on the page. 

There are more tags that provide semantic information for

crawlers.  Check  Layout  Semantics  and  Heading  and

Paragraph  Tag  in  our  HTML  &  CSS  Introduction  course  to

understand semantics. 

Only one H1 tag on each page

As the H1 tag is usually used for the page title, you should

use only one H1 tag on each page. 

Note: Meta Title

The <title> tag in the <head> section of the HTML document is called Meta Title, which is not shown on your page. 

The meta title can be shown on the SERP when your page

is ranked. 

H2 and H3 tags to structure your

page content better

Especially  for  lengthy  content,  it  is  easier  for  users  to

understand the key points of the page content with these

sections. 

For  example,  we  used  around  ten  H2  tags  to  create

sections  and  numerous  H3  tags  to  make  multiple

subsections. 

Introduction, Body, and Conclusion

As  reading  is  a  learning  process  for  readers,  you  need  to

provide information in a proper order. 

As  humans  cannot  understand  new  information  without

context,  you  need  to  control  your  content's  flow,  so  your

audience can understand the key points better. 

Recently,  web  pages  have  been  more  frequently  read  on

mobile  devices.  You  also  need  to  attract  the  target

audience quickly. 

Several  approaches  are  available  to  set  the  page's  flow. 

The example below is a frequently used template for blog

posts. 

Article Content Structure Example
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Introduction:  Describe  the  page's  clear  objectives  (what

users will get from the page). 

Table  of  contents  (optional  for  a  long  page):  If  the

page  is  long,  showing  a  table  of  contents  after  the

introduction section helps users locate the topic they seek. 

Body: Provide the page's main content with sections and

subsections. 

Conclusion: Show a summary of the page. 

More than 1,000 words per page

As  your  page  competes  with  other  pages  to  get  higher

search  result  rankings,  the  page  needs  to  show  crawlers

the relevance and importance of the page's information. 

To  demonstrate  relevance  and  importance,  you  must

create  a  relatively  long  web  page  with  comprehensive

information related to the target keyword. 

Several  numbers  are  mentioned  in  several  blog  posts. 

There  are  several  opinions  about  the  optimal  word  count, 

but  many  say  that  you  must  create  a  page  with  at  least

1,000  words.  Refer  to  this  blog  for  more  information  -

 Word Count for SEO: Does it Really Matter? 
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Effectively 

Place 

the 

Target

Keyword

As you need to tell crawlers how your page is relevant to

the  target  keyword  and  beneficial  to  the  users,  you  need

to include the target keyword on your page effectively. 

There  are  particular  locations  where  crawlers  tend  to

check in order to assess the relevance of your page to the

target keyword. 

You must place the target keyword in those locations. 

7 critical locations to place the

target keywords

There  are  several  locations  where  you  must  place  your target keywords. 

When you place the target keyword, you need to consider

how naturally it is incorporated into the sentence. 

1. URL

2. Meta Title

3. Meta Description

4. H1 Tag

5. The first paragraph of the page

6. H2 and H3 Tag

7. Image tag ALT attribute and image file name

1. URL

The  first  important  location  where  you  must  place  the

target keyword is the URL. 

Human  users  and  crawlers  can  understand  the  page's

topic from the URL. 

For example, the following pages are ranked #1 and 2 for

the "SEO tools" keyword. 

#1: 36 Free SEO Tools for DIY SEOs

#2: The Ultimate List of the 60 Best SEO Tools

(Free & Paid)

Their URLs are shown below:

#1: https://ahrefs.com/blog/free-seo-tools

#2: https://www.semrush.com/blog/free-seo-tools

From  this  example,  you  can  see  that  each  page  uses  the

keyword in its URL. You can guess from the URL that their

target keyword may be " free SEO tools". 

Tips: Use Hyphen in URL (Not

Underscore)

According  to  Google,  the  hyphen  is  recommended  as  a

word  separator  in  URLs.  Below  is  an  excerpt  from  Google

Search Console Documentation. 

"  Consider  using  hyphens  to  separate  words  in  your  URLs, as  it  helps  users  and  search  engines  easily  identify

 concepts in the URL. We recommend that you use hyphens

 (- ) instead of underscores ( _ ) in your URLs. " 

 URL structure best practices for Google

2. Meta Title

The  meta  title  is  defined  by  the  <title>  tag  in  the  <head> section in the HTML document. 

As it is not shown as the main content on the web page, it

is often called a " meta" title, although the <meta> tag is not used. 

The  meta  title  is  usually  displayed  on  SERPs  (Search

Engine Result Pages) and in the browser tab. 

Several sources say the optimal meta title length is 50-60

characters.  You  must  include  the  target  keyword  once

within this character count limitation. 

3. Meta Description

The  meta  description  is  defined  by  the  <meta

name="description">  tag  in  the  <head>  section  in  the  HTML

document, and it is usually displayed on SERPs. 

Several sources say the optimal meta description length is

150-160 characters. 

For  mobile  devices,  SERPs  show  only  around  120

characters;  some  experts  say  that  the  optimal  meta

description length is around 120-160. 

You  must  include  the  target  keyword  once  within  this

character count limitation. 

4. H1 Tag

The  H1  tag  is  usually  used  as  a  shown  web  page  title. 

Unlike the meta title, the phrase in the H1 tag is visible on

the web page. 

You  can  use  the  same  or  different  phrases  in  the  H1  tag

and  meta  title  tag,  but  ensure  you  include  the  target

keyword once. 

To give more tailored information to crawlers, you can use

different  phrases  between  the  meta  title  and  H1  tag; 

however, you must maintain consistency between them. 

5. First paragraph of the page

Having the target keyword in the intro section of the page

is essential. 

The target keyword should be in the introduction section's

first  paragraph  (or  within  100  words  from  the  beginning), 

so that your audience and crawlers can clearly understand

what the web page is about. 

6. H2 and H3 Tag

H2  and  H3  tags  are  used  as  section  and  sub-section headings on a web page. 

Unlike the H1 tag, optimal character counts for H2 and H3

are rarely discussed. H2 and H3 tags can be shorter than

the H1 tag. 

You likely have multiple H2 and H3 tags on your web page. 

It is better to include your target keyword in some H2 and

H3 tags for SEO purposes. 

7. Image tag ALT attribute and image

file name

As  crawlers  cannot  understand  images,  you  need  to  tell

them how relevant the images are to the target keyword. 

You  may  need  to  consider  adding  your  target  keyword  in

two places. 

Image tag ALT attribute: the alt (alternative text)

attribute works as a replacement for the images when

the image is not available for some reason. This attribute

can also tell crawlers what this image is about. 

Image file name: As the image file name is part of the

image's URL, you indicate its relevance to the focus topic

of your web page through the file name. 

The  ALT  attribute  and  image  file  name  should  concisely

describe  the  image's  content.  If  the  image  is  relevant  to

the  target  keyword,  you  can  naturally  incorporate  the

target  keyword  in  the  image  ALT  attribute  and  its  file

name.  If  the  image  does  not  represent  your  target

keyword's  idea,  you  don't  necessarily  need  to  include  the

target keyword. 

If  the  image  is  only  used  for  decoration,  you  should  not

include  the  target  keyword  in  its  ALT  attribute  and  file

name. 

Keyword density

Keyword density refers to how frequently a target keyword

appears in a piece of content compared to the total word

count. 

For  example,  if  there  are  10  keywords  on  a  1,000-word

page, keyword density is 1%. 

Long  ago,  the  number  of  searched  keywords  on  a  page

was an important factor for search ranking; however, this

is no longer true. 

Search  Engines  are  now  prioritizing  the  quality  of  content

and relevance to the keyword. Unnatural use of keywords

can even be penalized. 

There  is  no  clear  guideline  for  keyword  density;  however, 

you  can  gain  a  general  understanding  of  the  average

keyword  density  by  checking  it  on  your  competitors' 

pages. 

We examined example pages ranked #1 and 2 in the "SEO

tools" keyword to check keyword density. 

The first one has 5 "SEO tools" and 66 "SEO" out of 3,643

total words on the page. Keyword density is 0.13% for

"SEO tools," and 1.8% for "SEO." 

The second one has 23 "SEO tools" and 63 "SEO" out of 5,601 total words on the page. Keyword density: 0.41%

for "SEO tools," and 1.1% for "SEO." 

From these examples, you can see that keyword density is

less  than  1-2%.   This  can  be  low  enough  to  create  high-

quality  content  naturally,  especially  if  you  are  targeting  a

long-tail keyword. 

Naturally incorporate semantic

keywords. 

When  writing  for  a  topic  you  are  familiar  with,  its

semantic  keywords  (i.e.,  keywords  related  to  the  target

keyword)  are  naturally  incorporated  into  your  sentences. 

However,  you  may  miss  some  critical  semantic  keywords

identified in the first step. 

You  don't  need  to  include  all  the  semantic  keywords.  The

most  important  thing  is  to  incorporate  them  naturally. 

Checking your semantic keyword list may also help you in

content writing. 
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Crafting  Engaging  and  User-

Friendly Content

Make Engaging Title and Headings

Once  you  set  the  page  structure  and  draft  title  and

headings, you need to refine them to attract users by

making them more engaging. 

Attractive  headings  can  increase  user  engagement

(e.g.,  average  engagement  time).  An  attractive  meta

title can increase CTR (Click-through Rate) on SERPs. 

Better user engagement and better CTR can improve

search result ranking. 
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To  check  what  the  top-ranked  pages'  titles  look  like, 

we use example search results of "SEO tools" again. 

The list below shows the top 10 US search results on

the day this section was drafted. 

1. 36 Free SEO Tools for DIY SEOs

2. The Ultimate List of the 60 Best SEO Tools (Free & 

Paid)

3. 32 of the Best SEO Tools for Auditing & Monitoring

Your Website in 2023

4. Moz Free SEO Checkers & Premium Search Tools

5. 41 Best Free SEO Tools (2023)

6. 110 Top SEO Tools That Are 100% Free

7. 100% Free SEO Tools - SmallSEOTools.com

8. The 9 best SEO tools in 2024

9. 27 Simple and Free SEO Tools [Updated for 2023]

10. 56 Top Free SEO Tools

You can see some commonalities from the examples. 

Use numbers effectively

In the example above, 9 out of 10 titles use numbers. 

You can see how you can get attention from users by

using numbers. 

Add catchy words

Adding  catchy  words  is  also  important  to  get  users' 

attention. In these examples, all titles use at least one

word  from  Free,  Best,  or  Top.  Ultimate,  Premium  and

Simple can be effective words to engage users. 

Show year (if relevant)

In  the  example,  4  out  of  10  titles  use  the  year  of

update. As search engine users tend to look for fresh

information, it is good to highlight it if your page has

recently been published or updated. 

Leverage Separators

As the title or headings have optimal character count, 

it  is  good  to  leverage  word  separators  such  as  "()" 

parentheses,  "[]"  square  brackets,  "-"  hyphen,  ":" 

colon, or "|" vertical bar. 

These  are  the  examples  from  the  home  pages  of

major SEO tool providers. 

Moz.com - Official Site | Get Started for Free Today

Semrush - Online Marketing Can Be Easy

Ahrefs - SEO Tools & Resources To Grow Your Search

Traffic
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You can see that all of them use the "-" hyphen after

their brand name. 

Create Easy-To-Read Content

Many users who read web pages are expecting quick

reading. 

Users  especially  avoid  complex  sentences  when

reading web pages on mobile devices. 

You may still need to handle complex topics, such as

scientific  topics  or  industry-specific  topics,  but  even

for those topics, you need to make an effort to deliver

critical  points  to  your  audience  in  a  reader-friendly

manner. 

If your content is difficult to read and does not engage

users,  the  bounce  rate  will  increase,  and  user

engagement  time  will  be  low,  resulting  in  low  search

result rankings. 

Here,  we  highlight  some  of  the  critical  tips  to  create

easy-to-read content. 

Avoid using long sentences

Long sentences are not suitable for web pages. 

If you wrote a long sentence in your first draft, cut it

into several shorter sentences. 

Use bullet points

Bullet points are often used to logically structure your

writing. 

Compared  to  sentences  with  multiple  conjunctions, 

you can deliver key messages more concisely. 

You  can  also  use  an  ordered  list  to  highlight  the

number or order of key points. 

Show examples for clarity

It  is  also  easier  for  us  to  understand  new  concepts

with examples. 

For  example,  we  used  several  sample  cases  in  the

previous  step  Make  Engaging  Title  and  Headings,  as

the  word  "Engaging"  is  too  ambiguous  to  understand

without examples. 

You  don't  need  to  use  examples  all  the  time.  If  the

concept  is  clear  enough  without  examples,  you  can

skip using them. 

Leverage Visual and Interactive

Content
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You may get bored if you see a web page full of text. 

Web  pages  with  visual  or  interactive  content  can

generally  improve  user  engagement,  resulting  in

higher search result ranking. 

Visual Content

Visual content includes images, charts, videos,  etc. 

Well-designed  visual  content  can  help  users  to

understand new concepts better. 

Visual  content  can  also  help  to  grab  users'  attention

and  encourage  them  to  stay  on  your  page  longer, 

reducing bounce rates. 

Reading  text  continuously  may  be  tiring,  so  simple

image inserts can also help users take a breath during

long reading sessions. 

Interactive Content

Interactive  content  includes  quizzes,  polls,  user

comments,  etc. 

Creating interactive content and functionality may be

time-consuming  and  costly,  but  if  you  have  the  time

and  budget,  you  can  consider  having  interactive

content on your pages. 

Most  web  pages  lack  interactive  content,  which  can

be  a  differentiating  factor  in  winning  over  your

competitor's page. 
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Strategic 

Linking: 

Using

Internal  and  External  Links

Effectively

Effective  use  of  both  internal  and  external  links  is

crucial not just for navigation, but also for enhancing

SEO  performance  and  site  authority.  In  this  section, 

we  will  delve  into  the  strategies  for  optimizing  your

use  of  internal  and  external  links  to  boost  your  SEO

efforts. 

