SEARCH ENGINE OPTIMIZATION MARKETING

It is hard to remember a time when the internet was not populated with millions upon millions of
websites of every type and description. Still, before August 6th, 1991, there were no websites at all.
In fact, it was World Wide Web creator, Tim Berners Lee, who launched the very first webpage. The
purpose of his page was to explain the World Wide Web project and give information on how to
create websites and webpages, as well as how to search the web for information. That first webpage
had no images and looked like the most uninspiring of Word documents.

Fast forward to the mid-1990s, when website design took off, and a whole new industry arrived
along with a stable of new ‘browsers’ that did not always display website content as intended. In
these early days, it was not easy to find the right page when looking for something. Internet search
was initially based upon the words on the page, so many pages were designed with words repeated
incessantly to catch the attention of search engines. Google changed the search landscape when it
developed its algorithm for identifying websites that truly offered value. Since then, both Google and
digital marketers have developed better ways to design and deliver great internet search.

Many search engine optimization techniques begin with keywords and alt tags on images, but truly
effective SEO digs into what makes webpages and websites great. Now, optimization means ensuring
that all users, including ones who need accessibility supports, can find what they want, explore it
fully, and want to return to the website again and again. On-page optimization also addresses the
diverse devices and contexts for internet usage now, from phones and tablets, to internet-connected
devices such as watches and smart speakers. Off-site connections now influence search; from guest
blogging and social media posts, to listings and backlinks, search algorithms evaluate website quality
in terms of both how people arrive to a website and what the user experience is like. Those algorithms
are always changing and improving - ever chasing the best experience. In these times of changing
technology and trends, digital marketers must design pages that serve website users, business goals,
and search engine algorithms.

It is with this reality in mind that this textbook has been written.

Note: All trademarked brands referenced in this text are the property of their respective owners.
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SEARCH ENGINE OPTIMIZATION MARKETING

Every day, millions of people use search engines to find products and information. For businesses,
this huge volume of activity represents an exciting opportunity. If a business could get itself on the
right search engine results pages, then each visitor to that results page could turn into a lead, or
even a sale. But how do businesses get their websites to show up on the first page of search results?
This is where search engine optimization comes in. By optimizing a website’s content and structure,
businesses can increase their visibility and attract more potential customers to their sites. This
chapter will explore the basics of SEO, including how search engines work, key ranking factors, and
best practices for optimizing a website.

@ Discussion Questions

What are some common search engines, and what do they do?

What things do you see on a search engine results page?
What do you think affects where webpages show up on search engine results pages?

How much do you think search engines control or influence the results they show?

L e S e

In your opinion, what type(s) of internet users should search engines primarily serve:
businesses, non-profit organizations, government, education, individuals, or social media?
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WHAT IS SEQ?

ith billions of pages on the internet, search engines are meant to help people find the webpages

that provide the information they are looking for. Although search engines work hard to find
that information quickly and accurately, search engine optimization, or SEO, is a system of designing
websites that accurately tell search engines what information can be found on the sites in order for
pages to rank higher on search engines and boost traffic to optimized pages. SEO always strives for
two-fold results:

1. Get webpages to rank high on search engines

2. Boost traffic to pages from users that convert, or engage with the web page

In thisway, SEO helps search engines give better results—helping people find the information they
want—while helping website owners document how users interact with their websites.

For example, if an environmental company regularly blogs about the different types of soils that
affect its environmental planning, it will likely show up in searches on ‘soil types.” However, this
company’s services likely are not relevant to high school and university students needing to learn
about soil types for an assignment. Good SEO should help filter informative and authoritative sites
like North American Soil or Soil Science Society of America to the top of the search results and
businesses that sell soil or gardening services lower down.

