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Aims

This session aims to equip delegates with a good understanding of: 

different forms of website traffic; how search engines work; the 
importance of keyword research and relevant content; improving 
search engine positioning's and monitoring performance.



About

Your name?

What is your business?

Current experience with search engines?

Expectations from today?











E-commerce statistics

25% of the worlds population 
is shopping online

Online shopping predicted to 
go to 50% by 2028 and 95% 
by 2040



Customer Journeys

Call to 
action!





Search Engine 
Market Share

UK 



Keep up to date with SEO

Learn and keep up to date with:

www.searchenginewatch.com

www.searchengineland.com

www.seomoz.org

www.searchenginejournal.com









Google search

Every day Google answers more than six billion questions
from people around the globe in 181 countries and 146 
languages

20% of the searches everyday have never been 
searched before



SEO Myths and Misconceptions

Free

One-off task

Black art

Immediate

Guarantees

Meta tag keywords

Keyword stuffing

Advertising



Traffic sources

• Search traffic

• Direct traffic

• Referral traffic

• Campaigns



Search traffic

• Company / brand search

• Subject / keyword search



Search engine optimisation 
(SEO)

• Maximising a website’s listing on a search engine results page for 
relevant words and phrases that may be used by searchers.

• Understand what words and phrases used by target audience



Web search engine

• Search information on the World Wide Web

• Web pages, images, videos, information and other file types

• Automated process

• Complex algorithms to determine rankings

• Entire site searchable

• Updates to site will be picked up

Examples

• google.co.uk

• uk.yahoo.com

• bing.com



Natural / organic 
vs. paid / sponsored

• Natural / organic – free

• Paid / sponsored – pay per click

• Preference for organic?



Positioning 



Search engine changes

• Complex algorithms

• Intellectual property – closely guarded

• Constant improvements

• Ever-changing landscape



User Experience (UX)



A poor user experience …. have you had one?



Good Practice User Experience considers….

1. User Centric Design – who are selling to?

2. Navigation – prioritise

3. Calls to Action

4. Search Functionality

5. Balance of text and images

Jakob Nielson



Accessibility

1. Cookie consent 

2. Level A accessibility compliance

3. Browsers

4. Screen Readers

5. Page load times - kept to a minimum

https://developers.google.com/speed/pagespeed/insights



GOOGLE



Google

“Google’s mission is to organise the world’s information and 
make it universally accessible and useful.”

Larry Page, Google co-founder and CEO, once described the 
“perfect search engine” as something that “understands exactly 
what you mean and gives you back exactly what you want.”







Keyword research

To be found for “hotel glasgow”, “hotel glasgow” has to 
appear on your site

Understand what your customers call what you do

Understand what your customers search for

Fixed content vs. fresh content

Tools

Google Keyword Tool - adwords.google.co.uk/keywordtool

Wordtracker - wordtracker.com

Answer The Public – http://answerthepublic.com

UberSuggest - https://ubersuggest.io

SemRush - https://www.semrush.com



Google Trends







Did you…

You used a smart speaker this morning?
or
Asked your phone for directions? 
or
Asked your phone for weather?









Why is voice search growing so fast?



And humans are lazy ..









Google is confusing us ..









User Satisfaction





Alexa is everywhere !!!





Alexa in cars now!



Amazon Devices with Alexa in them



Amazon Devices with Alexa in them



Amazon Devices with Alexa in them



Amazon Devices with Alexa in them



In a microwave!



Google versus Alexa



Alexa Skills Store for travel



ON-SITE FACTORS



Link structure

• Follows available links to fetch all content

• Orphan pages



Page content

• Write for users, not search engines

• All (indexable) content read

• Title tag

• Description tag

• Heading tag(s)

• Content

• Alt tag(s)

• Page name



Title tag

• Ability to specify page title

• <title>” … ”</title>

• Less than 70 characters

• Displayed on results page

• Optimisation vs. sales vs. call to action

• Page specific

• Primary Keyword - Secondary Keyword | Brand Name 

• Brand Name | Primary Keyword and Secondary Keyword



Description tag

• Ability to specify page description

• <meta name="description" content=“ … " />

• Roughly 155 characters

• Displayed on results page

• Optimisation vs. sales vs. call to action

• Page specific

• Not a ranking factor since 2009



Heading tag

• Ability to specify section / paragraph heading

• <h1>” … “</h1>

• <h1> to <h6>

• “Welcome” and “Homepage”



Content

• Write for users, not search engines

• Write for the web

• <b> & <i> vs. <strong> & <em>

• Primary and secondary keywords

• Keyword stuffing

• Readability

• Duplicate content



Alt tags

• Ability to specify image description 

• <img src=‘ “… “' alt=‘” “' />

• Image search

• Image file name





The page overall

• Be hyper-relevant to a specific topic (usually a product or single 
object)

• Include subject in title tag

• Include subject in URL

• Include subject in image alt text

• Specify subject several times throughout text content

• Provide unique content about a given subject

• Link back to its parent page

• Link back to its homepage



Creating content

• Fresh content

• Write for users, not search engines

• Blog, news, articles, guides, tips

• Demonstrate your expertise

• Unique content

• On-going task

Resources

• blog.hubspot.com/marketing/free-content-marketing-tools-list

• hubspot.com/blog-topic-generator



Content

Fixed content
• Who we are

• What we do

• Contact details

Fresh content
• Blog

• Latest News

• Articles

• Guides

• Insights

Dynamic content
• Latest updates

• Tweets / Facebook updates

• Featured items

• Upcoming events

• Most popular

• Related items



OFF-SITE FACTORS



Backlinks 

• PageRank

• Referring traffic

• Paid vs. free vs. organic

• Link building

• Share worthy content

• Anchor text

• On-going process



Sources of links

• Complementary sites

• Blogs

• Forums

• Directories

• Spam links

Tools

• linkpopularity.com



Social signals

• Number of fans / followers

• Account activity

• Age of accounts

• Mix of messages

• Links 



TECHNICAL 
CONSIDERATIONS



XML Sitemaps

• Ability to confirm all site content

• File containing list of all page URLs

• Automatic generation

• domain.com/sitemap.xml

• Register with Google via Webmaster Tools



Robots.txt

• Ability to talk to robot

• Block access to specific files and directories

• Robots.txt generator via Webmaster Tools



Canonical domains

• Ensure single instance of site

• Include www?

• 301 redirects

• Additional domains



General

• Hosting

• Broken links

• Custom 404 error page

• Clean and error free code

Tools

• validator.w3.org

• jigsaw.w3.org/css-validator

• validator.w3.org/checklink



TOOLS



Google Webmaster Tools
(Now called the Search Console)



Google Analytics



Additional tools

• Bing Webmaster Tools

• Page speed test tools

• moz.com/blog/100-free-seo-tools

Inbound Marketing / Marketing Automation Tools

hubspot.com

uk.marketo.com

pardot.com

eloqua.com



If all else fails with SEO… then …



www.linkedIn.com/in/stephenwhitelaw

@toowist 





Key Takeaways

1. Create a blog on your website with content that is:

a. Unique

b. Relevant

c. Up to date

2. Register with Google My Business (& post)

3. Setup and Google Analytics and Google Search 
Console

4. Create a digital marketing calendar and plan