Understanding the Importance of

Links in SEO

Before diving into specifics, it's essential to grasp why links  are  so  vital.  Links  are  a  core  component  of  the

internet's very structure; they connect content across

the vast digital landscape, allowing information to be

efficiently  indexed  and  retrieved.  In  SEO,  links  are

considered by search engines as votes of confidence; 

they  are  indicators  of  the  content's  credibility  and

value.  Effective  linking  can  significantly  impact  your

site's  visibility  and  ranking  in  search  engine  results

pages (SERPs). 

Links to Internal Pages

Internal links are hyperlinks that point to other pages

within  the  same  domain.  These  are  fundamental  for

building  a  well-structured,  interlinked  website  that

enhances user navigation and boosts SEO. 

Enhancing User Experience and

Engagement

Internal links help create a better user experience by

making  it  easier  for  visitors  to  navigate  your  website

and  access  more  of  your  content  without  effort.  By

strategically using internal links, you can guide users

through  a  journey  of  related  content,  which  can

increase  the  time  they  spend  on  your  site—a  key

metric influencing SEO rankings. 

Improving Site Structure and

Indexation

A  robust  internal  linking  structure  helps  search

engines  crawl  your  website  more  effectively.  By

providing  clear  paths  to  various  pages,  you  assist crawlers  in  understanding  the  structure  of  your  site

and the relevance of pages in relation to one another. 

This improved crawlability can lead to better indexing

of your pages in search databases. 

Using Google Search Console for

Link Analysis

Google Search Console offers a comprehensive toolkit

for analyzing your website's internal linking structure. 

The  'Links'  section  provides  insights  into  how  pages

are interlinked. You can use this data to identify pages

that  need  more  link  love  or  discover  redundant  links

that might be diluting your site's value. 

Links to External Pages

While  internal  links  help  to  structure  your  website

internally, external links connect your content to other

authoritative  sites,  enhancing  the  credibility  and

breadth of your information. 

Building Credibility Through High-

Authority Links

Linking  to  external  sites,  especially  those  with  high

authority,  can  significantly  boost  the  perceived

reliability  of  your  content.  Search  engines  view  these

links as a form of endorsement, suggesting that your

content  is  well-researched  and  backed  by  credible

sources.  This,  in  turn,  can  enhance  your  site's

authority and ranking. 

Choosing the Right External Links

Not  all  external  links  are  created  equal.  Linking  to

reputable,  authoritative  sites  is  crucial;  however, 

linking  to  poorly  regarded  websites  can  harm  your

site's reputation. Always ensure that external links are

relevant to your content and add value for your users. 

The Impact of External Links on

SEO

While  the  primary  purpose  of  external  linking  is  to

enhance  content  credibility  and  user  experience, 

these  links  also  play  a  role  in  SEO.  They  can  drive

traffic  back  to  your  site  if  the  external  content

creators reciprocate or if users seek more information. 

Additionally,  well-placed  external  links  can  help

establish  a  network  of  contacts  in  the  industry, 

potentially  leading  to  more  backlinks  and  shared

content. 

Best Practices for Strategic

Linking

Developing  a  strategic  linking  plan  is  essential  for

maximizing  the  SEO  benefits  of  both  internal  and

external links. 

1. Use Descriptive Anchor Text: The visible, 

clickable text in a hyperlink (anchor text) should

accurately describe the linked page. This helps users

and search engines understand what to expect on

the linked page. 

2. Maintain a Natural Flow: Links should fit naturally into the content. Forcing links where they don't

naturally belong can frustrate users and lead to

penalties from search engines. 

3. Regularly Update and Audit Links: Keep your

links up-to-date by removing broken links and

updating those that no longer lead to relevant or

existing pages. 

4. Balance the Link Distribution: Ensure that every

important page is adequately linked from other parts

of your site. Avoid concentrating all links into a few

pages. 

Strategic use of internal and external links is not just

about  improving  SEO  rankings;  it's  about  creating  a

more  interconnected  and  user-friendly  website.  By

implementing  the  practices  outlined  above,  you  can

enhance  user  engagement,  improve  site  structure, 

and  build  authority—key  elements  that  propel  your

content  to  the  top  of  search  engine  results. 

Remember,  a  thoughtful  approach  to  linking  is  a

critical component of any successful SEO strategy. 
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Conducting  a  Comprehensive

On-Page SEO Quality Review

Understanding Google's Content

Guidelines

Google  provides  web  page  content  guidelines  –

 Creating helpful, reliable, people-first content. 

Google's  guidelines  for  web  page  content  emphasize

the  creation  of  helpful,  reliable,  and  user-centric

content. 

The  fundamental  aim  is  to  cater  to  the  needs  and interests  of  users  rather  than  merely  optimizing  for

search engines. 

These  guidelines  underscore  the  importance  of

content  quality,  which  significantly  influences  search

rankings. 

The Imperative of Quality Content

Quality  content  is  paramount,  as  it  is  one  of  the  five

key factors determining search results. The challenge

is to not only produce content that meets professional

standards but also to ensure it surpasses that of your

competitors.  This  relentless  pursuit  of  quality

demands consistent efforts and strategic planning. 

Systematic Quality Checks

Given  the  constraints  of  time  and  resources,  it  is

practical  to  focus  on  specific  aspects  of  your  content

to  maximize  its  impact.  Below  are  four  critical  areas

you  should  consistently  evaluate  to  enhance  the

quality of your on-page content. 

Grammar and spellcheck

At  the  very  least,  your  content  should  be  free  from

grammatical  errors  and  spelling  mistakes.  These  are

the  minimum  requirements  for  any  professional

website. 

Tools like Grammarly can help automate this process, 

providing  quick  and  reliable  corrections  that  would

otherwise require a meticulous manual review. 

The tone of voice consistency

check

Maintaining  a  consistent  tone  of  voice  throughout

your  content  is  crucial,  especially  when  addressing

complex topics or long-form articles. 

The  tone  should  be  tailored  to  your  target  audience

and must remain consistent across all pages to avoid

disorienting your readers. 

Tools  like  Semrush's  SEO  Writing  Assistant  can  aid  in

analyzing  your  tone  and  suggesting  adjustments  to

align with your desired audience engagement. 

Semrush SEO Writing Assistant
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Visual check

The  visual  aspect  of  your  content  plays  a  significant

role in engaging users. 

A  well-structured  text  layout,  complemented  by

appropriate  themes  from  CMS  platforms  like

WordPress or well-crafted HTML and CSS, can enhance

readability and user engagement. 

Factors  to  consider  include  font  size,  font  family, 

spacing,  image  placement,  and  overall  layout

coherence. 

Additionally,  ensuring  your  site's  mobile  optimization

is  crucial  as  the  majority  of  users  now  access  the

internet via mobile devices. 

Information reliability check (E-E-

A-T)

Google  has  recently  placed  a  stronger  emphasis  on

the  reliability  of  information  through  its  E-E-A-T

framework—Experience,  Expertise,  Authoritativeness, 

and Trustworthiness. 

This  framework  guides  publishers  to  produce  content

that  is  not  only  accurate  but  also  authoritative  and

trustworthy.  While  meeting  all  aspects  of  E-E-A-T  can

be  challenging,  it  is  essential  to  strive  towards

providing information that users can rely on. 

This  includes  citing  credible  sources,  presenting

evidence-based  information,  and  establishing  your  or

your organization's expertise on the topic. 

Conclusion of Chapter 9

In  this  chapter,  we  explored  the  essential  techniques  for

creating optimized web content through effective on-page

SEO  strategies.  Understanding  the  intricacies  of  keyword

placement,  content  structuring,  and  user  engagement  is

crucial for enhancing your site's visibility and performance

on search engine result pages (SERPs). 

Key Takeaways:

1. Aligning with User Search Intent: It's vital to understand

and address the underlying motivation behind a user's sear

query to provide relevant and valuable content. 

2. Structuring a Web Page for SEO: Optimal use of

headings, content layout, and length not only helps users

understand and navigate your content better but also aids

search engines in assessing your page's relevance. 

3. Effective Keyword Placement: Strategically placing targe

keywords in critical areas such as the URL, meta title, meta

description, headings, and first paragraph ensures that

search engines recognize your page's relevance to the sear

query. 

4. Crafting Engaging Content: Creating content that is

engaging, easy to read, and visually appealing improves us

experience, increases time spent on the page, and enhance

overall SEO performance. 

5. Strategic Linking: Utilizing internal and external links

effectively boosts site navigation, enhances user experience

and improves your site's authority and relevance. 

6. Conducting Quality Reviews: Regularly reviewing your

content for grammatical accuracy, consistency in tone, visu

appeal, and information reliability ensures high-quality

content that meets both user expectations and search engin standards. 

By  following  these  comprehensive  steps,  you  can

significantly  improve  your  on-page  SEO,  making  your

content more appealing to both users and search engines. 

Remember, the ultimate goal is to create content that not

only  ranks  well  but  also  provides  genuine  value  to  your

audience. 

The next chapter will delve into managing SEO for multiple

related  pages,  focusing  on  advanced  strategies  such  as

keyword  mapping  and  topic  clustering.  These  techniques

will  help  you  build  a  cohesive  and  authoritative  site

structure that further enhances your SEO efforts. 

Chapter 10

On-Page SEO:

Organizing Multi-Page

Content with Keyword

Mapping and

Clustering

The  previous  lesson  discussed  SEO  content-writing

techniques for individual pages. 

If you have (or plan to make) a website with multiple

pages  or  blog  posts,  you  may  question  how  to

manage SEO content writing for multiple pages. 
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In  this  chapter,  we  will  explain  how  to  index  web

pages and how to fix indexing issues. 

1. Balancing Topical Authority and Avoiding

Keyword Cannibalization

2. Implementing Topic Clustering and

Keyword Mapping
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Balancing  Topical  Authority

and 

Avoiding 

Keyword

Cannibalization

When  managing  multiple  web  pages,  it  is  crucial  to

balance  building  topical  authority  and  avoiding

keyword  cannibalization.  These  two  aspects  are  vital

for  a  successful  SEO  strategy,  but  they  often  pose

trade-offs. 

What is topical authority? 

Topical authority refers to a website's (or web page's)

credibility  and  expertise  on  a  specific  subject, 
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established  through  high-quality  content.  Google

emphasizes 

E-E-A-T 

(Experience, 

Expertise, 

Authoritativeness,  and  Trustworthiness)  in  its  search-

ranking decisions. Therefore, building topical authority

is critical in SEO content writing. 

To  demonstrate  E-E-A-T,  more  than  single-page  web

content may be required. Multiple web pages covering

related  topics  help  build  topical  authority,  provided

each  page  contains  high-quality  content.  This

comprehensive  approach  signals  to  search  engines

that  your  site  is  a  valuable  resource  on  a  particular

subject. 

For example, a website dedicated to digital marketing

might have multiple pages covering SEO, social media

marketing,  content  marketing,  and  email  marketing. 

Each  page  should  delve  deeply  into  its  respective

topic, providing valuable insights and information that

establish the site's authority in digital marketing. 

To  understand  topical  authority  better,  refer  to  these

articles. 

 What Is Topical Authority in SEO & How to

 Build It

 What Is Topical Authority & How Does It Work

What is keyword cannibalization? 

Keyword cannibalization occurs when multiple web

pages  on  your  site  compete  for  the  same  target

keyword.  This  competition  can  cause  your  pages  to

rank  lower  in  search  results,  as  search  engines

struggle to determine which page is most relevant for

the keyword. 

For example, if a digital marketing website has several

pages  targeting  the  keyword  "SEO  strategies,"  each

page  might  end  up  competing  against  the  others, 

diluting  their  effectiveness  and  overall  ranking

potential.  Instead  of  boosting  the  site's  visibility, 

keyword  cannibalization  can  confuse  search  engines

and lower the rankings of all involved pages. 

Having  multiple  web  pages  covering  related  topics

helps  build  topical  authority,  but  you  must  carefully

manage keywords to avoid cannibalization. Here are a

few strategies to prevent keyword cannibalization:

Keyword Mapping: Create a keyword map to

ensure each page targets unique primary keywords. 

This mapping helps distribute keywords across your

site, preventing overlap. 

Content Consolidation: If you discover multiple

pages targeting the same keyword, consider

merging them into a single, comprehensive page. 
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This approach can enhance the page's authority and

relevance. 

Internal Linking: Use internal links to connect

related content, directing users and search engines

to the most relevant page for a particular keyword. 

To understand keyword cannibalization better, you can

refer to these articles. 

 Keyword Cannibalization: How to Find, Fix, and

 Prevent It

 What is keyword cannibalization? 

Balancing Both Aspects

Successfully  balancing  topical  authority  and  keyword cannibalization  involves  a  strategic  content  creation

and  management  approach.  Here  are  some  tips  to

achieve this balance:

Define Clear Content Goals: Before creating new

content, define its primary purpose and target

audience. Ensure that each piece of content

addresses a unique aspect of your topic to avoid

overlap. 

Create Comprehensive Content: Aim to create in-

depth, comprehensive content that covers a topic

thoroughly. This approach builds topical authority

and reduces the need for multiple pages targeting

similar keywords. 

Utilize Long-Tail Keywords: Long-tail keywords are

more specific and less competitive than short-tail

keywords. By targeting long-tail keywords, you can

reduce the risk of keyword cannibalization while still

building topical authority. 

Monitor Performance Metrics: Keep an eye on

your site's performance metrics, such as organic

traffic, bounce rate, and page rankings. These

metrics can provide insights into how well your

content strategy works and highlight improvement

areas. 

Perform Regular Audits: Regularly audit your

content to identify potential keyword cannibalization

issues and assess your topical authority. Tools like

Ahrefs and SEMrush can help analyze keyword

distribution and content performance. 

By  carefully  managing  your  keywords  and  creating

high-quality,  authoritative  content,  you  can  enhance

your  site's  SEO  performance,  improve  its  rankings, and  provide  valuable  information  to  your  audience. 

