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SEO AND SEARCH MARKETING 

SECRETS 

 

FOUR STEPS TO ORGANIC SEO 

SUCCESS 

 

Organic Search Engine Marketing – The Technical Side of 
Getting Web Traffic Through Google – Building 

Site Architecture, Design and Technology for Profit 

 

 Get All of Your Pages Seen by Google 

 Get Your Pages Correctly Indexed by Google 

 Get Your Pages Well Ranked by Google 

 Get the Searchers to Click on Your Search Result 
 

 

STEP ONE - GETTING YOUR SITE CRAWLED EFFECTIVELY – TECHNICAL 

ISSUES 

 
 

The aim at this stage of the process is to get your site crawled, and get all of it 
crawled. Only in this way can you maximize your opportunities to get more visitors to 
your site and to build more profit from your site. 
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To do this you need to make it easy for the web crawler to find its way around 
and recognise what its looking at.  For a number of years I complacently thought that 
because my web sites ranked well for the home page and a small number of other 
entry pages, I was doing the right thing and my search engine optimization was “done”. 
This approach is just the same as settling for any other mediocre performance. 

Think in terms not of your web site and the home page only, but in terms of the 
whole web site. This will hugely increase your chances of getting lots of high quality 
traffic to your site. In short, think in terms of the search engine crawlers coming to 
every web page on your site. This is the best general advice I can give in this chapter. 
The rest is all the detail of how it can be done. 

Remember that search engines are fundamentally text-based machines, so the 
more you can give it help with text, the better. 

 
Home Page Details 
 
Firstly it is best for this to be an html page as opposed to an ASP, PHP or JSP 

page for instance. Its best if the file name for the page is /index, and the file ending is 
html, or htm. This is true in fact for all your pages, but on the home page and other 
key entry pages to your site it is easier to make them html pages, rather than 
dynamically generated from a database. And calling them /index makes it obvious for 
the search engine. 

The home page should act as an entry to the rest of the web pages on your site. 
If the site doesn’t have too many pages (say less than 50 in total), then it is best to 
create a link to all those other pages. In general the crawler must be able to reach all 
of the rest of your site by following as few links as possible. For the main other 
navigation areas of your web site it is best to have two alternative links going through 
to them. 

This sounds like overkill, but it is easy to create a column of links down the 
sidebar and then put unobtrusive text links at the bottom of the page. Make it really 
easy for the crawler to get through to see the rest of your web site. 

All these “two each” navigation links should appear on all the other pages and 
every single page you want to get crawled should link back to the home page twice or 
more. 

In the same way the site should have a site map laying out what the pages are 
and how to click through to them. This should be called site map, and the links to it 
called site map, with of course two links per page. Web crawlers love site maps even 
if humans hardly use them. I always think site maps should be redundant for easy use 
of a well designed site, but their true purpose is for the search engines pure and 

http://www.theattentionbusiness.com/
http://www.tomlinsondigital.com/


 

www.TheAttentionBusiness.com 

 

www.TomlinsonDigital.com 

 

 

simple. You will see that simplicity in technology used on the home page is vital. Flash 
movie introductions on a home page are a complete block to search engines. All the 
web crawler sees on its superfast visit is “skip intro”, and not many people search on 
that phrase. 

(I have seen web sites that get round this by making their home page into a 
simple HTML file which the search engine will like, but retaining nonetheless the whole 
page as a Flash intro. They manage to get a good search engine ranking by putting 
keywords in the URL, and having multiple copies with different keywords in the URL. 
This is seen by the search engines as cheating, and the site is at risk of being banned 
for this.) 

By all means build or embed a video from Vimeo or YouTube into your 
homepage, or any other page, but whole page video introductions will not help you. 

The simpler the better. So you can’t use flash intro pages or frames – what kind 
of pages are OK in addition to html? You can use other types of pages as follows in this 
order of preference: 

1) .php 
2) .asp 
3) .jsp 
4) ColdFusion .cfm 
I would stress though that you will make life much easier by building HTML 

pages wherever possible. I cannot stress this enough. This one point is worth any 
amount of extra effort later on. 