Digital marketers, website owners, and anyone in website design employ techniques to try and
get to the top of any search engine results page (SERP). After all, being at the top of the SERP means
webpages get noticed and people visit them. Whether the webpage is designed primarily to inform,
such as Wikipedia, or focuses mostly on making sales, such as Amazon, good SEO practices help
people find the right sites easily.
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SEARCH ENGINE OPTIMIZATION MARKETING

Some people unfamiliar with SEO practices mistakenly believe SEO is just about having good
keywords in websites. Keywords are the individual words and phrases that people enter into search
engines to find what they are looking for. Certainly, having keywords that match people’s search
words and phrases is important, but there is so much more to search engine optimization. Getting
Google, Bing, Yahoo, and other search engines to find a webpage and put it at the top of their lists is
based on more than just matching keywords. After all, search engines are looking primarily to help
internet users find the information they need. That means those search engines want to recommend
websites that are easy to use, authoritative, reliable, and relevant to the searcher’s life. For example,
when someone in Portland enters ‘best coffee shops’ into Google, they want to find a list of websites
that are for coffee shops and not coffee wholesale suppliers, in Portland rather than in Seattle, and
have great reviews from people who have tried the coffee. It takes more than just keywords to give
that kind of information. The user is not interested in finding out which coffee producer received
the ‘best coffee’ award in 2015 from the Specialty Coffee Association of America. Therefore, SEO
professionals that take the time to use and follow quality SEO practices are rewarded; Google and
other search engines want the best website content to rank first on the SERPs.
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Chapter #1: SEO Fundamentals

@ ACTIVITY: SEARCH ENGINE AUDIT

1. CGive at least two examples of what query you might make in a search engine to find the right
website for each of the following situations:

a. You want to find a gym near you.

b. You want to find a workout routine that is easy for first-time gym-goers.
c. You want to learn how to build a home gym.

d. You want to buy some workout equipment for your home gym.

2. Then, use a search engine, and try out your queries. How effective were they? Did they all
return the information you wanted?

3. Examine the top result for each query. What characteristics do the top results for each query
have? What do you think lead the search engine to return this result first?

4. You may have noticed that some queries return more ads than others. How do you think
search engines determine which queries to serve ads to? How do you think search engines
determine the intention behind your query?
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"THE EVOLUTION OF INTERNET SEARCH

he first half of the 20th century, fueled mostly by the two World Wars, saw an incredible expansion

inresearch and information. At that time, the world was mostly print-based, meaning all the data
was printed and put on shelves. Back in 1945, one forward-thinking researcher, then the Director of
the U.S. Office of Scientific Research and Development, recognized that information stuck in books
on shelves was useless if people did not know about it and how to find the information they wanted.
Libraries could not keep up with all the research and results, and there was no clear way to group all
the information in a way that made it easily accessible. Dr. Vannevar Bush wrote a ground-breaking
paper that highlighted the danger of losing all the valuable information amongst the millions of pages
of books. He argued that the sheer quantity of research papers, journals, books, and other publications
had clearly outgrown humankind’s ability to easily find the information contained in them.

At its core, internet search is about organizing information in a way that makes it easy for people
to find the information they want. As if in response to Bush'’s dire plea to find an efficient way to
organize information, modern internet search delivers humanity’s wealth of information in an easy-
to-use format. This access has changed the way the world works. For example, on remote islands in
the Philippines, education was limited to how many books could be brought in by boat. With internet
access, educational opportunities expanded exponentially, allowing teachers to access all types of
valuable classroom content with a few clicks. Internet search was not always that good, and the
first few years of trying to find information on webpages was like looking for a needle in a haystack.
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Chapter #1: SEO Fundamentals

Over the years, the evolution of internet searches has improved dramatically, and it continues
to change rapidly as technology and user trends change. Although the internet was born in the
1960s with networked computers, the first World Wide Web pages were not launched until the
early 1990s. Quickly, bookmarking and directory pages sprung up to help people navigate. In 1993,
several different forms of search engines took shape, including ones powered by humans as well as
ones with web crawler robots that searched websites and servers to find results and index them.
Yahoo was born in 1994, followed in 1996 by BackRub, which was renamed Google in 1997. The key
problem was with the inconsistent quality of information returned by these search engines. Up to
the late 1990s, all these search engines relied primarily on matching words from search queries to
website content, along with the number of links a website had. Therefore, the more times a word or
phrase appeared on a website, the higher it moved up the search engine results page. Additionally,
the more links a website could have to it, the higher up the results it ranked. Naturally, site owners
and designers quickly began keyword stuffing—continuously repeating keywords on webpages—to
improve rankings along with finding any possible way to convince other webpages to link to theirs.
Businesses saw the potential to attract clients and invested heavily in any techniques that would
improve their visibility in search results. The internet was quickly devolving from an organized
collection of usable information to a Wild West free-for-all of marketing and business promotion.