Balancing  topical  authority  and  avoiding  keyword

cannibalization  is  a  continuous  process  that  requires

ongoing attention and adjustment. In the next section, 

we'll  explore  specific  SEO  techniques  for  organizing

multiple  web  pages:  topic  clustering  and  keyword

mapping. 
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Implementing  Topic  Clustering

and Keyword Mapping

How to optimize multi-page content

If  you  have  been  learning  SEO,  you  might  have  heard

about  the  two  key  approaches:  Topic  Clustering  and

Keyword Mapping. 
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Both  approaches  are  discussed  when  we  optimize  multi-

page  content,  but  they  are  used  in  slightly  different

contexts. 

Topic  clustering  is  a  content  strategy  often  used  to

structure multiple pages. 

Keyword mapping is the process of assigning keywords to

each web page. 

When  you  optimize  multi-page  content,  you  cannot

implement these two approaches separately. 

There  will  be  several  iterations  that  involve  the  two

approaches. 

The  following  sections  will  explain  how  each  approach

helps you optimize multi-page content. 

Topic clustering – pillar page and

cluster pages

Topic  clustering  is  a  content  organization  strategy  that

involves grouping related pieces of content based on their

semantic relevance, and interlinking them. 

The  main  idea  behind  topic  clustering  is  establishing

topical  authority  by  providing  comprehensive  coverage  of
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a  subject  and  signaling  the  depth  and  breadth  of

knowledge to search engines. 

By organizing content into clusters and aligning with user

intent  and  search  engine  algorithms,  websites  can

enhance  their  visibility  in  search  results,  increase  user

engagement, and improve overall SEO performance. 

When  you  implement  topic  clustering  for  your  website  or

blog posts, you need to manage the following three control

points:

Pillar page

Cluster pages

Internal links

Pillar page
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A pillar page on a website comprehensively covers content

about a specific topic or theme; it can also have the form

of an aggregation of blog posts. The pillar page covers all

essential  aspects  of  the  theme  and  provides  links  to

narrower subtopics within the same theme. 

Cluster pages

Cluster  pages  are  individual  content  pieces  linked  to  a

pillar  page.  They  provide  more  detailed  information  on

specific  subtopics  related  to  the  main  topic  (theme), 

contributing to the content's overall depth and breadth. 

Internal links

Internal links are crucial in topic clustering, connecting the

pillar  page  and  cluster  pages,  and  establishing  a

hierarchical relationship. 

Internal  links  help  search  engines  understand  content relevance  and  structure,  improve  crawlability  and

indexability,  enhance  user  navigation  between  related

topics,  and  strengthen  topical  authority  for  a  website's

target theme. 

How to implement topic clustering

To implement topic clustering, you can follow these steps:

1. Design topic hierarchy: Under the target theme, you

need to group key topics and structure them. If you have

enough in-depth topic knowledge, you can also design

multi-layer topic clustering using a pyramid structure. 

2. Create a pillar page (or pillar pages): A pillar page

should consist of summaries of cluster pages. As it covers

the theme comprehensively, the content can be longer. If

you apply multi-layer topic clustering, there will be a

main pillar and sub-pillar pages. 

3. Create cluster pages: Elaborate specific subtopics

related to the pillar topic (theme) and create cluster

pages for each subtopic. 

4. Build internal links: Establish internal links between

cluster pages and their respective pillar page for clear

connection and navigation. You should ensure that the

cluster pages are linking back to the related pillar pages

to build two-way links. 
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To optimize topic clusters from the SEO point of view, you

also  need  to  follow  the  keyword  mapping  approach

explained in the next section. 

Your  topic  clustering  draft  may  impact  keyword

cannibalization.  In  that  case,  you  need  to  refine  your

topic clusters. 

To  understand  topic  clustering  better,  you  can  read  these

articles. 

 Topic Clusters for SEO: What They Are & How to

 Create Them

 What Is a Pillar Page? (And Why It Matters For Your

 SEO Strategy)

 How to Create Pillar Pages for SEO (With

 Examples!)
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Keyword mapping – avoiding

keyword cannibalization

Keyword  mapping  is  the  process  of  assigning  specific

target keywords to individual pages on a website. 

The  key  idea  of  keyword  mapping  is  to  set  a  unique

keyword for each page and ensure that the pages will not

be cannibalized. 

By nature, keywords for pillar pages tend to be short-tail

or  mid-tail  keywords,  while  keywords  for  cluster  pages

are long-tail or mid-tail keywords. 

Integrating the keyword mapping

process into the topic clustering

approach

The  keyword  mapping  approach  is  effective  when

implemented  along  with  the  topic  clustering  approach, 
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although  these  two  approaches  are  often  explained

separately. 

The  illustration  below  conceptually  describes  how  to

integrate the two approaches. 

At  a  high  level,  there  are  three  key  steps  in  keyword

mapping. 

Step1. List keyword candidates for each topic cluster page

and the pillar page

Step2. Check the pages for keyword cannibalization

Step3. Finalize keyword assignment

How to check for keyword

cannibalization

Checking  for  potential  keyword  cannibalization  is  critical

for keyword mapping. 

You  can  use  search  engines  to  check  how  your  keywords are cannibalizing. Here are the simple steps:

First, identify keywords that may potentially be

cannibalized

Search the keywords using a search engine and

check the top 10 ranking search results on the

SERP (Search Engine Result Page). 

If the top 10 search results for the keywords you

identified are similar, those keywords are likely

cannibalizing. 

To  understand  keyword  mapping  better,  you  can  read

these articles. 

 Keyword Mapping for SEO: Guide + Free Template

 Keyword Mapping: A Beginner's Guide

 Keyword Mapping for SEO: How To Do It + Free

 Template

Tips: Technical considerations when

you design website

You  may  need  to  rearrange  your  website  architecture  (or

blog  post  structure)  if  you  have  multiple  pages  or  blog

posts for the same theme and haven't done any SEO work. 

When you rearrange your website architecture, you should

also consider improving general user experience (usability)

and crawlability from a technical point of view. 

Here are additional technical aspects you should consider

on  top  of  the  topic  clustering  and  keyword  mapping

approaches:

Canonicalization

Canonicalization is the process of selecting the preferred

URL  version  when  multiple  URLs  have  similar  or  identical

content.  Canonicalization  helps  avoid  not  only  duplicate

content issues but also keyword cannibalization. 

Combining pages and 301 redirect

If  you  have  pages  covering  similar  topics  and  creating

keyword cannibalization, consider combining those pages. 

As  you  might  have  backlinks  on  the  existing  pages  and

built  some  good  reputations  with  crawlers,  you  should

carry them over to the new combined page. 

301  redirect  is  the  technique  used  to  let  crawlers  know

the  original  page  has  moved  to  another  location,  so  they

can match the backlinks and reputation of the old page to

the new page. 

Navigation bar

Having  a  navigation  bar  improves  both  usability  and

crawlability. With a navigation bar, users can quickly move

to other website pages with minimum clicks. It also helps

users  understand  website  content  layout  easily.  A

navigation bar also improves the internal linking structure, 

improving crawlability. 

Breadcrumbs

Having  breadcrumbs  is  recommended  for  SEO.  There  are

two types of breadcrumbs. 

One is HTML-based breadcrumbs, which are displayed on a

webpage.  HTML-based  breadcrumbs  improve  usability  by

providing users with a clear navigation path, allowing them

to  understand  where  they  are  within  the  website's hierarchy. 

The  other  is  breadcrumb  schema,  a  structured  data

markup  implemented  using  JSON-LD  or  another  format  in

order to provide search engines with additional information

about  the  breadcrumbs.  Breadcrumb  schema  improves

crawlability and indexing efficiency. 

Sitemap

A  sitemap  helps  tell  users  and  crawlers  to  create  a

comprehensive list of your website pages. 

There are two types of sitemaps. One is for users, and the

other  is  for  crawlers.  The  sitemap  for  users  is  coded  in

HTML and CSS. For crawlers, the XML format is often used. 

You  can  learn  more  details  about  the  above  topics  in  the

technical SEO section of this tutorial (Chapter 11, 12, and

13). 

Conclusion of Chapter 10

This  chapter  has  detailed  how  strategic  content

organization  can  significantly  boost  your  SEO.  We've  also

covered  the  essentials  of  topic  clustering  and  keyword

mapping,  key  techniques  that  enhance  topical  authority

while avoiding keyword cannibalization. 

Key Takeaways:

1. Topical Authority: Building authority through structured

content increases your site's credibility and visibility. 

2. Topic Clustering and Keyword Mapping: These methods

ensure each content piece is targeted and purposeful, 

supporting a coherent site structure that is easy for both

users and search engines to navigate. 

3. Website Architecture: Properly arranging your site's

structure, including the use of internal links and organized

content, improves user experience and SEO performance. 

As  you  refine  your  website,  aim  to  create  an

interconnected  content  ecosystem  that  addresses  user

needs  and  supports  SEO  goals.  For  more  technical  SEO

strategies,  refer  to  the  upcoming  sections  in  this  guide

(Chapters 11, 12, and 13). 

Chapter 11

Technical SEO:

Indexing Your Website

and Resolving

Indexing Issues

Ensuring your website is fully visible to search engines

is  essential  for  driving  traffic  and  improving  your

online  presence.  In  this  chapter,  we'll  give  you  tips

that  can  help  you  index  your  website  properly  and

swiftly  and  explain  how  to  fix  page  indexing  issues

when you encounter them. 

What is Index? 

In SEO, an Index refers to a search engine's web page

database. 

When  a  page  is  "indexed",  it  means  that  the  search

engine has visited the page, analyzed its content, and

stored it in its database. Being indexed is crucial for a

web page because it is the first step toward appearing

in  search  engine  results  pages  (SERPs)  when  users search for related terms. 

Search  engines  like  Google  use  crawlers  or  bots  to discover  new  pages  and  updates  to  existing  pages, 

which  are  then  analyzed  for  content,  relevance,  and

quality  before  being  added  to  the  index.  If  a  page  is

not indexed, it cannot be found through search engine

queries,  making  indexing  a  fundamental  aspect  of

SEO strategies to improve visibility and drive traffic to

a website. 

In  this  chapter,  we  will  explain  how  to  index  web

pages and how to fix indexing issues. 

The Five Essential Tips for Web Page

Indexing

Resolving Indexing Issues: Search

Console
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The Five Essential Tips for Web

Page Indexing

As  search  engines  follow  specific  rules  to  index  your

website and pages, you need to know the rules. Here, 

we'll  explain  5  key  points  that  can  help  you  to  index

your website. 

Google  Search  Central  provides  a  comprehensive

guide about indexing pages. Please refer to  Overview

 of crawling and indexing issues. 

Implement sitemap.xml

A  sitemap.xml file lists all important pages of your site to ensure Google can discover and crawl them. Submit

your  sitemap  through  Google  Search  Console  to  help

indexing of your content efficiently. The way to create

 sitemap.xml  can  differ  depending  on  the  technology

platform  of  your  website.  If  you  use  WordPress,  the

easiest way is to use plugins such as Yoast SEO. 

You can also create  sitemap.xml manually using a text

editor.  When  you  make  the  sitemap  file  yourself,  you

must ensure it is placed in the website's root directory. 

This is an example of a  sitemap.xml file. 

Sitemap.xml Example

<urlset xmlns="http://www.sitemaps.org/schemas/sitemap/0.9"> 

<url> 

<loc>http://www.example.com/</loc> 

<lastmod>2024-02-20</lastmod> 

<changefreq>daily</changefreq> 

<priority>1.0</priority> 

</url> 

<url> 

<loc>http://www.example.com/about</loc> 

<lastmod>2024-01-15</lastmod> 

<changefreq>monthly</changefreq> 

<priority>0.8</priority> 

</url> 

:

</urlset> 

Once  the  sitemap  file  is  placed,  Google  needs  to

recognize  it.  You  can  check  the  sitemap  status  in

Google Search Console by selecting sitemaps on the

left sidebar. 
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If your sitemap still needs to be recognized by Google, 

submit its URL through the Search Console. 

 Sitemap.xml  is  accessible  publicly.  You  can  check  if

your  sitemap  is  online.  For  example,  this  is  Apple's

sitemap.xml. 

Apple's sitemap ( https://www.apple.com/sitemap.xml )

This XML file does not appear to have any style information

associated with it. The document tree is shown below. 

<urlset xmlns="http://www.sitemaps.org/schemas/sitemap/0.9"> 

<script/> 

<url> 

<loc>https://www.apple.com/</loc> 

</url> 

<url> 

<loc>https://www.apple.com/accessibility/</loc> 

</url> 

<url> 

<loc>https://www.apple.com/accessibility/assistive-technologies/</loc> 

</url> 

:

</urlset> 

 Sitemap.xml  has  a  size  limitation.  One  sitemap  file

should  be  at  most  50MB  (uncompressed)  and  include

no  more  than  50,000  URLs.  You  can  split  sitemaps

using  a  nesting  structure  when  you  create  a  parent

sitemap.xml that refers to child sitemaps. 

Avoid misuse of the noindex tag

(robots directive in the meta tag)

To  prevent  search  engines  from  indexing  a  webpage, 

you can use the noindex meta tag. This tag tells search

engine crawlers that the page should not be added to

their index, so it won't appear in search results. Below

is  an  example  of  the  noindex  tag.  It  is  often  used  with

the nofollow tag, instructing search engines not to pass

authority or influence to the linked page. 

Noindex and Nofollow Example

<meta name="robots" content="noindex, nofollow"> You  should  use  the  noindex  tag  only  on  the  pages  you

don't want to show in search results, such as duplicate

pages, private pages, or temporary content. 

If you mistakenly add the noindex tag on the pages you

want to be indexed, the pages won't be indexed. 

Also, the noindex tag doesn't address security concerns. 

Search  engines  may  find  the  page  from  hyperlinks.  If
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you  want  to  prevent  the  pages  from  being  publicly

accessible,  you  need  to  find  another  way  to  block

public access to them, such as user login. 

Removal from Index

If  a  page  was  previously  indexed  and  you've  added  a

noindex  tag,  it  may  take  some  time  for  search  engines

to  revisit  the  page,  see  the  noindex  directive,  and

remove it from their index. 

If  you  want  to  remove  the  pages  from  the  Index

quickly, you can request removals through the Search

Console.  Select  Removals  on  the  left  sidebar  in  the

Search Console. 

