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Overview of the 5 Items 

1) What is Search Engine Optimization (SEO)? 
2) Search Friendly Design and Development 
3) Keyword Research 
4) Growing Popularity and Links 
5) Myths and Misconceptions About Search Engines 

 



SEO Defined 

• The process of increasing the number of visitors to a 
Web site by achieving high rank in the search results of 
a search engine. 
 

• The higher a Web site ranks in the results of a search, 
the greater the chance that users will visit the site.  
 

• Most Internet users do not click past the first few 
pages. 



The Big 3 (aka GYM) 
  



Search Engine Market Share 
  

Note: If you are doing business in 
China, Baidu.com has the market 
share on search and in Russia it 
is Yandex.com 



1) Crawling 
2) Building an index 
3) Calculating relevancy & rankings 
4) Serving results – Search Engine 

Results Pages (SERPs) 

Search engines have 4 functions: 



• The World Wide Web can be compared to a big 
city subway.  
 

• The best way to navigate through this city 
subway filled with billions of documents is 
through LINKS. 

First Function: Crawling the Web 



 Search engines’ automated robots, 
called “crawlers,” or “spiders” can 
reach the many billions of pages.  

  

Crawling the Web (cont.) 



• What the search engines can access, that 
information is stored on massive hard drives 
in data centers in cities all over the world. 
 

• Essentially, indexing is stored data from the 
crawlers that is quick and easy to retrieve. 
 

Second Function: Indexing 



 Google provides what it perceives as 
the most relevant results. In most 
cases, answers to our questions. 

Third Function: Calc. Relevancy & Rankings 



Fourth Function: Calc. Relevancy and Ranking 

Presenter
Presentation Notes
Organic results are natural. The opposite of pay per click (PPC) advertisements. 



What Does This Mean to You? 

There are some things that the 
search engines have provided 
us to help improve rankings on 
SERPs. 

This leads to more traffic, 
potential sales, and an 
increase in a customer fan 
base.  



Info. From Google Webmaster Guidelines 
• Make pages for Users, and not for search 

engines. 
• Every page should be reachable from at least 

one static link. 
• Create a useful, information-rich site, and 

write pages that clearly and accurately 
describe your content. Make sure your <title> 
elements and ALT attributes are descriptive 
and accurate (more about this later). 

• Keep the links on a given page to a 
reasonable number (fewer than 100) 



Info. From Yahoo Webmaster Guidelines 
• The number of other sites linking to it. 
 
• The content of the pages. 

 
• The updates made to indicies. 

 
• The testing of new product versions 

 
• The discovery of additional sites 

 
• Changes to the search algorithm – and 

other factors 



Info. From Bing Webmaster Guidelines 
• In the visible page text, include words users might 

choose as a search query terms to find the 
information on your site. 
 

• Limit all pages to a reasonable size. We 
recommend one topic per page. An HTML page 
with no pictures should be under 150 KB. 
 

• Make sure that each page is accessible by at least 
on static text link. 
 

• Don’t put the text that you want indexed inside 
images. For example, if you want your company 
name or address to be indexed, make sure it is not 
displayed inside a company logo. (more about 
this later). 



The Basics of Search Friendly Design & 
Development 

Despite changes in crawling technology, the below is virtually 
invisible to search engine spiders: 
 
• Images 

 
• Flash files 

 
• Java applets 

 
• And other non-text content 

 
 



The Basics of Search Friendly Design & 
Development (Cont.) 

Solution: 
 
• Images in gif, jpg, or png format can be assigned “alt attributes” in 

HTML, providing search engines a text description of the visual 
content. 
 

• Flash or Java plug-in contained content can be repeated in text 
on the page. Keep in mind that Flash will not display on an 
iPhone or iPad. 
 

• Video & audio content should have an accompanying transcript if 
the words and phrases used are meant to be indexed by the 
engines.  



(Cont.) 

Example of an 
image “alt 
attribute” on my 
website. You can 
view the source 
code of a web page 
by “Right-clicking, 
View Page Source” 



(Cont.) 
 
• Also, on that note make sure your filenames are not image1, 

image2, image3. In the previous slide the filename was El-
Dorado-Seal.png. Or, El-Dorado-County.png. Experiment. 
 
 
 



The Basics of Search Friendly Design & 
Development (Cont.) 

On-Page Optimization: 
 
• Title Tag – Element of the page that is meant to be accurate 

and concise description of a page’s content. 
 

• At least 3x keywords in the body of the web page. 
 

• At least one keyword in bold. 
 
• Search engines display title tags in their results along with 

another less important on-page factor, the meta description 
tag. Meta description tag does NOT get used by the 
engines for rankings. 



The Basics of Search Friendly Design & 
Development (Cont.) 



(Cont.) 



The Basics of Search Friendly Design & 
Development (Cont.) 

On-Page Optimization: 
 
• Title Tags make for terrific low-hanging fruit for SEO Optimization. 

 
• 70 Characters is the maximum amount that will display in the 

search results 
 

• Place important keywords close to the front based on field testing 
 

• Leverage branding in the title tag. Example tag from SEOMoz.org 
Website: <title> SEO Resources | Find SEO Tips, Guides, Tools & 
More at SEOmoz </title> 
 

• Example: <meta name="description" content="Interested in SEO? 
Check out the SEOmoz resources to get great SEO tips, guides, 
tools and other information to learn all about search engine 
optimization." /> (LIMIT 160 characters) 



Cont. 
On-Page Optimization Regarding URLs: 
 
• Keep in mind that the uniform resource locator (URL) has great value, and it appears 

in multiple locations. 
 