Links within Your Site 
 
 
Think of the web crawler as an ordinary person who is completely new to your 

site. You have to make it easy for that person to get around the site and to know where 
he/she is going. So ease of navigation is critical. 

I have already mentioned that all pages which you may want to be found by the 
search engine should have two links each to the home page (marked as “Home” in 
text) and a site map (marked as “site map” in text). Also you must think of each of 
these web pages as the potential introduction to all of your other web pages, so 
provide a way through to all the other pages, through text hyperlinks. 

What you will find when the crawler first starts hitting your site is that it will hit 
the home page and a few others, then a few more, and after a few more iterations of 
this, it will be crawling a lot more, if not all of the web pages. 

 
Other Technical Details 
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There are other technical do’s and don’ts which refer both to the home page 

and all the other web pages. Much of this may go over your head as too technical, but 
it is important to run through these points with your technical people, otherwise just 
one issue can prevent your pages from being crawled by the web crawler. I can best 
sum these up in bullet point fashion: 

• Avoid compulsory “cookies”. Cookies are the small pieces of information that 
a web site can leave on your computer to identify you next time you visit the web site. 
They do have something of a bad name, as if they are the same as spyware, but mostly 
commercial sites use them to check how many different people are visiting, how often 
and so on. Cookies also make it more convenient to use the site. 

A web crawler will not accept a cookie for obvious reasons. It is not a real visitor 
to your site, and doesn’t want to pick up cookies for the thousands and millions of sites 
it visits. The result is that you cannot make it obligatory for the crawler to accept a 
cookie, otherwise the crawler will go no further on your site. 

• Avoid compulsory session ID’s. (Non-compulsory session ID’s are OK). It is OK 
to allow sessions to be logged by use of cookies, but not to make it obligatory for the 
crawler to use them. In the same way, some web sites create a special visitor ID, or a 
session ID, which is included in the address of each page as you move through the site. 
In this way each web page has a separate web address for each user who visits. This 
has an understandably confusing effect on the web crawler and the page is unlikely to 
be successfully crawled if this is compulsory. 

 
For instance this is the address of a newspaper I read regularly 
online – www.telegraph.co.uk: 
http://www.telegraph.co.uk/portal/main.jhtml;sessionid=PMOCLC4KNSQPZQ

FIQMFCM54AVCBQYJVC?view=HOME&grid=P13&menuId=-1&menuItemId=-
1&_requestid=69302 

I have highlighted the session ID. These things can make life a little easier for 
the web designer in some sites, but there are always alternatives, and they are a major 
bar to the clean operation of the search engines. The above page, despite being on a 
well known and busy news web site, is not crawled by the search engines, whereas its 
competitors most assuredly are. 

• Avoid Dropdown Menus, Scripts etc Which Will be Invisible to Crawlers. It is 
easy when you are designing a web site with a lot of pages and a lot of information to 
find clever ways of navigating this wealth of material. And because there is such a 
wealth of material, you may feel forced to use clever ways to maximize space on your 
home page. 
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One such way is to give a menu of options say on the right hand side of the 
page, which opens up further into a lot of subcategories when you click or hover over 
what look like the links. Drop down boxes of navigation options are the same. 

The web crawler may not see these, so don’t use them at all. 
Furthermore the user doesn’t notice all the wealth of options available until 

he/she happens to click or hover the mouse, so they’re very much flawed as a 
navigation method. This is yet another example of search engine friendly web design 
being best practice also. 

o Keep Variables in Dynamic URL’s to two or fewer Again, this sounds all a bit 
involved, but a variable is a number, serial number, product identifier or whatever that 
the web site is using to get the right data out of a database, to be displayed on your 
web page. Web pages include all sorts of variables, because any site of any size is 
almost bound to built on a database. 