[image: Image 105]

Press  the  [NEW  REQUEST]  button  and  submit  a  URL

for removal. 

Use robots.txt accurately

The   robots.txt  file  provides  instructions  to  search

engine  bots.  Using  the   robots.txt  file,  you  can

disallow  crawlers  to  crawl  particular  pages.  You  can

also let crawlers know the location of the  sitemap.xml

files using the  robots.txt file. 

You  can  also  check  the   robots.txt  file  online  using  a

URL like  example.com/robots.txt. 

This is an example of a  robot.txt file. 

Robots.txt Example (https://www.apple.com/robots.txt)

# robots.txt for http://www.apple.com/

User-agent: *

Disallow: /*/includes/*

Disallow: /*retail/availability*

Disallow: /*retail/availabilitySearch*

:

Sitemap: https://www.apple.com/shop/sitemap.xml

Sitemap: https://www.apple.com/autopush/sitemap/sitemap-

index.xml

Sitemap: https://www.apple.com/newsroom/sitemap.xml

Sitemap: https://www.apple.com/retail/sitemap/sitemap.xml

Sitemap: https://www.apple.com/today/sitemap.xml

Similarly to the  sitemap.xml file, you need to place the

 robots.txt file in the website's root directory. 

To promote better indexing, ensure your  robots.txt file

doesn't  inadvertently  block  access  to  important

pages you want indexed. 

Implement canonical tags (link

tag)

Content  duplication  can  be  penalized  by  search

engines.  When  you  have  similar  or  duplicate  content

across multiple URLs, use the canonical tag to specify

which  version  of  the  page  you  want  to  be  considered

as  the  authoritative  (canonical)  one.  This  helps  prevent

duplicate content issues. 

This is an example of the canonical tag. 

Canonical tag example

<link rel="canonical" href="https://example.com/example-page"> There  are  several  checkpoints  when  you  implement

the canonical tag. 

1. Use canonical URLs consistently: Ensure you use the same protocol (http vs. https) and subdomain (www

vs. non-www) because different protocols and

subdomains are considered as different URLs by

search engines. 

2. Use absolute URLs: Always use the absolute URL

(full path) in the href attribute of the canonical link, 

not a relative URL. This avoids confusing search

engines. 

3. Use canonical URLs in sitemap.xml: Include only

the canonical URLs of your content in your XML

sitemap. 

Setting  the  canonical  tag  for  all  indexed  pages  is  not

mandatory, but it is recommended because it helps to

prevent  potential  issues  related  to  duplicate  content

and  consolidate  link  signals  for  similar  or  identical

content. 

The  canonical  tag  is  also  related  to  redirection  settings

and  hreflang  tags.  For  redirection  settings,  check  the

material  below.  For  the  hreflang  tag,  check

 International SEO Basics. 

Manage redirections correctly

As  the  website  evolves,  some  pages  may  need  to

change  their  URLs.  If  web  pages  have  been  indexed

for  a  while,  they  may  already  have  good  backlinks, 

adding value (link juice) to the pages. If the page has

been  permanently  moved,  set  301  or  308

redirections to avoid losing this accumulated value. 

The  method  of  setting  redirections  varies  depending

on  the  technology  platform.  Most  platforms  use  301
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redirection,  but  some  may  offer  308  redirection

settings. 
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Resolving 

Indexing 

Issues:

Search Console

Resolving Indexing Issues: Search

Console

When  facing  indexing  issues,  you  must  utilize  the

Search  Console  fully.  Search  Console  provides

several features to fix indexing issues. 

Check indexing status

First,  you  need  to  check  your  indexing  status  using

Search  Console.  Click  Pages  under  the  indexing
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section  on  the  left  sidebar.  Search  Console  explains

" Why pages aren't indexed". 

There  are  several  issues  that  might  be  raised  here, 

such as:

Page with redirect

Excluded by 'noindex' tag

Alternate page with proper canonical tag

Blocked by robots.txt

Crawled - currently not indexed

Not found (404)

Discovered - currently not indexed

When  you  click  one  of  the  issues,  you  can  see  how

many URLs are facing the same issue. 

[image: Image 109]

[image: Image 110]

Search Console Messages and

Validate Fix

When  Search  Console  detects  issues,  it  sends  a

message  to  you  through  Gmail  and  on  its  platform. 

You can check the history of messages by clicking the

alert icon on the top left. 
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Open  one  of  the  messages  and  click  the  Open

indexing report button. You'll then be able to access

the issue report page explained above. 

When  you  solve  the  issue,  you  need  to  press  the

[VALIDATE  FIX]  button  on  each  issue  page.  Google

will start to validate whether the problem is fixed. 

URL inspection and request

indexing
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Even though no issue is detected, your pages may not

be indexed if they are relatively new. Usually, it takes

a  few  weeks  for  new  pages  to  be  indexed.  This  is

because  Google  crawlers  have  a  crawling  budget

(how  many  pages  Google  can  crawl  for  each  website

daily). It takes time for the crawlers to crawl all pages

on your website. 

You  can  also  make  requests  through  the  Search

Console  to  ensure  crawlers  crawl  your  pages.  In  the

URL Inspection box, type the page URL. 

Search  Console  provides  detailed  information  on  the

page indexing status. If the page needs to be indexed, 

press the REQUEST INDEXING link. 

Indexing  requests  also  have  a  quota  for  each  day.  If

you  have  many  pages  to  request  indexing,  you  need

to do it on different days. 

Conclusion of Chapter 11

Mastering  technical  SEO  is  essential  for  enhancing

your  website's  visibility  and  ensuring  that  your

content  is  accessible  to  search  engines.  This  chapter

has provided you with essential strategies and tools to

ensure  your  web  pages  are  indexed  correctly  and

efficiently,  addressing  any  indexing  issues  you  may

encounter along the way. 

Key Strategies for Effective

Indexing:

1. Implementing a sitemap.xml: Create and submit

a sitemap.xml to enhance search engine indexing. It

guides crawlers to important pages on your site, 

ensuring comprehensive content discovery. 

2. Managing the noindex Tag: Employ the noindex

tag to exclude pages that should remain private or

are not intended for search results, thereby

improving the quality and relevance of indexed

content. 

3. Configuring robots.txt Properly: Ensure your

robots.txt file is properly configured to direct search

engine crawlers effectively. It should permit access

to essential pages and restrict areas that do not

contribute to your search engine visibility. 

4. Applying Canonical Tags: Use canonical tags to

address duplicate content issues by identifying the

primary version of a URL. This helps consolidate

ranking signals and prevent confusion among similar

pages. 

5. Effective Redirection Management: Manage

redirections meticulously, especially permanent

ones, to maintain SEO value and prevent traffic loss

when transitioning from old pages to new ones. 

6. Utilzing Google Search Console: The Search

Console allows you to submit pages for indexing and

track the success of these submissions. Utilize this

tool to monitor indexing status, identify and fix

indexing issues, and optimize the visibility of your

pages

By implementing these technical SEO techniques, you

ensure that your site is correctly indexed and stands a

better chance of ranking well in search engine results. 

This improves your site's discoverability and enhances

user engagement by ensuring that your audience can

find  the  relevant  and  high-quality  content  they  are

searching for. 

Chapter 12

Technical SEO:

Implementing Schema

Markup for Enhanced

Discovery

As  people  increasingly  rely  on  search  engines  to  find

information, websites need to present their content in

a way that search engines understand. You may have

heard  of  schema  but  need  to  learn  what  schema  is

in SEO. The formal name is schema markup, which

gives  additional  meanings  to  text  data  like  HTML.  By

adding schema markup to your web page, SERPs may

show  rich  results  that  can  attract  search  engine

users to visit your page. 

Using  schema  markup  requires  correct  technical

understanding.  In  this  chapter,  we'll  explore  how  to

implement schema markup step by step. 

1. What Are Schema Markup, Structured

Data and Rich Results in SEO? 

2. How To Implement Basic Schema Markups

with Useful Tools

1. Frequently Used Schema Markups
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What  Are  Schema  Markup, 

Structured  Data,  and  Rich

Results in SEO? 

Standard  web  pages  are  already  designed  to

communicate with search engines effectively through

HTML  (HyperText  Markup  Language).  For  example, 

 Headings  (the  <h1>  to  <h6>  tags)  define  the heading hierarchy and clarify the essential topics on a

page. The <header>, <nav>, <main>, and <footer> 

tags  are  used  for  standard  sections  with   layout

 semantics. Additionally,  text-level semantics tags like

<em>,  <strong>,  and  <code>  provide  semantic

meaning of words and phrases rather than just visual

styling. 

Utilizing  schema  markup  allows  websites  to  label

pages  and  enrich  key  details  semantically,  giving

search  engines  deeper  insights  beyond  basic  HTML. 

Through  machine-readable  identifiers  and  attributes, 

schema  provides  standard  semantics  for  clearly

denoting what types of content pages contain. 

Why Schema is Important

With  the  massive  amount  of  information  online, 

search  engines  face  the  challenges  of  accurately

organizing  and  presenting  search  results.  Schema

helps  address  this  by  allowing  websites  to

semantically  label  their  content  in  a  way  that

search bots can easily understand. 

As  the  website's  content  stays  the  same,  schema

markup  may  not  have  a  direct  impact  on  search

rankings,  but  it  helps  search  engines  interpret  the

pages'  intent  and  subject  more  accurately  to

determine their relevance to users' intent. 

How Schema is Used

Schema  provides  websites  with  a  standard  way  to

denote  the  type  of  information  their  pages  contain. 

For example, labeling a blog post as an " Article" tells bots  it  is  written  content,  not  an  " About"  page. 

Categorizing  products  ensures  they  surface  for

shopping searches as Rich Results. 

Schema Markup, Structured Data, 

and Rich Results

The  concepts  Schema  Markup,  Structured  Data, 

and  Rich  Results  are  the  three  sides  of  the  same

triangle.  They  are  interconnected  and  work  together

to give results in a specific direction, which aids SEO. 

Let's  go  deeper  into  these  three  concepts  to

understand them better. 

Schema Markup

Schema  markup  is  a  language  used  to  describe

webpages  in  a  way  that  machines,  such  as  search

engines, understand. The language involves selecting

each  page's  most  appropriate  schema  type  (such  as

Article  or  Product)  and  tagging  important  attributes

through  structured  data.  Common  elements  tagged

include  the  name,  description,  images,  and  other

metadata. 

Structured Data

Structured data is intertwined with schema and refers

to the exact data marked and tagged by the schema

language.  The  data  comprises  coded  semantic  tags

and  attributes  that  schema  markup  embeds  within

web  pages.  By  applying  schema  annotations  to

organize  and  define  the  available  data,  websites  can

share  structured  key  details  about  their  content  in  a

way that search engines and other online services can

understand. 

Rich Results

Rich  results,  on  the  other  hand,  are  visual

depictions that search engines display based on the

data  structured  by  schema  for  your  web  pages. 

Search  engines  use  structured  data  to  present  your content  in  visually  accurate  depictions  that  match

search intent. Some examples of visual depictions are

knowledge  panels  highlighting  key  details  about

entities,  interactive  product  carousels  pulling  prices

and  images  directly  into  results,  or  thumbnail

previews for videos that don't require clicking. 
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How 

To 

Implement 

Basic

Schema  Markups  with  Useful

Tools

While  schema  markup  may  sound  complex,  you  can

do some straightforward things to get started and see

the benefits. 

Basic Schema Markups

In  this  section,  we'll  cover  the  three  commonly  used

schemas  to  provide  basic  information  about  your

website  to  search  engines:  Website  Schema, 

Organization  Schema,  and  Breadcrumb  Schema. 
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Applying  these  foundational  schemas  is  a  painless

way  to  provide  more  context  without  reworking  your

site architecture. 

Website Schema

Website schema provides a simple way to give search

engines metadata about your overall site, like the site

name, description, and URL. This helps ensure your

pages are correctly connected to your domain. Adding

website  schema  takes  pasting  a  simple  code  on  your

homepage to let bots know what site they're indexing. 

Example of Website Structured Data

{

"@context": "https://schema.org", "@type": "WebSite", 

"name": "Learning", 

"url": "https://www.learning.com/", "description": "A brief description of the website", }

Example of Website Schema Markup Results on SERPs

For  more  details,  refer  to  this  Google  Search  Central

documentation  -   Provide  a  site  name  to  Google

 Search. 

Organization Schema

Organization  schema  allows  you  to  annotate  pages

associated with a particular organization, such as your

business.  Details  like  business  name,  logo,  and

founding  year  help  search  engines  understand  what

your  site  is  about  at  a  high-level  glance.  Adding

organization tags is simple whether you have a single-

person  operation  or  a  huge  company.  Just  paste  the

standard  fields  into  your  HTML  code.  Bots  will

immediately  identify  your  pages  as  belonging  to  an

established brand. 

Example of Organization Structured Data

{

"@context": "https://schema.org", "@type": "Organization", 

"name": "Example Company", 

"url": "https://www.example.com", "logo":

"https://www.example.com/logo.png", "contactPoint": {

"@type": "ContactPoint", 

"telephone": "+1-123-456-7890", "contactType": "customer service" 

}, 

"address": {

"@type": "PostalAddress", 

"streetAddress": "123 Main St", "addressLocality": "Anytown", 

"addressRegion": "CA", 

"postalCode": "12345", 

"addressCountry": "USA" 

}

}

When  this  schema  is  implemented  correctly,  search

engines  may  present  the  business  name,  logo,  and

other  details  in  an  enriched  format,  such  as  a

knowledge panel. 
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Example  of  The  Rich  Result  of  Organization  Schema

Markup 

For  more  details,  refer  to  this  Google  Search  Central

documentation -  Organization Structured data. 

Breadcrumb Schema

Breadcrumb  schemas  provide  navigation  context  by

signaling  the  hierarchy  of  your  internal  site  pages. 

While  websites  traditionally  implement  breadcrumb

navigation  using  basic  HTML  tags,  breadcrumb

schema offers a standardized way for search engines

to recognize and display a site's breadcrumb trails as

rich results. 