• URLs display in search results 
 

• URLs make an appearance in the web browser’s address bar. This does not have an 
impact on search engines, but it may impact user experience. 
 

• Creating shorter URLs is better. Easy to remember, easy to copy and paste, and will 
be fully visible in search results. 
 

• Use descriptives such as www.comicbooks/batman vs www.comicbooks/item123 
 
• Use hyphens to separate words in a URL. Example: www.comicbooks/batman-robin 

http://www.comicbooks/batman
http://www.comicbooks/item123
http://www.comicbooks/batman-robin


Cont. 

On-Page Optimization Regarding Duplicate Content: 
 
• Avoid Duplicate content. Just like a human, if Google evaluates a 

web page as duplicate content it will skip the page and not index it 
for search. 



Keyword Research 

 
• Keyword Definition: a word that a search engine user might use to 

find a relevant web page(s). 
 

• Keyword research is one of the most important, valuable, and high 
return activities in the search marketing field. 
 

• It is important to learn your market’s keyword demand, plus 
understand more about how your customers search as a whole. 

 
• If your site is selling shoes, and your keywords say “fancy foot 

wear” then it is a good chance that there will be little traffic to your 
site. 
 



Keyword Research 

• Popular search terms such 
as “used car” consist of only 
30% of overall searches. 
 

• The majority of keyword 
searches (70%) are the 
“long tail searches.” These 
are the three or four 
keyword phrases. 
 

• 1/5 of all Google search 
queries per month have 
never been searched 
before.   



Example Keyword Report 



Growing Popularity & Links 
Intro: 
 
• The more important the site is, the more links from that 

site matter to the search engines. 
 

• Search engines also use a measurement for trust since 
an estimated 60% of the web’s pages are spam. Earning 
links from highly trusted domains give that site trust. 
 

• Growing the link profile of a website is critical in gaining 
traction, and traffic from the engines. 

 
 

 



Growing Popularity & Links 

2 Samples of Link Building Strategies: 
 
• Get your customers to link to you. It is similar to having 

a customer sport your companies bumper sticker 
 

• Build a company blog with fresh, unique, entertaining 
information. This is one of the few items recommended 
by Google. Can earn listings and links from other blogs. 

 



Growing Popularity & Links 
Anchor Text: 
 
• Make sure your anchor text (hyperlinks) are NOT “Click Here” 

or “Here.” Instead, write anchor text that is relevant to the 
content. Check out our selection of Used Cars. The hyperlink 
is usedcars.com 
 

• If you type Click Here in Google search. The search engine 
results pages shows a company called “click here” first and 
then Adobe. Adobe has Click Here to download their product 
all over the web. 

 
 

http://www.usedcars.com/


Growing Popularity & Links 
Create your Social Media Presence: 
 
YouTube (owned by Google) 
Create interesting videos about your products. Drive traffic back to 
your website. 
 
Facebook (Microsoft has a stake) 
Choose the right name for your Facebook Business Fan page. Pick 
the best URL for your account. Choose a URL/Username that is your 
business name. 
 
LinkedIn 
Create a company profile for users to view. Drive traffic back to your 
website. 
 
Twitter 
People tweeting links from your site helps with SEO. The more 
important those people are on Twitter the better it will be.  



Growing Popularity & Links 
Yelp.com (consumer review site) 
Claim your business on Yelp.com. In some cases people 
don’t conduct typical web searches anymore. It’s done on 
smart phone via the Yelp app.  
 
Ninety-four million Americans are online everyday, and 
64 percent use the Internet as their primary way to 
search for local businesses.  
 
A good reason to get listed on these consumer/business 
connection sites just to name a few. 
 
Local.com 
 
Merchantcircle.com 
 
Google, Yahoo, and Bing Business Listings 



Myths and Misconceptions About Search Engines 

• Search Engine Submission: Since 2001 search 
submission is not required, and is virtually useless. 
Search engines will discover your site naturally. 
 

• Meta Keywords Tag: This used to be important, but 
quickly was spammed to death. 
 

• Keyword Stuffing: Stuffing a web page will not work. Use 
keywords intelligently.  

 



Myths and Misconceptions About Search Engines 

• Paid Search Helps Bolster Organic Results: Increasing 
the Paid For Click (PPC) advertising just does not 
increase organic search results. 
 

• Keep in mind that search engines spend a lot of time and 
money preventing spam in search results. They know 
users hate spam. Avoid black hat techniques. Your site 
will get penalized or even banned. 
 

• With a little time and effort white hat techniques are far 
more attractive. 
 

 



Final Note: 

June 8th workshop will focus on: 
 

• Google Analytics 
 

• Search Engine Tools and Services 
 

• Measuring and Tracking Success 
 

• Putting together an SEO Plan 
 

 



Resources to Broaden Your SEO Knowledge 
Beginner’s Guide to SEO: http://www.seomoz.org/beginners-guide-to-seo 
 
The Beginner's Guide to Search Engine Optimization (SEO) is an in depth 
tutorial on how search engines work that covers the fundamental strategies that 
make websites search engine friendly.  
 
A Complete Glossary of Essential SEO Jargon:  
http://www.seomoz.org/blog/smwc-and-other-essential-seo-jargon 
 
 
Search Engine Optimization 15 Minute Introductory Video: 
http://www.seomoz.org/learn-seo/ 
 
 
Internet Marketing Strategy: Conversation Marketing 
http://www.conversationmarketing.com/ 
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Resources to Broaden Your SEO Knowledge 
Books: 
 
The Art of SEO 
Comprehensive guide to SEO.  
 
SEO Warrior 
Another great book on SEO. 
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