This problem of unfiltered search results was one of the main driving forces behind the creation of
Google, the world’s most popular search engine. Its founders wanted to provide quality searches to
users, and this mantra has guided Google’s search engine dominance from 2000 to present. Instead
of trying to serve the businesses that create websites, Google focuses on website users, helping them
find what they want rather than what businesses want them to find. Ultimately, Google is a business,
and it is in the business of attracting users who will continue using their search engine. Google has
identified that the best way to do this is to provide the best user experience. Most importantly, Google
began publishing its guidelines for search engine optimization in early 2000. Although it does not
make its algorithms and criteria fully public, it does make clear what will help webmasters improve,
and what will damage results ranking too. Generally, Google rewards sites with well-thought out
content, good site architecture, optimized website code, and strong on-page and off-page optimization,
including quality social, blog, and media links.
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SEARCH ENGINE OPTIMIZATION MARKETING

Google’'s Update History

Google’s algorithm is constantly evolving, and changes to the algorithm have a significant impact on
the way websites rank in search results. Understanding the history of Google’s algorithm changes is
crucial for staying ahead of the curve in SEO practices.

Google

Google was originally built around the PageRank algorithm created by Larry Page. The algorithm relied
heavily on the number of backlinks pointing to a website to determine its relevance and ranking in
search results. Because backlinks were considered one of the most important ranking factors on the
search engine, SEO practitioners focused on acquiring as many backlinks as possible, often through
tactics such as link-building and link-exchange.

The 1990s also saw the emergence of keyword optimization as a crucial aspect of SEO. Websites
were optimized for specific keywords in order to rank higher in search results for those keywords.

The 2000s

In 2003, Google introduced the Florida update, which was a major change to the algorithm that
greatly impacted the way websites ranked in search results. The update put a greater emphasis on the
quality of content and the user experience and reduced the importance of manipulative SEO tactics
such as keyword stuffing. The Florida update marked a shift towards a more user-focused approach
to ranking websites in search results. High-quality content and a positive user experience became
increasingly important for ranking well in search results. Internal linking and site structure also
became important factors in the ranking algorithm in the 2000s. A well-structured website with a
clear hierarchy of pages and relevant internal links was more likely to rank well in search results.

The 2010s

In 2011 and 2012, Google introduced two major updates to the algorithm: the Panda update and the
Penguin update. The Panda update targeted low-quality content, while the Penguin update targeted
manipulative SEO tactics such as link-spamming and keyword stuffing. The Panda and Penguin
updates greatly impacted the SEO landscape, as websites that relied on manipulative SEO tactics
saw significant drops in search rankings. Practicing ethical SEO became increasingly important for
ranking well in search results.

In the 2010s, local search also became an important aspect of the search algorithm, as more and
more users searched for businesses and services in their local area. As a result, local SEO, or optimizing
for local search results, became a crucial aspect of SEO practices.

Mujo Learning Systems Inc. © 2023 8



Chapter #1: SEO Fundamentals

In 2019, Google introduced the BERT update, which greatly impacted the way the algorithm
understands natural language. The update improved the algorithm's ability to understand context
and intent in searches and had a significant impact on the way websites rank for specific keywords
and phrases.

The 2020s

With the growing importance of mobile devices for accessing the internet, mobile optimization became
a crucial aspect of SEO practices in the 2020s. Websites that are mobile-friendly and optimized for
smaller screens were more likely to rank well in search results, especially for mobile searches. Voice
search has also emerged as an important aspect of the search algorithm in the 2020s, as more and
more users searched the internet using voice assistants such as Siri and Alexa. As a result, optimizing
for voice search, or voice SEO, became an important aspect of SEO practices.

Additional Search Engines

While Google may be the world’s most popular search engine right now, there are many other popular
search engines that SEO professionals must consider. All search engines drive users to websites, and
wise SEO professionals ensure the webpages are optimized for any search engine that the website’s
target customers may use. Beyond some of the most popular search engines, such as Bing and Yahoo,
there are other search engines serving billions of people worldwide. For example, a website owner
looking to do business in China should have his or her webpages optimized also for Baidu, China'’s
most popular search engine, which returns billions of search results every month! DuckDuckGo is a
search engine that offers features that are very appealing, making its popularity grow daily, and it is
now included in Safariand Firefox. For example, it offers a clean interface with few ads, but perhaps
most importantly it does not track users. In Russia, Yandex.ru is one of the leading search engines,
making it an important platform for anyone looking to connect with audiences in Russia. In today’s
world, limiting SEO considerations to Google, or even the top three, means possibly eliminating
millions of potential users from the website traffic.

yahoo! Yan(ex
DUGPILE® gait2tme b Bing

DuckDuckGo
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SEARCH ENGINE OPTIMIZATION MARKETING

@ ACTIVITY: ADDITIONAL SEARCH ENGINE REPORT

Choose a search engine other than Google, and use it to complete the research for a short report.
Your report should answer the following questions:

1.