The key difference between HTML-based breadcrumbs

and  breadcrumb  schema  is  that  HTML  breadcrumbs

primarily  serve  as  visual  tools  within  websites.  In

contrast, 

the 

breadcrumb 

schema 

expands

discoverability  by  replicating  structured  breadcrumb data search-wide. 

Example of BreadcrumbList Structured Data

{

"@context": "https://schema.org", "@type": "BreadcrumbList", 

"itemListElement": [

{

"@type": "ListItem", 

"position": 1, 

"name": "Home", 

"item": "https://www.example.com" 

}, 

{

"@type": "ListItem", 

"position": 2, 

"name": "Category", 

"item": "https://www.example.com/category" 

}, 

{

"@type": "ListItem", 

"position": 3, 

"name": "Subcategory", 

"item": "https://www.example.com/category/subcategory" 

}, 

{

"@type": "ListItem", 

"position": 4, 

"name": "Current Page", 
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"item": "https://www.example.com/category/subcategory/page" 

}

]

}

By adding breadcrumb schema to pages, websites can

see  their  intra-page  navigation  paths  displayed  in

search results. For example, Google sometimes shows

breadcrumb  snippets  that  outline  a  page's  entire

directory  structure  in  a  tidy  text  format.  This  gives

users  immediate  visibility  of  a  page  in  a  site's

information architecture. 

Example of The Rich Result of Breadcrumb Schema Markup

For  more  details,  refer  to  this  Google  Search  Central

documentation  -   Breadcrumb  (BreadcrumbList)

 structured data. 

Schema Markup Tools and

References

Now  that  the  fundamentals  of  Schema  have  been

covered,  it's  important  to  discuss  the  resources

available  for  efficiently  implementing  schemas  and

testing their implementation. While manual coding of

Schema  markup  works  for  simple  sites,  it  scales
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poorly as content grows. Fortunately, there are helpful

tools  that  make  adding  schemas  across  sites  much

more manageable. 

Schema.org

As  the  central  hub  containing  all  entities,  properties, 

and  datatypes  maintained  via  an  open  community

process,  Schema.org is the definitive structured data vocabulary reference. 

Schema.org  has  become  the  preeminent  industry

standard  for  annotating  webpages  with  structured

data  through  organizing  the  extensive  vocabulary

developed collaboratively by Google, Microsoft, Yahoo, 

and Yandex. Now over 10 million websites implement

Schema.org's entity types and property schemas. 

Schema.org's  in-depth  pages  provide  the  specifics

needed,  such  as  required  property  implementations

and variations by encoding. 

Schema Markup Validator Tool
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The  Schema Markup Validator is a freely available online  tool  provided  by  Schema.org  to  validate

structured  data  implementations.  Users  can  paste  or

enter  a  webpage  URL  for  the  validator  to  parse  the

schema  markup  for  conformance  with  Schema.org

specifications.  It  quickly  identifies  errors,  missing

types  or  properties,  and  invalid  values  and  provides

feedback to simplify debugging schema code. 

Structured Data Markup Helper

(Google)

Google's  free  online   Structured  Data  Markup

 Helper streamlines the process of annotating content

by  autogenerating  valid  schema  code.  Users  can  use

an intuitive interface to describe webpage details like

article  title,  author,  and  publication  date  with  simple

parameters.  Developers  can  copy  the  pre-validated

structured  data,  for  example,  in  the  JSON-LD  format, 

and  paste  it  directly  into  the  site  code.  This  tool

eliminates tedious hand-coding errors. 
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Merkle Schema Markup Generator

The   Merkle  Schema  Markup  Generator  can  also create  schema  markup  for  various  needs.  Based  on

parameter  inputs,  the  generator  populates  reusable

JSON-LD 

snippets. 

Advanced 

features 

include

exporting custom snippets for bulk template insertion

sitewide.  The  generator's  built-in  validation  prevents

syntax issues that could impact rich results or browser

compatibility. 
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Rich Results Test (Google)

Google's  free  and  openly  accessible   Rich  Results

 Test serves as a quality assurance tool for schemas. It

comprehensively  analyzes  embedded  structured  data

by pasting sample or live page URLs. Developers gain

insights  into  any  syntax  errors  or  missing  properties. 

Its  specific  error  solutions  can  save  time  spent

debugging issues manually. 
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Frequently 

Used 

Schema

Markups

So  far,  we've  covered  the  basic  schemas,  but  many

other  schema  types  exist.  Here,  we'll  explain

frequently  used  schema  markups,  including  Article, 

Product, Course, and Video schema. 

Article Schema

With  Article  schema  added  to  news  or  blog  articles, 

the  publisher's  articles  can  be  presented  directly  on

search  results  pages  in  enriched  formats  like

knowledge panels or article previews. For example, in

a  prominently  displayed  box,  Google  may  show  the

publication date, headline, and leading summary from

an  article  schema  implementation.  Below  is  the

example code. 

Example of Article Structured Data

{

"@context": "https://schema.org", "@type": "Article", 

"mainEntityOfPage": {

"@type": "WebPage", 

"@id": "https://www.example.com/article" 

}, 

"headline": "Example Article Headline", "image":

"https://www.example.com/images/article.jpg", "datePublished":

"2024-03-01T08:00:00-07:00", "dateModified": "2024-03-01T09:30:00-07:00", "author": {

"@type": "Person", 

"name": "John Doe" 

}, 

"publisher": {

"@type": "Organization", "name": "Example Publisher", "logo": {

"@type": "ImageObject", "url":

"https://www.example.com/logo.png" 

}

}, 

"description": "This is a brief description of the example article content." 

}

If the page with the schema is featured on SERPs, you

may see rich results like shown below. 

Example of the Rich Result of the Article Schema Markup

[image: Image 126]

For  more  details,  refer  to  this  Google  Search  Central

documentation  -   Article  (Article,  NewsArticle, 

 BlogPosting) structured data. 

Product Schema

Adding  Product  schema  to  e-commerce  pages  can

display  product  information  in  enhanced  formats  like

knowledge  panels  or  rich  previews  directly  on  SERPs. 

For  example,  Google  may  pull  data  from  Product

schema to render the product name, photo, and price

directly in search results. 

Example of Product Structured Data

{

"@context": "https://schema.org", "@type": "Product", 

"name": "Example Product", "image": [

"https://www.example.com/images/product1.jpg", 

"https://www.example.com/images/product2.jpg" 

], 

"description": "This is a brief description of the example product.", 

"brand": {

"@type": "Brand", 
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"name": "Example Brand" 

}, 

"offers": {

"@type": "Offer", 

"priceCurrency": "USD", "price": "100.00", 

"availability": "https://schema.org/InStock" 

}

}

If the page with the schema is featured on SERPs, you

may see rich results like shown below. 

Example of the Rich Result of the Product Schema Markup

For  more  details,  refer  to  this  Google  Search  Central

documentation  -   Product  (Product,  Review,  Offer)

 structured data. 

Course Schema

By  adding  Course  schema  to  course  pages  on

educational  websites,  the  course  information  can  be

presented  in  enriched  formats,  such  as  knowledge

panels or info cards, directly in search result pages. 
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Example of Course and CourseInstance Structured Data

{

"@context": "https://schema.org", "@type": "Course", 

"name": "Introduction to Python Programming", "description": "This course provides an introduction to Python programming language, 

covering basic syntax, data structures, and control flow.", "provider": {

"@type": "Organization", "name": "Example Academy" 

}, 

"courseCode": "CS101", "hasCourseInstance": {

"@type": "CourseInstance", "name": "Spring 2024", "startDate":

"2024-03-01", "endDate": "2024-06-01" 

}, 

"numberOfCredits": {

"@type": "QuantitativeValue", "value": "3" 

}, 

"educationalCredentialAwarded": "Certificate of Completion", 

"coursePrerequisites": {

"@type": "EducationalOccupationalCredential", "name": "None" 

}, 

"courseMode": "online", "courseWorkload": "3-5 hours per week", 

"courseLanguage": "English", "courseSubject": "Computer Science" 

}

If the page with the schema is featured on SERPs, you

may see rich results like shown below. 

Example of the Rich Result of the Course Info Schema Markup

For  more  details,  refer  to  this  Google  Search  Central

documentation  -   Course  info  (Course  and

 CourseInstance) structured data. 

Video Schema

With  Video  schema  added  to  website  video  pages, 

videos can be presented in enhanced formats, such as

embedded  players  or  info  snippets,  directly  in  search

results. 

Example of Video Structured Data

{

"@context": "https://schema.org", "@type": "VideoObject", "name":

"How to Make a Paper Airplane", "description": "Step-by-step instructions on how to fold a paper airplane.", "thumbnailUrl":

"https://example.com/thumbnail.jpg", "uploadDate": "2024-03-01T08:00:00Z", "duration": "PT2M30S", "contentUrl":

"https://example.com/video.mp4", "embedUrl":

"https://example.com/embedded-video", "interactionCount": "2345" 

}

If the page with the schema is featured on SERPs, you

may see rich results like shown below. 

Example of the Rich Result of the Video Schema Markup
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For  more  details,  refer  to  this  Google  Search  Central

documentation 

- 

 Video 

 (VideoObject, 

 Clip, 

 BroadcastEvent) structured data. 

Conclusion of Chapter 12

Schema 

markup 

enhances 

the 

visibility 

and

comprehension  of  your  content  for  search  engines.  By

incorporating  structured  data,  you  facilitate  a  deeper

understanding  of  your  content  by  search  engines,  which

can significantly improve its presentation in search results. 

Key Insights:

1. Understanding Schema Markup, Structured Data, and

Rich Results:

Schema Markup: Provides a means to define web conten

explicitly, enabling search engines to grasp the context an

semantic meaning beyond what HTML alone can offer. 

Structured Data: Refers to the specifics formatted using

schema markup, aiding search engines in accurately

categorizing and indexing content. 

Rich Results: These enhanced search results use

structured data to present more dynamic and informative

content directly on the search engine results pages

(SERPs). 

2. Types of Schema Markup and Their Benefits:

Website Schema: Enhances your site's metadata for

better recognition by search engines. 

Organization Schema: Provides essential organizationa

details that may appear in knowledge panels. 

Breadcrumb Schema: Improves site navigation visibility

in search results, enhancing user experience. 

Article Schema: Enhances the display of articles in

searches by detailing authorship and publication dates. 

Product Schema: Essential for e-commerce sites to deta product information for rich results that include price and

availability. 

3. Useful Tools for Implementing Schema Markup:

Google's Structured Data Markup Helper:Helps

generate structured data markup for your web pages. 

Schema Markup Validator (formerly Google's Structure

Data Testing Tool): Validates the structured data to ensure

it is correctly implemented and error-free. 

Merkle's Schema Markup Generator: Creates custom

schema markup codes, particularly useful for those needi

to generate numerous markups quickly. 

Rich Results Test by Google: Tests web pages to see

which rich results can be generated by the structured dat

they contain, helping to visualize the potential search

display. 

Implementing  a  schema  markup  may  seem  daunting  at

first.  You  should  start  with  basic  ones  like  website, 

organization,  and  breadcrumbs  schemas.  Over  time, 

expanding  schemas  to  other  content  areas  can  further

boost discoverability and user experience. 

Chapter 13

Technical SEO:

Optimizing Website

Performance and Page

Experience

Enhancing  your  website's  performance  directly

impacts the page experience, a crucial SEO ranking

factor.  This  chapter  explores  how  to  improve  website

performance,  with  emphasis  on  Core  Web  Vitals  —

one of the key metrics for assessing page experience. 

Addressing  Core  Web  Vitals  is  also  key  to  improving

user  metrics,  such  as  lowering  bounce  rates  by

avoiding  losing  users  during  page  loading  and

increasing average user engagement time through

better user experience. 

As page experience gains prominence in SEO criteria, 

mastering  these  optimization  techniques  becomes

vital  for  boosting  your  site's  search  engine  rankings

and user satisfaction. 

In  this  chapter,  we'll  explore  how  to  improve  website performance and page experience. 

What Are Website Performance and Page

Experience? 

How To Improve Website Performance? 
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What  Are  Website  Performance

and Page Experience? 

Page  Experience  refers  to  a  set  of  signals  that  Google

uses  to  measure  how  users  perceive  the  experience  of

interacting  with  a  web  page  beyond  its  pure  information

value. 

Google  Search  Central,  the  Google  official  document, 

describes  page  experience  in  four  aspects:  Core  Web

Vitals,  Mobile  Friendliness,  Security,  and  Intrusive

Interstitials and Dialogs. 

Core Web Vitals:

As  explained  earlier  in  "  Technical  SEO  Audit, ", Google introduced  Core  Web  Vitals  as  a  set  of  specific  factors  to

determine  a  webpage's  overall  user  experience  from  the

speed  and  UI  stability  point  of  view.  Core  Web  Vitals

include:

Largest Contentful Paint (LCP):

LCP measures loading performance, the time it takes

for the largest content element visible in the viewport to

load and render fully on the page. 

This could be an image, video, or a block of text. LCP is

important for understanding user experience, as it

indicates how long a user waits to see the main content

of a page. 

A good LCP score is 2.5 seconds or faster. 

[image: Image 131]

For more details, refer to this article by web.dev –  Largest

 Contentful Paint (LCP). 

Interaction to Next Paint (INP):

INP is a newly developed metric that replaced First Input

Delay (FID) as one of the Core Web Vitals on March 12, 

2024. 

INP measures interactivity, the responsiveness of a web

page, by quantifying the delay between user interactions

(such as clicks, taps, or key presses) and the visual

response or feedback from the page. 
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Unlike metrics focusing solely on load performance, INP

captures the user's experience of a site's interactivity and

responsiveness throughout their visit. 

It aims to identify the worst-case latency of critical user

interactions, providing insights into the site's perceived

speed and fluidity. 

A good INP score is 200 milliseconds or faster. 

For  more  details,  refer  to  this  article  by  web.dev  –

 Interaction to Next Paint (INP). 

Cumulative Layout Shift (CLS):

CLS measures a website's visual stability by quantifying

how much content shifts on the screen during the loading

phase. 