2.
3.
4

What is your chosen search engine’s market share?
How much search advertising revenue did your chosen search engine earn last year?
Why might an internet user choose to use this platform instead of Google?

Why might a business choose to focus their paid advertising on this platform instead of
Google?
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HOW SEO WORKS

Before looking at how to optimize for search engines, it is vital to understand how search engines
work. Search engines use web crawler bots to crawl along links on the internet and index
information on the webpages that they find. Bots crawl to a webpage and analyze the meta-description,
keywords, and a range of other characteristics in order to evaluate the webpage, using complex
algorithms. Information about the webpage’s content and perceived value is indexed, or categorized
and stored, in large databases. Not every piece of information on a webpage is indexed, so the search
engine databases only store key elements of information on webpages that they crawl rather than
storing the entire contents of pages. Search engine bots use their databases to choose which pages
will provide the most relevant and valuable information for a user’s search query.

These days, search engine optimization is hugely different from its early 1990s focus on keywords
and links. It involves a collection of both on-page SEO and off-page SEO techniques that must be
updated regularly to climb to the top of the SERP and remain there. Remember, as other websites
get updated, rankings change; when search engines update their algorithms, rankings change; when
trends in communication change; rankings change. There are so many external factors affecting
what SEO professionals do that SEQ is a quickly-evolving field that requires up-to-date knowledge
and practice.
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SEARCH ENGINE OPTIMIZATION MARKETING
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As search engine bots crawl the internet, they look at a wide range of site characteristics. The list
of characteristics changes over time, as we saw in the Google Update Timeline earlier in this chapter.
What follows are some of the most important current characteristics.

KEY INFLUENCES ON SEARCH RANK

Simple and honest site design
e Informative URLs (domain, sub-domain, and individual page URL)
e Accurate and geographically-relevant domain extensions

e Well-organized site maps

Clear and accessible page design
e Responsive content
e Informative and eye-catching titles (page and heading titles)
e Well-structured and widely-used tags (page meta-tags and image alt-tags)

e Quick page upload times
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Chapter #1: SEO Fundamentals

Valuable and clear content

Informative, original, and high-quality content

Use of natural and simple language

Clear and user-friendly layouts

Use of relevant and valuable images, audio, and videos

Fresh and up-to-date content

Use of relevant endorsements and established social proof

Call-to-action-based content

e Call-to-action buttons and forms

e Sharing and social media buttons or links

® 0 oG
in

Search engine friendliness
e Appropriate use of primary and secondary keywords

e Outbound links to some other domain from your site

External influences

Inbound links from related and authoritative sites

Competitor website ranking

Trends in technology, social media, and search methods

Trends in interests and society

Click-through rates and duration of stay on websites

Changes to search engine algorithms and ranking criteria
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Chapter #1: SEO Fundamentals

@ ACTIVITY: SEO AUDIT

Choose and visit a website for a local company, educational institution, or non-profit organization.
Think about the website characteristics considered by search engines, and evaluate the website’s
SEO. Write a brief report based on your evaluation. Your report should seek to answer the following
questions:

1.
2.

Value: Does this website’s content provide unique value to its users?

Layout: How clear is the website’s layout? Is the page easy to navigate? Are there interesting
visuals for users to look at?

Social Integration: Does this website link to social media platforms? Are there other social
media integrations?

Responsiveness: How well does this website work on mobile devices?
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CAREERS IN SEO

Digital marketers who specialize in SEO often find themselves in one of three common SEO workplace
roles. Each role offers a very different setting for SEO work, and a person’s personality, preferred
work style, and career goals will likely influence which setting is best for them. SEO professionals
are likely to be working:

J

00
00

independently in-house for a with a digital
as a consultant company, attending marketing
to their website's agency
SEO

SEO Consulting

SEO consultants work independently as freelance SEO professionals. Freelance work generally
does not involve a lot of contact with other SEO professionals, so freelancers must remain diligent
at keeping themselves current and ahead of trends. There is greater flexibility for consultants in
terms of what projects they work on and what techniques they use, but that flexibility comes at the
expense of job security. Consultants must market their own services actively to gain new clients,
and there is no security that when one consulting project ends another one will be ready to begin.
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Chapter #1: SEO Fundamentals

In-house Corporate SEO

For SEO professionals who work in-house for a company, optimizing websites is often only one of
many roles. Generally speaking, in-house SEO is accompanied by other website-related roles. The
work may be completed in small teams or alone, depending on the size of the company. Style and
techniques are limited to the preferences of the company and brand, so there is not always much
diversity. Still, for those who enjoy working in many different roles under one brand or style, in-house
SEO can be extremely rewarding, and often provides more long-term job security than consulting.

SEO with a Digital Marketing Agency

Digital marketing agencies provide services to many different businesses, so SEO professionals in this
role often work with a wide range of styles and brands. SEO professionals that work with agencies
often explore some of the most in-depth levels of SEO and may get to use some of the most cutting-
edge techniques. Creativity and innovation are important characteristics with agency SEO work, and
most agency SEO professionals develop knowledge of working with a wide range of tools, including
some basic coding.

SEO professionals, no matter their work setting, along with business owners who manage their
own website optimization, need to ensure that a website provides useful and relevant information
that enriches users’ lives. Ultimately, with this goal in mind, websites will reach the top of the SERP
for people looking for the website owner’s information, services, or products. Humans are driven
instinctively to find truth and using SEO to make it easier for them to find the truth relevant to them
is the road to serving users and website owners.

While this goal of providing valuable user experiences is fundamental to the role of search engine
optimization, SEO professionals must also ensure that traffic moves from the search engine results
page to webpages as intended. In short, search engine optimization must also create traffic that
converts. Conversion—getting users to take a specific action—could mean someone filling out a ‘Get
a quote’ or ‘Contact us’ form, participating in a survey, buying products, or commenting on a blog.
All these actions require a user to click, documenting their use of a webpage. This documentation
provides a measure of user engagement, which is, in turn, a key measure of SEO success.

Fulfilling this two-fold role as an SEO professional is an ever-changing task. Search engines are
driven to find truth and deliver it to users, and truth does not change every day. This means search
engines are not looking for the results rankings to change daily. However, with so many external
factors that do affect the rankings, SEO professionals must keep on top of those factors and ensure
websites are optimized and always responding to rank changes as well as achieving the desired
conversions.
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SEARCH ENGINE OPTIMIZATION MARKETING

Providing quality SEO services involves the Five Elements of SEO Project Management.
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SEQO project management isnot alinear process, with a project start and clearly defined finish. SEO
is a cycle that involves building a comprehensive plan, putting the plan into action, testing to see if
the desired rank results were achieved, measuring changes in site visits and rank results, adjusting
the plan, putting the plan into action, and so on. It is a never-ending cycle that ensures in a sea of
constant change, the best information is reaching the eyes that are looking for it.

Planning

Strong SEO plans are well-strategized with a clear beginning, but no end. You do not create the
plan, implement it, and say you are done. Instead, that SEO plan involves careful strategies that are
constantly changing in response to the testing and measurement you do, as well as to search engine
algorithm changes and other external factors that influence your search engine ranking. Strong
SEO plans involve some one-time set up procedures, careful strategy analysis, and a lot of features
that require regular checks.

Implementing

No plan is effective if it is not executed—and executed properly. SEO professionals need to attend to
every part of their comprehensive SEO plans, implementing each feature with SEO’s goals in mind:
providing valuable information and generating leads that convert. Once a website has been set
up, implementation means constantly making changes. Since those changes are meant to improve
search engine results and drive more traffic that converts, you need to test and see if those changes
are effective.
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Chapter #1: SEO Fundamentals

Testing

Testing your SEO strategies is all about confirming that website features are effective and gauging
what features are most effective. Often, this involves A/B testing, in which two similar pages are set
up with a single key difference. The pages serve as tests to see which one generates more conversions.
Testing methods will be discussed at length later in this section.