These shifts can occur when elements on the page load

asynchronously or when elements are dynamically added
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to the page, causing unexpected movement of content

that the user was viewing or interacting with. 

A good CLS score is 0.1 or less. 

For  more  details,  refer  to  this  article  by  web.dev  –

 Cumulative Layout Shift (CLS). 

Note: First Input Delay (FID):

First Input Delay (FID) measures interactivity. It was one o

the Core Web Vitals until it was replaced by Interaction to

Next Paint (INP). 

FID measures the time from when a user first interacts with

page (i.e., when they click on a link, tap on a button, etc.) to

when the browser can actually begin processing event

handlers in response to that interaction. 

A good FID score is 100 milliseconds or faster. 
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First Input Delay (FID) only accounts for the first interaction

while INP covers all page interactions. FID also only measur

the first interaction's input delay. It doesn't have time to run

event handlers or the delay in presenting the next frame. 

For  more  details,  refer  to  this  article  by  web.dev  –   First

 Input Delay (FID). 

Mobile Friendliness

Mobile-friendliness  includes  responsive  design  (where

the site layout adjusts to fit the screen size), fast loading

times, accessible  menus  and  buttons,  and  readable

text without zooming. 

Creating  a  mobile-friendly  site  is  essential  as  Google

emphasizes 

mobile-first 

indexing 

– 

Google

predominantly uses the mobile version of a site's content, 

crawled  with  the  smartphone  agent,  for  indexing  and

ranking. 

Responsive design is one of the most critical techniques

for  building  a  mobile-friendly  website.  It  adjusts  the
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website  design  to  any  screen  size,  ensuring  optimal

viewing across devices. It uses flexible layouts and CSS

media  queries  to  adapt  to  the  user's  device,  improving

accessibility  and  user  experience.  This  approach

eliminates  the  need  for  device-specific  designs,  making

websites universally usable. 

For  more  details,  refer  to  this  Google  Search  Central

documentation –  Mobile site and mobile-first indexing

 best practices. 

Security

Security directly affects user trust and safety when visiting

a  website.  Search  engines  prioritize  secure  websites  in

their  rankings  to  provide  users  with  safe  browsing

experiences. 

HTTPS

Websites secured with HTTPS (Hypertext Transfer Protocol

Secure)  encrypt  data  transmitted  between  the  user  and

the  server,  protecting  against  eavesdropping,  tampering, 

and man-in-the-middle attacks. 
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Google has confirmed HTTPS as a ranking signal, meaning

secure  websites  may  rank  higher  than  their  non-secure

counterparts. 

To  use  HTTPS,  you  need  to  set  up  SSL  (Secure  Sockets Layers). To understand how to setup SSL, you can refer to

our  SSL Setup guide. 

Safe Browsing

Websites  should  be  free  from  malware,  phishing,  and

deceptive content. Search engines penalize sites that may

potentially  compromise  user  safety,  by  removing  them

from search results or marking them as unsafe. 
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Intrusive Interstitials and Dialogs

Intrusive  interstitials  and  dialogs  refer  to  pop-ups, 

overlays,  and  modal  dialogs  that  significantly  hinder  or

obstruct the view of the main content on a webpage. 

With  limited  screen  space,  these  elements  can  be

particularly disruptive on mobile devices. 

They  include  advertisements,  subscription  forms,  and

prompts that cover the content or require user action to be

dismissed. 

Google  and  other  search  engines  may  penalize  websites

using  intrusive  interstitials,  especially  if  they  appear

before  accessing  the  main  content,  as  they  negatively

impact  the  user  experience  and  accessibility  of  the

website. 

For  more  details,  refer  to  this  Google  Search  Central

documentation  –   Avoid  intrusive  interstitials  and

 dialogs. 
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How 

To 

Improve 

Website

Performance? 

Website  performance  or  page  performance  is

often  measured  by  Core  Web  Vitals,  a  critical  part  of

page experience. 

The  starting  point  for  improving  website  and  page

performance  is  site  or  page  auditing,  as  explained  in

Technical SEO Audit

PageSpeed 

Insights, 

Lighthouse, 

or 

other

technical SEO audit tools provide detailed instructions

to improve performance. 

Generally,  you  can  improve  page  and  site

performance  by  following  the  instructions  from  the

high-impact recommendations. 

Based  on  several  sources,  below  we  listed  some

common areas that frequently require improvement. 

Image Optimization

Image file size optimization

Images  often  account  for  most  of  a  web  page's

downloadable  bytes.  Optimizing  image  file  sizes

through  compression  can  drastically  reduce  the

amount  of  data  transferred  while  maintaining  visual

quality. 

PNG and JPEG are frequently used image file formats, 

however,  you  have  a  better  option  now,  which  is

WEBP. 

WEBP is a modern image format developed by Google

for the web, offering superior compression for lossless

and  lossy  images.  It  achieves  smaller  file  sizes  than

JPEG  and  PNG  formats  do,  supporting  transparency

and  animation.  This  efficiency  enhances  web  speeds, 

reduces  bandwidth  usage,  and  improves  user

experience. 

WEBP  is  now  more  widely  used  and  supported  by

most browsers except Internet Explorer. 

To  understand  WEBP  better,  refer  to  this  article  by

web.dev  –   Use  lazy  loading  to  improve  loading

 speed. 
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Lazy and eager loading (Managing

Above the Fold)

Lazy  loading  defers  the  loading  of  non-critical

resources at page load time. Instead, these resources

are loaded at the moment they are needed (typically

when they enter the viewport). 

This  can  significantly  improve  loading  times, 

especially  for  pages  with  many  images.  Conversely, 

eager  loading  ensures  that  essential, above-the-

fold  content  is  loaded  immediately,  which  is  crucial

for maintaining a good user experience. 

To understand lazy loading better, refer to this article

by  web.dev  —   Use  lazy  loading  to  improve

 loading speed. 

Responsive Images

Responsive  images  are  a  web  design  technique  that

serves different image files to users based on the size

and resolution of their device's screen. 
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To understand responsive images better, you can refer

to the following articles. 

 Google image SEO best practices

 Responsive images

Image width and height

Specifying  the  width  and  height  of  images  in  your

HTML  or  CSS  helps  maintain  your  page  layout  as

images load, preventing unexpected layout shifts. 

This  practice  contributes  to  a  smoother,  more  stable

visual experience for your users. 

Code minimization

There  are  two  approaches  to  code  minimization  –

removing unused code and minifying code. 

Removing unused CSS and

JavaScript

Over  time,  websites  accumulate  code  that  may  no

longer be used, leading to unnecessary bloat. 

You can reduce file sizes and improve loading times by

auditing  your  website's  resources  and  stripping  away

unused CSS and JavaScript. 

To  understand  this  better,  you  can  refer  to  the

following articles. 

 Remove unused CSS

 Remove unused JavaScript

Minifying CSS and JavaScript

Minification is a process that removes all unnecessary

characters  from  source  code  (such  as  whitespace, 

comments, and new line characters) without affecting

the functionality. 

This  process  can  substantially  reduce  file  sizes, 

leading to faster page load times. 

To  understand  this  better,  you  can  refer  to  the

following articles. 

 Minify CSS

 Minify JavaScript
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Cache and Network Optimization

Server Caching

Server  caching  stores  copies  of  rendered  web  pages

on  the  server,  allowing  for  quick  retrieval  on

subsequent requests. 

Implementing  server-side  caching  mechanisms  can

dramatically decrease load time for repeat visitors by

dynamically bypassing the need to generate pages for

each request. 

Browser Caching

By  leveraging  browser  caching,  you  can  instruct

visitors'  browsers  to  store  certain  parts  of  your

website locally. 

This  reduces  load  time  for  repeat  visitors  as  the

browser can load stored versions of resources instead

of  fetching  them  from  the  server  again.  Properly
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configuring  your  website's  cache-control  headers  is

essential for effective browser caching. 

CDN (Content Delivery Network)

A CDN distributes your website's static assets across a

network  of  servers  worldwide,  allowing  users  to

download content from the server closest to them. 

This  significantly  reduces  latency  and  improves  site

speed.  Integrating  a  CDN  is  particularly  beneficial  for

websites  with  a  global  audience,  as  it  ensures  all

users  have  a  fast-loading  experience  regardless  of

their geographical location. 

Font Optimization

Removing unused fonts

Loading fonts can extend the entire web page loading

time.  You  should  evaluate  your  use  of  web  fonts  and

remove any that aren't necessary, focusing on using a

minimal  set  of  font  styles  and  weights  to  reduce

loading overhead. 

Optimizing font delivery

Optimizing font delivery can minimize render-blocking

behavior and speed up text visibility. 

Techniques include using font-display: swap to ensure text

remains visible during font loading, subsetting fonts to

include  only  the  characters  used  on  your  site,  and

serving fonts from a CDN for faster delivery. 

Others

Server spec or hosting service

upgrade

As  your  website  grows,  so  do  its  resource

requirements.  Upgrading  your  server  hardware  or

switching  to  a  more  robust  hosting  solution  can

provide  the  additional  processing  power  and

bandwidth  needed  to  improve  site  performance. 

Consider  cloud  hosting  options  for  scalability  and

flexibility. 

Reduce redirections

Each  redirection  introduces  additional  HTTP  request-response  cycles,  delaying  the  delivery  of  content. 

Minimizing  redirections  (such  as  301s  and  302s)  can

shave off precious milliseconds from your load time. 

Remove unnecessary plugins

Plugins  extend  the  functionality  of  your  website  but

can also slow it down. Audit your plugins regularly and

deactivate or delete any that are not essential to your

site's operation. This not only speeds up your site but

also reduces security vulnerabilities. 

AMP (Accelerated Mobile Pages)

AMP  (Accelerated  Mobile  Pages)  is  an  open-source

initiative aiming to make the web better for all. 

By  creating  lightweight  versions  of  web  pages  that

load instantly on mobile devices, AMP can improve the

mobile browsing experience. 

However, the landscape around web performance and

development  best  practices  has  evolved,  leading  to

mixed sentiments regarding AMP. 

Conclusion of Chapter 13

This chapter has highlighted the crucial role of optimizing

website performance to enhance both user experience and

SEO rankings. Core Web Vitals have been identified as key

metrics  for  assessing  page  experience,  which  is

increasingly pivotal in search engine evaluations. 

Key Insights:

1. According to Google's guidelines, there are several

dimensions to measure website performance and page

experience:

Core Web Vitals, such as Largest Contentful Paint (LCP), 

Interaction to Next Paint (INP), and Cumulative Layout Shi

(CLS), serve as fundamental indicators of a website's

health in terms of speed and user interaction. These

metrics are instrumental in evaluating how quickly and

smoothly users can access and interact with content, 

affecting their overall experience and satisfaction. 

Mobile Friendliness is another critical factor, especially

given Google's shift to mobile-first indexing. A responsive

design not only caters to users across all devices but also

aligns with Google's standards for a seamless mobile

experience, thereby supporting better SEO outcomes. 

Security measures like HTTPS and safe browsing protoco

protect users' data and build trust, making security a key

component of a site's attractiveness to both users and

search engines. 

Intrusive Interstitials and Dialogs, such as pop-ups an

overlays that block main content, should be minimized to

improve user experience, particularly on mobile devices

with limited screen space. Such elements can significantly

disrupt user engagement and are discouraged by search

engines like Google, which may penalize sites using them

2. Improving website performance requires several efforts, suc

as:

Image Optimization

Code Minimization

Cache and Network Optimization including CDN

Font Optimization

Infrastructure Improvements

Understanding  key  elements  of  website  performance  and

mastering  the  optimization  techniques  are  crucial  for

elevating  your  site's  search  engine  rankings  and

enhancing user satisfaction. The effective implementation

of  these  strategies  will  not  only  improve  your  website's

performance but also provide a more engaging and secure

environment for your visitors. 

Chapter 14

Off-Page SEO: Building

Backlinks to Boost

Website Authority and

Traffic

Utilizing  backlinking  smartly  can  make  a  massive

difference  to  your  website's  search  engine  ranking. 

But  first,  it  is  essential  to  know  what  backlinks  are

and how to build backlinks. 

Backlinks help websites to be more discoverable. The

more backlinks your website has, the more chances it

has  to  be  found.  Backlinks  also  help  search  engines

determine  the  quality  of  your  website  and  then  use

this  information  in  the  ranking  results.  With  valuable

backlinks, you may get your website ranked higher by

search engines for relevant search queries. 

In  this  chapter,  we'll  give  you  essential  knowledge

about backlinks. 

1. Why Are High-Quality Backlinks

Important? 

2. Building Effective Backlinks: Enhancing

Your Website's Authority and Traffic
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Why  Are  High-Quality  Backlinks

Important? 

High-quality backlinks are a critical factor in this equation. 

But  why  are  they  so  important,  and  how  can  they

transform  your  SEO  strategy?  In  this  chapter,  we  explore

the integral role of backlinks in search engine optimization, 

detailing  their  types,  benefits,  and  best  practices  for

acquiring them. 

What Are Backlinks and How Do They

Work

A backlink is a link created on another website that directs

to your page. These links are also called inbound links or

incoming  links.  Backlinks  are  extremely  important  for SEO as they provide two key benefits:

Benefits of Backlinks

1. Improved search engine ranking: Having quality

backlinks for your website offers various advantages for

SEO. As more websites have links that land on your

website, you get more votes that tell search engines

about your credibility and usefulness. This increases your

website's Domain Authority and Page Authority, 

resulting in a higher ranking in Google and other search

engines. Ultimately, the higher page rankings give you

better organic traffic. 

2. Bringing in referral traffic: Backlinks act as a virtual

gateway leading users to your website from another

website. As soon as the visitors click on a backlink, they

are directed to the landing page on your website. Thus, 

you get more and more referral traffic from the linking

site. It can help you generate more leads and higher

engagement. 

So the next big question is – are all the backlinks worth it? 

To  get  this  question  answered,  let's  first  understand  the

different types of backlinks. 