Measurement

Search engine ranking certainly is not the ultimate identifier of SEO plan success. Without traffic
that converts, engaging with websites as they are intended to, sitting high on the search engine
ranks does not have value. SEO professionals must analyze a wide range of signals that indicate how
a web page ranks, what channels users follow to convert, and what features most contribute to the
traffic and conversion. Metric tools are necessary to document the levels and methods of conversion.

Adjustment

Once all the testing and measurement has taken place, it is time to adjust your plan—time to optimize
it! You must carefully decide what features to change and how. Whether content needs to be re-
written, dead links need to be redirected, or new ads need to be launched, the constant adjustments
to websites are what keep SEO professionals in the thriving and ever-evolving business of attracting
eyeballs.
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SEARCH ENGINE OPTIMIZATION MARKETING

Website Testing Methods

Common testing methods used by digital marketers include:

58

A/B Testing Multivariate
Testing

A/B Testing

A/Btesting is a method of experimentation in which digital marketers test user response to changes
in one element of a website, an email, or other marketing content. The defining characteristic of
A/Btesting is that it measures only a single variable at a time. For instance, a marketer may run an
A/B test of two different versions of product’s landing page, each with a different colored ‘Contact
Us’ button. After running the test, digital marketers could look at which version of the landing
page resulted in more conversions. If there was a statistically significant difference, they could feel
confident in choosing the better performing version.

Take your business to the Take your business to the
next level. next level.

In general, A/B tests are run without users’ knowledge to ensure unbiased results: users will
simply be shown one of the two versions of the tested page as part of the website’s interface. When
developing an A/B test, digital marketers should ensure that they are testing a variable that they
believe could have an impact on users’ decision to purchase. This can include a wide range of elements,
such as button color, button size, headline and body copy, choice of graphics, font sizes, and more.
Asarule of thumb, A/Btests should run for around seven days in order to accumulate enough data,
but marketers may choose to run them for longer to generate more data.
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Multivariate Testing

A/Btesting isa great tool for testing small alterations to a website, promotional email, or other marketing
material. But it can also be quite time-consuming to implement if marketers are looking to make
several changes. In these cases, marketers may opt to use multivariate testing, an experimentation
methodology in which marketers test changes in a number of elements of a landing page, promotional
email, or other marketing content.

Take your business to the Let us take your business to It's time to take your
next level. the next level. business to the next level.

nllr Q&g

As with A/B testing, multivariate testing is run without users’ knowledge: users will be shown
different versions of the content being tested. After the testing period is complete, digital marketers
can determine which version performed best. While multivariate testing does not provide the same
level of granular insight that A/B testing enables, it is a more efficient strategy for testing several
different variations of a page at once. Because multivariate tests can be developed to test more than
two versions of a page at once, this testing methodology is most effective with high traffic websites or
email lists with a high number of subscribers. As with A/B tests, multivariate tests should generally
run for at least seven days.

Keep in mind that marketers can run A/B or multivariate tests on any element of a webpage or
other marketing content, even if there is nothing particularly wrong with the current elements: there
may be no obvious reason why a green button earns a higher click-through rate than a red button.
Testing is simply another tool that marketers have at their disposal when attempting to understand
trends in their potential customers’ behavior.
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SEARCH ENGINE OPTIMIZATION MARKETING

@ ACTIVITY: IDENTIFYING WEBSITE ELEMENTS
FOR TESTING

Find the website of a local business and identify elements of a page on their site that could be tested.
Identify at least five elements. For each element, consider what you might change about it and how
that change might improve the user’s experience of the website.

For example, “The button on this page could be brighter to make it more visible to users.”

Take a screenshot of your chosen webpage, and submit it to your instructor along with your
identified elements and recommendations.
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SEARCH RANK

For many SEO professionals and website owners, moving to the top of the search results ranking
is a primary goal. After all, people need to see your website to know about it. Being at the top,
however, does not necessarily mean businesses are making money. More importantly, a rise in
ranks does not always improve the bottom line. That is because being at the top of the SERP means
you are visible, but you still need to drive traffic not only to your website, but also to convert while
there. Therefore, ranking contributes to conversion, but it is not the sole indicator of conversion.
SEO professionals must work closely with website owners to understand what value their website
traffic holds for them, understanding exactly what conversion means for them.
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