Types of backlinks

There  are  two  types  of  backlinks:  Natural  and  Manual

backlinks.  Here  is  some  brief  information  about  each  one

of them:

Natural Backlinks: Natural backlinks are created and

placed by websites without the linked website's owner

asking for them. These links can be a part of the

website's editorial content, social media content, 

comments, forum discussions, or a mention. It is a

backlink you earned due to the relevance of your content. 

For instance, a nutrition expert writes a blog on healthy

recipes and includes a link to a website that sells health

supplements online. This is voluntary backlinking that

comes as a recommendation and is highly valuable. 

Editorial inks are a type of natural backlinks based on a

similar concept. These links are explicitly included in the

editorial content created by independent publishers, 

journalists, or bloggers. When editors find relevant

content, they create the link due to the quality and value

of the content. Editorial backlinks are placed in articles, 

blogs, and news sections on the other website. For

instance, a journalist writes an article about an interview

with a leader and includes a link to the leader's blog or

website for readers to learn more about his insights. 

Manual Backlinks: Requesting social media influencers, 

bloggers, online directories, and other relevant website

owners to review your services or products and post a

backlink to their website is manual backlink creation. 

Guest blogging, social media promotion, participating in

interviews on other websites within your industry, broken

link building, resource page link building, and reaching

out to local business directories are a few ways to do it. 

For instance, a cosmetics company's marketing team

reaches out to relevant bloggers and requests them to

review their product or service, offering free samples. 

In addition to incoming links, there are other types of links

called  internal  links,  which  are  links  placed  within  the

same  website  for  its  different  pages.  These  let  users

navigate the website effortlessly and discover its different

sections. 

High-quality vs. low-quality backlinks

A few critical factors make a backlink good or bad. A good

backlink  comes  from  a  trusted  source  relevant  to  your

website or industry. Good links are organic and voluntarily created  by  third  parties  because  of  the  interest  of  their

audience and the genuineness of your product or services. 

There  is  no  exchange  of  money  involved.  These  high-

quality links with unique anchor text should direct the user

to  a  trusted  destination,  not  an  unexpected  URL,  and  will

not  normally  be  hidden  by  search  engine  crawlers  in  any

way. 

On  the  other  hand,  the  creation  of  low-quality  backlinks

includes an exchange of money and other perks. Spammy

websites  and  large-scale  paid  link  schemes  may  be

involved.  These  are  guilty  of  over-using  keywords  and

trying to manipulate search engines. 

Key factors as high-quality backlinks:

1. Authoritativeness: Backlinks from authoritative

websites are considered good links. Links from high-

ranked web pages with many followers bring more

visitors than the weaker ones. High quality backlinks are

more effective at earning link equity or link juice for your

website. 

2. Relevance: If the website is related to what you do, 

there are higher chances that it will bring more related

traffic to your website. For instance, a website that posts

technology news is more likely to bring valuable traffic to

your gadgets-selling web pages than a website that sells

baby products. 

3. Natural backlinks: Backlinks earned through valuable

content appear natural and are more favored by search

engines than manually created ones. 

Link Juice
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"Link  juice"  is  a  term  used  in  Search  Engine  Optimization (SEO) to describe the value or equity passed from one site

or page to another through hyperlinks. Essentially, it refers

to  the  power  or  authority  that  a  link  can  transfer  to

another webpage regarding ranking ability. 

Search  engines  like  Google  consider  links  as  votes  of

confidence  or  endorsements  between  websites.  When  a

webpage  links  to  another  site,  it  shares  some  of  its  own

site's authority with the linked site. This shared authority, 

or link juice, can help improve the linked site's ranking on

search engine results pages (SERPs). 

Note: DoFollow and NoFollow

DoFollow  and  NoFollow  links  are  HTML  attributes  that

instruct search engines to pass or not pass the link juice to

the  linked  website.  DoFollow  links  contribute  to  the

visibility  and  ranking  of  a  website,  while  NoFollow  links

indicate sponsored or paid links that are not followed by a

search engine. DoFollow links allow link juice to flow freely

from  one  page  to  another,  contributing  to  higher  SEO
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rankings, while NoFollow links result in not passing any link

juice.  By  creating  high-quality  content  and  building

relationships  in  your  niche,  more  DoFollow  links  can  be

achieved. 

Regarding  HTML  coding,  you  don't  need  to  add  any

specific attribute to the anchor tag. By default, all links are

considered DoFollow. 

Example of DoFolllow Anchor Tag

<a href="https://www.example.com">Link</a> 

To  make  a  NoFollow  link,  add  the  rel="nofollow"  attribute  to the  <a>  tag.  This  instructs  search  engines  that  the

hyperlink  should  not  influence  the  ranking  of  the  link's

target in the search engine's index. 

Example of NoFolllow Anchor Tag

<a href="https://www.example.com" rel="nofollow">Link</a> 
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Building  Effective  Backlinks:

Enhancing 

Your 

Website's

Authority and Traffic

Backlinks  serve  as  pivotal  endorsements  for  your

website,  influencing  its  authority  and  rankings  in

search  engine  results.  A  robust  backlink  profile  can

catapult  your  online  presence,  drawing  more  organic

traffic  and  increasing  visibility.  This  comprehensive

guide  explores  several  strategic  techniques  for

cultivating  valuable  backlinks,  which  is  vital  for

enhancing  your  website's  search  engine  optimization

(SEO). 

The Four Key Approaches to Earn

Backlinks

You  can  earn  backlinks  that  will  positively  influence

your  website's  ranking  in  many  ways.  Some  of  them

are discussed below:

1. Leveraging Business Directories

for Enhanced Visibility

Business  directories  play  a  crucial  role  in  local  SEO

and  can  significantly  boost  your  site's  credibility.  By

listing  your  website  in  relevant  directories,  you  not

only increase visibility but also attract targeted traffic. 

For effective directory submissions:

Select Reputable Directories: Choose well-

established directories with a good reputation and

high traffic. 

Complete Profiles: Ensure your business profile is

comprehensive, including accurate contact details, a

description of services, and a link to your website. 

Regular Updates: Keep your directory information

up-to-date to maintain relevance and accuracy. 

Participating  in  community  blogs  and  forums  can

further amplify your visibility. Engage actively by:

Posting Valuable Comments: Contribute

meaningful insights that add value to discussions, 

incorporating your website link when relevant. 

Creating Shareable Content: Generate articles or

reports based on original research or compelling

statistics to encourage backlinks and citations. 

2. Guest Blogging: Expanding Your

Audience

Guest  blogging  is  an  effective  way  to  reach  new

demographics  and  secure  backlinks  from  reputable

sources. To maximize the benefits of guest blogging:

Identify Target Blogs: Research blogs that share

your target audience and have a strong editorial

standard. 

Craft Quality Content: Develop unique, 

informative content that offers something valuable

to the host blog's audience. 

Include Contextual Links: Embed links within the

body of the content where they appear natural and

provide additional value to readers. 

3. Broken Link Building: Turning

Losses into Opportunities

Broken  link  building  is  a  method  where  you  help

website owners fix dead links by replacing them with

functional links to relevant content on your site. Steps

to effective broken link building include:

Use Tools to Identify Broken Links: Tools like

SEMrush or Ahrefs can help you find broken links on

websites within your niche. 

Reach Out to Webmasters: Contact them with a

polite, constructive message offering your link as an

alternative. 

Provide Value: Ensure the replacement link adds

value to the host site's content. 
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4. Creating and Promoting

Competitive Content and

Infographics

Content  that  informs  or  entertains  is  more  likely  to

garner links. 

To leverage content for backlinks:

Understand Your Audience: Analyze what type of

content your audience engages with the most. 

Create Compelling Infographics: Develop

infographics that simplify complex data, making it

easily sharable. 

Promote Actively: Share your content on social

media, in relevant online communities, and with

influencers who may benefit from it. 

Link Building Do's and Don'ts

Before  you  start  link  building  for  your  website, 

learning about a few do's and don'ts in link building is

crucial.  The  most  important  of  them  are  discussed

below:

Things you should do for link-

building (Do's)

1. Create valuable and informative content –

Create and post relevant content on your website

that you think will be valuable and informative for

your audience. 

2. Connect with relevant websites in your niche –

Look for websites related to your niche or industry. 

Try to contact them to get organic backlinks for your

website. 

3. Establish connections with influencers – Socially

admired figures like influencers or bloggers may help

you spread the word about your website. Try to

establish relationships with these individuals for

natural link-building opportunities. 

4. Use anchor text smartly – Include diverse anchor

text in your content using different phrases with the

same relevance. Anchor text should look natural and

easy to interpret. 

5. Monitor the backlinks regularly – Keep an eye on

whether backlinks to your website are working

correctly and if there are no spammy or low-quality

links. And if there are, take appropriate action to

eliminate them. 

Things you should avoid for

backlink-building (Don'ts)

1. Rely on buying links – Organically earned links

work way better for search engine ranking than

purchased links. Furthermore, search engines can

impose penalties for guideline violations if they

encounter purchased links ( Link Spam). 

2. Use mass backlinking services – Mass

backlinking services are yet another guideline

violation. Link farms and low-quality websites offer

these services, but these should be avoided at all

costs. 

3. Over-optimize anchor text – Using the same

anchor text all over the content or over-filling

keywords makes a case of keyword stuffing, which

should be avoided. 

4. Ignore the link quality – Make sure all your links

are working correctly and coming from reputed

websites, not spammy ones. The latter won't stay

around for a prolonged time and instead will likely

harm your website ranking. 

Conclusion of Chapter 14

In this chapter, we've laid out the critical role of backlinks

in  bolstering  your  website's  search  engine  rankings  and

authority.  A  well-crafted  backlink  profile  is  essential  as  it

focuses  not  just  on  link  quantity  but  on  the  quality  and

relevance  of  each  link  and  allows  to  achieve  the  best

results for your SEO. 

Key Insights:

1. High-Quality Backlinks: High-quality backlinks from

reputable sources enhance your site's credibility and

trustworthiness, significantly improving visibility and search

engine evaluations. 

2. Strategic Backlink Acquisition: Effective strategies for

acquiring valuable backlinks include guest blogging and

active participation in relevant online communities. Each

technique must align with your broader SEO objectives to b

effective. 

3. Avoiding Pitfalls: Avoiding common backlink-building erro

such as engaging in paid link schemes or acquiring links fro

dubious sources is crucial. These practices can lead to searc

engine penalties and negatively affect your site's ranking. 

4. Backlink Management: The development of backlinks

demands continuous management and assessment. Keepin

track of your backlink profile is essential for optimizing your

SEO strategy and ensuring its effectiveness. 

As  you  advance  your  backlink  strategy,  remember  the

importance  of  consistency  and  focus  on  quality.  Regularly

engage  in  effective  practices  that  align  with  your  SEO

goals.  Use  analytical  tools  to  monitor  your  progress  and

adapt  your  strategy  based  on  what  the  data  shows. 

Maintaining  a  diligent  approach  can  strengthen  your

website's  authority  and  improve  its  position  in  search

engine rankings. 

Chapter 15

Off-Page SEO:

Leveraging Social

Media for SEO and

Online Presence

In  the  rapidly  evolving  digital  landscape,  the

intersection  of  SEO  and  Social  Media  Marketing

emerges  as  a  pivotal  arena  for  amplifying  online

presence  and  engagement.  This  fusion  enhances

visibility and cultivates an environment where organic

search performance can flourish. 

Social  Signals  are  frequently  used  to  gauge  social

media  activities.  Social  Signals  represent  a  brand's

various  interactions  and  engagements  across  social

media  platforms,  shedding  light  on  its  popularity  and

relevance in the digital realm. 

Understanding  what  Social  Signals  are  and  how  they

influence  SEO  strategies  is  essential  for  marketers

aiming  to  leverage  social  media's  full  potential.  By

integrating  these  insights,  businesses  can  craft  a

cohesive  digital  strategy  that  effectively  boosts  their search  engine  rankings  while  fostering  meaningful

connections with their audience. 

In  this  chapter,  we'll  explore  intersections  of  social

media marketing and SEO. 

1. Social Signals and Social Media Marketing

2. Leveraging Social Media for Both On-Page

and Off-Page SEO
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Social 

Signals 

and 

Social

Media Marketing

What Are Social Signals? 

Social  signals  are  the  collective  shares,  likes,  and

overall  social  media  visibility  as  perceived  by  search

engines.  These  activities  contribute  to  a  page's

organic  search  ranking  and  are  considered  evidence

of  higher-quality  content  by  search  engines. 

Essentially, social signals include:

Likes and reactions on Facebook, Instagram, and

similar platforms. 

Shares and retweets on platforms like Facebook, X

(Twitter), and LinkedIn. 

Comments on social media posts indicating

engagement. 

Followers and subscriptions indicate the

popularity or credibility of a website or social media

profile. 

Mentions on social media, even without a direct link

to your content. 

Use of social media bookmarks like Pinterest or

Reddit. 

The  theory  is  that  the  more  a  piece  of  content  is

shared  or  liked,  the  more  valuable  it  must  be,  and

thus,  the  higher  it  should  rank  in  search  engine

results. However, the exact impact of social signals on

search  engine  rankings  is  a  subject  of  much  debate

among SEO professionals. Search engines like Google

state that social signals are not a direct ranking factor

but acknowledge that sharing high-quality content on

social media can lead to increased online visibility and

traffic, which indirectly could influence rankings. 

What Is Social Media Marketing? 

Social  media  marketing  (SMM)  is  a  form  of  digital

marketing  that  utilizes  social  media  platforms  to

promote  a  product,  service,  or  brand  to  a  broad

audience. 

It  involves  creating  and  sharing  content  on  social

media  networks  to  achieve  marketing  and  branding

goals. This content can include posts, videos, images, 

and ads designed to engage with the target audience, 

increase  brand  visibility,  drive  website  traffic,  and, 

ultimately,  boost  sales  or  conversions.  Social  media

marketing encompasses various activities, such as:

1. Content Creation: Developing relevant and

engaging content tailored to the platform and

audience, such as posts, stories, images, videos, and

infographics. 

2. Content Curation: Sharing valuable content from

other sources relevant to your audience alongside

original content. 

3. Social Media Advertising: Using paid advertising

options offered by social media platforms to reach a

larger or more specific audience beyond organic

reach. 

4. Engagement: Interacting with followers through

comments, messages, and social media posts to

build a community and foster relationships. 

5. Analytics and Monitoring: Tracking the

performance of social media activities using

analytics tools provided by the platforms or third-

party applications. This includes monitoring

engagement rates, reach, website traffic generated

from social media, and conversion rates. 

6. Influencer Marketing: Partnering with influencers

(individuals with a large and engaged following on

social media) to reach a broader audience. 

Social media marketing requires a strategic approach

that  aligns  with  the  overall  marketing  goals  of  an

organization.  It's  essential  to  choose  the  right

platforms  (e.g.,  Facebook,  Instagram,  X  (Twitter), 

LinkedIn,  Pinterest,  TikTok)  based  on  where  a  brand's

target  audience  spends  their  time  and  tailor  the marketing  strategy  to  each  platform's  unique

environment  and  user  expectations.  Effective  social

media  marketing  can  help  brands  build  their  online

presence,  engage  customers,  and  improve  their

bottom line. 

Integrating Social Signals into

Social Media Marketing

Integrating  social  signals  into  your  social  media

marketing  strategy  can  significantly  enhance  the

effectiveness  of  your  efforts.  By  understanding  which

types  of  interactions  are  most  valued  by  your

audience,  you  can  tailor  your  content  to  encourage

these engagements. High engagement rates not only

improve your social media presence but can also lead

to  higher  traffic  levels  and,  potentially,  better  search

engine  visibility  due  to  the  increased  sharing  and

visibility of your content. 

Moreover, monitoring these social signals can provide

insights  into  consumer  behavior  and  preferences, 

informing  future  marketing  strategies  and  content

creation.  This  makes  social  signals  an  invaluable

component  of  any  comprehensive  digital  marketing

strategy,  linking  social  media  efforts  directly  to  SEO

outcomes. 

By bridging the gap between social media interactions

and  search  engine  optimization,  marketers  can

leverage the full spectrum of digital marketing tools to

build  a  stronger,  more  visible,  and  more  engaging

brand  online.  In  the  next  section,  we'll  elaborate  on how to leverage social media for SEO. 
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Leveraging  Social  Media  for

Both  On-Page  and  Off-Page

SEO

There  are  two  sides  to  SEO  and  Social  Media

Marketing  management  activities.  One  is  On-Page

activities  where  you  optimize  your  website  for  Social

Media  Marketing.  The  other  is  Off-Page  activities, 

which 

are 

Social 

Media 

Marketing 

activities

themselves. 

On-Page Activities (Optimize

Website for Social Media

Marketing)

In the digital age, where social media's impact on SEO

is  undeniable,  optimizing  your  website  for  social

media  marketing  becomes  crucial.  This  strategy

enhances  your  site's  engagement  rates  and

significantly  boosts  your  brand's  online  visibility. 

Here's how to ensure your website is primed for social

media interaction:

Sharable Informative Content

Creating  content  that  provides  value  is  the

cornerstone  of  social  media  optimization.  Informative

and  engaging  content  encourages  users  to  share  it

within  their  networks,  amplifying  your  reach

organically.  Such  content  could  be  insightful  blog

posts,  compelling  infographics,  or  informative  videos

that address your audience's needs and interests. The

key  is  to  craft  content  that  resonates  with  your

audience, compelling them to engage and share. 

Easy-to-Share Features with OGP

Integrating Open Graph Protocol (OGP) tags into your

website's  HTML  is  key.  These  tags  control  how  URLs

are displayed when shared on social media platforms, 

including  the  title,  description,  and  image.  By

customizing  these  elements,  you  can  ensure  your

content  looks  appealing  and  captures  attention  when

shared, significantly increasing the likelihood of clicks

and further shares. 

Link to Own Social Media

You can make it effortless for visitors to find and follow your  social  media  profiles  by  incorporating  visible

links  or  buttons  on  your  website.  This  fosters  an

integrated 

experience 

across 

platforms 

and

encourages  ongoing  engagement  beyond  the  initial

website visit. For easy access, you can position these

links  prominently  on  your  homepage,  footer,  or

header. 

Encourage Engagement Directly

on Your Website

Implement  features  that  allow  users  to  interact  with

your  content  directly  on  your  site.  This  can  include

comment  sections,  forums,  or  live  chat  features. 

Engaging with your audience directly on your platform

can  increase  their  time  on  your  site,  positively

affecting your SEO rankings. 

Use Social Media Widgets

Embedding  social  media  feeds  or  widgets  on  your

website  can  keep  your  content  dynamic  and  fresh. 

Displaying  your  latest  tweets,  Instagram  photos,  or

Facebook  posts  can  make  your  website  more

engaging  and  provide  a  seamless  bridge  between

your  site  and  social  media  channels,  encouraging

more cross-platform interaction. 

Analyze and Adapt

Finally,  you  can  use  analytics  tools  to  track  the

performance  of  your  social  media  integration  efforts. 

Understanding  which  content  types  are  most  shared, 

which  social  media  buttons  are  clicked  most  often, and  how  social  media  traffic  impacts  your  site's

overall  performance  can  help  refine  your  strategy  for

even better results. 

By  focusing  on  these  on-page  activities,  you  can

optimize  your  website  for  social  media  marketing, 

creating  a  cohesive  and  interactive  online  presence

that drives engagement, boosts your SEO efforts, and, 

ultimately, enhances your brand's digital footprint. 

Off-Page SEO Activities (Social

Media Marketing)

In  digital  marketing,  Off-Page  SEO  is  crucial  in

enhancing  your  brand's  online  visibility  and

reputation. A significant component of Off-Page SEO is

Social  Media  Marketing,  which,  when  executed

correctly, can substantially boost your SEO outcomes. 

Here's  a  structured  approach  to  optimizing  your  off-

page SEO efforts through social media marketing:

1. Set Target Audience

The foundation of any effective social media strategy

involves identifying your target audience. This step is

paramount  and  should  precede  all  other  activities. 

Understanding  who  your  audience  is,  including  their

interests, behaviors, and demographics, allows you to

tailor  your  content  and  messages  to  meet  their

specific needs and preferences. 

2. Define Relevant Platforms

Once you have a clear picture of your target audience, 

the  next  step  is  to  select  the  social  media  platforms

where they are most active. Not all platforms cater to

the same audience, so investing your efforts in those

that  align  closely  with  your  target  demographic  is

crucial.  This  strategic  selection  ensures  that  your

social media efforts are focused and impactful. 

3. Manage Own Social Media

Effective  management  of  your  social  media  channels

involves  two  key  activities:  regular  content  updates

and  active  user  engagement.  Consistently  posting

relevant,  engaging,  and  high-quality  content  keeps

your  audience  interested  and  encourages  sharing, 

which  can  indirectly  boost  your  SEO.  Simultaneously, 

engaging  with  your  audience  through  comments, 

messages,  and  shares  fosters  a  sense  of  community

and loyalty, further amplifying your reach. 

4. Influencer Outreach

Collaborating with influencers who resonate with your

target  audience  can  dramatically  extend  your  reach

and credibility. Influencer outreach involves partnering

with social media personalities to promote your brand, 

products, or services. This can lead to increased brand

awareness,  higher  engagement  rates,  and  more

backlinks  to  your  website,  all  of  which  are  beneficial

for SEO. 

5. Leverage Marketing Agency

Partnering with a specialized marketing agency can be

a  game-changer  for  businesses  looking  to  amplify

their  off-page  SEO  efforts  through  social  media

marketing.  Marketing  agencies  bring  expertise, 

resources,  and  industry  insights  that  can  enhance

your  social  media  strategy,  content  creation,  and

influencer collaborations. This approach can save time

and  resources  while  maximizing  the  effectiveness  of

your social media marketing efforts. 

By  systematically  setting  your  target  audience, 

choosing  the  right  platforms,  actively  managing  your

social  media  presence,  engaging  in  influencer

outreach, and potentially leveraging the expertise of a

marketing agency, you can significantly improve your

off-page  SEO  results.  These  strategies  boost  your

online  visibility,  drive  traffic  to  your  website,  and

enhance  your  brand's  reputation  across  the  digital

landscape. 

Conclusion of Chapter 15

This chapter has highlighted the importance of integrating

SEO  and  social  media  marketing  to  maximize  your  online

visibility  and  engagement.  Understanding  and  leveraging

social  signals—such  as  likes,  shares,  and  comments—can

amplify your content's reach and influence its performance

in search engine rankings. 

Key Insights:

1. Social Signals: These are critical indicators of a brand's

engagement on social media platforms and can influence

SEO indirectly by enhancing content visibility and generatin

traffic. 

2. Strategic Social Media Marketing: Effective social media

marketing involves more than just content dissemination; it

requires engaging with the audience, using strategic

hashtags, and aligning with the algorithms of different

platforms to increase the reach and impact of your content. 

On-Page SEO: Social media integration on web pages

through social sharing buttons and embedded social med

content can enhance user engagement directly on the site

encouraging longer visits and interactions which are

favorable SEO signals. 

Off-Page SEO: Social media activities that extend beyon

the website, such as sharing content links that lead back 

the site and engaging with followers on social platforms, 

help build backlinks and online reputation, crucial for SEO

By  effectively  leveraging  social  media  for  both  on-page

and off-page SEO, marketers can foster a cohesive digital

strategy that not only enhances user engagement and site

traffic  but  also  significantly  boosts  their  overall  SEO

efforts.  The  upcoming  sections  will  further  explore

integrating  these  social  media  strategies  seamlessly  with

broader  digital  marketing  tactics  to  maximize  impact  on

search rankings and online presence. 

Afterword

As we wrap up this guide on advanced SEO, you now

have  the  tools  to  tackle  challenges  and  make  the

most  of  opportunities  in  website  optimization.  We've

covered  key  strategies  to  improve  search  rankings

and user experience, but SEO is a field that constantly

evolves.  Staying  updated  and  adapting  to  changes  is

crucial. 

One of the biggest shifts in SEO today is the rise of AI. 

From  content  generation  to  keyword  research  and

performance analysis, AI-powered tools are reshaping

how  SEO  strategies  are  developed  and  executed.  To

stay  ahead,  it’s  essential  to  continue  learning  and

explore  how  AI  can  enhance  your  SEO  efforts. 

Leveraging  AI  tools  can  help  you  work  more

efficiently,  uncover  new  insights,  and  optimize  your

strategies with data-driven precision. 

Apply  what  you've  learned,  refine  your  approach

based  on  results,  and  keep  up  with  best  practices. 

SEO  mastery  is  an  ongoing  journey,  and  staying

engaged  with  the  latest  trends—including  AI-driven

innovations—will help you stay ahead. 

With  these  insights,  move  forward  confidently  in

digital  marketing.  Your  efforts  in  applying  these

techniques, combined with AI-powered tools, will help

you  achieve  strong  search  rankings  and  create  a

better  experience  for  your  audience.  Wishing  you

continued success in the ever-changing world of SEO! 
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Your Voice Matters

Your  thoughts  can  help  improve  this  book  SEO

Tutorial for Beginners and make learning easier for

others. If you found this book helpful, we’d be grateful

if you could take a moment to share your review. 

If You Purchased from Amazon US

Leaving a review is quick and easy! You can scan the

QR code below: 

If  You  Purchased  from  Another  Amazon  Store

Amazon only allows reviews on the store where

you  bought  the  book,  but  leaving  a  review  is

still simple! 

1. Go to the Amazon website where you purchased the

book (for example, Amazon.ca for Canada, 

Amazon.de for Germany). 

2. Search for the book title or check your Orders page. 

3. Find the book and click “Write a Customer Review.” 

Even a short review helps more readers discover this

book. We truly appreciate your time and support! 

Warm regards, 

The D-Libro Team

Explore the D-Libro Book

Series

Continue  your  learning  journey  with  the  D-Libro

Book  Series—a  collection  of  step-by-step  guides

designed  for  beginners  and  aspiring  professionals

alike.  These  books  combine  visual  clarity  with

practical  insights  to  make  even  the  most  complex

topics approachable. 
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SEO with AI

 The  Complete  Guide  to  AI-Powered  SEO  –  From

 Beginners to Pro

Level up your SEO game with AI-driven insights, smart

tools, and clear strategies for real results. 

Find the book on Amazon
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HTML & CSS Visual Guide

 A  Step-by-Step  Manual  for  Complete  Beginners  with

 Interactive Coding Projects

Start  your  journey  into  web  development  with  this

beginner-friendly guide to mastering HTML and CSS. 

Find the book on Amazon

[image: Image 155]

[image: Image 156]

Learn JavaScript Coding with AI

 The Complete Guide to JavaScript Mastery. 

Learn  JavaScript  smarter  and  faster  with  AI-driven

insights,  interactive  examples,  and  visual  guides

designed for beginners. 

Find the book on Amazon
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Master HTML & CSS Coding with AI

 The Complete Guide to HTML & CSS Mastery. 

Start 

building 

modern 

websites 

with 

this

comprehensive, AI-powered learning experience. 

Find the book on Amazon
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Git & GitHub Visual Guide

 The  Hands-On  Manual  for  Complete  Beginners  to

 Master Version Control

Learn the essentials of Git and GitHub, including real-

world workflows to boost your coding projects. 

Find the book on Amazon
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Django Visual Guide

 The Complete Beginner’s Handbook to Mastering Web

 Development with Django

Take  your  web  development  skills  to  the  next  level

with this in-depth look at Django. 

Find the book on Amazon
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Linux Visual Guide

 Step-By-Step  Manual  for  Complete  Beginners  to

 Master the Linux OS

Unlock  the  power  of  Linux  with  this  beginner-friendly

guide to the operating system. 

Find the book on Amazon
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UI Design with Figma
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 From Beginner to Pro

Master UI/UX Design and Create Stunning Web & App

Designs  with  Step-by-Step  Guides  to  Wireframes, 

Mockups, and Prototypes. 

Find the book on Amazon

Each book in the D-Libro series is tailored to help you

master foundational skills in tech, step by step. 
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