As an example take an OLD page from the toys section of Amazon.com: 
www.amazon.com/exec/obidos/tg/detail/-

/B00065XZE2/ref=pd_ts_c_th_1/103-7942335-
9284652?v=glance&s=toys&n=977394 

All the highlighted elements of this address are variables (over half the address), 
and the search engine can only handle so much of this.  For that reason you will notice 
that Amazon redesigned its basic pages to include only one variable – the Amazon 
product number.  In addition, Amazon now inserts the text name and the common 
serial number such as a book ISBN number, which may attract searches anyway. 

http://www.amazon.com/Machine-Ethan-Stone-Thriller-Book-
ebook/dp/B008BUHC1Q/ 

There may well be many pages in your site that need to be generated from 
databases and will always end up looking this way. The important factor here is that if 
you want a page to the crawled every couple of days, you need to keep the number of 
variables in the web address to a maximum of two. 

• Rewrite Outputted Dynamic URL’s if Necessary You or your technical people 
may well be complaining that the pages you want to be spidered will not work without 
these dynamic URL’s with two or more variables. In that case the thing to do is to run 
a program to generate simpler URL’s for each of the pages. This is worth doing even if 
there is only one dynamic variable on your web page address, since even the one is 
going to make it more difficult for the web crawler to read it properly and make sure 
it is indexed correctly. 

The way round this on Linux/Unix systems is to use a MOD rewrite, or if your 
web site runs on Microsoft’s IIS server, you can use the ISAPI rewrite facility with the 
web server software. 
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Another low cost solution to this is simply to buy some off-the-shelf software 
which you may find easier to use than the MOD utility, such as LinkFreeze. Again this 
is a little more technical, but even as a non-technical marketing professional, for 
instance, you need to know these things to interface with your technical staff. 

Time again we all come across well designed sites where the technical 
designers and programmers quite clearly do not know the ramifications of using this 
or hat technology, file names and so on. If you are in charge of getting traffic to the 
site, then it is your job to work with them to make sure the basics of site architecture 
and design are search-engine friendly. 

 

Meta Tags – What are They? Do they Matter? 
 

You may well have heard of meta tags, and meta descriptions before, and you 
may also have heard that if you get the right information and especially keywords 
loaded up into these meta tags then you are well on the way to a stratospheric search 
engine position. 

In fact it is more difficult, or easier than that, depending on which way you look 
at it. 

Firstly, even if the meta keywords tag was a very useful way of communicating 
very valuable information about your site directly to the search engine, this is certainly 
no longer the case. Google, for instance, barely takes any notice at all of the keyword 
meta tag which was once thought to be so important. So you need to go through the 
exercise of making your site easy to use, relevant, simple and with the right amount 
and type of text. 

Secondly, you do not need to fret that every time you see another site at the 
top of the rankings they have found some arcane method using unseen meta tags to 
shoot themselves to the top. These days you can check out a page at the top of the 
rankings and appreciate it for what it is, with out poring over the html code to a huge 
extent. 

Before I give an over view of the meta tags let me say clearly three things: 
1) Meta tags are not the simple answer to search engine marketing 
2) The Title Tag is important to get right. 
3) The Meta Keyword Tag is no longer very important at all. 
 
What are Meta Tags - Overview 
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The meta tags on an HTML web page are the information at the top of the page 
in the Head section. The text contained in these tags is not seen by the person viewing 
the web page, with important exception of the Title tag – see below. 

Here is an example of the Head section of the HTML code you might see when 
you click “View Source” on a web page. 

 
<html> 

<head> 

<title> 

Hotel Arts Barcelona - A luxury hotel in Barcelona 

</title> 

<META NAME="description" CONTENT="On the shores of the 

Mediterranean and overlooking Port Olimpic, the 

striking 

contemporary luxury hotel enjoys a spectacular 

beachfront location 

near Barcelona's finest shops and restaurants. "> 

<META NAME="keywords" CONTENT="Hotel Arts Barcelona, 

Barcelona Luxury Hotel"> 

<META name="ROBOTS" content="FOLLOW,INDEX"> 

</head>  

 
The Head section of the page is information about the web page. It is the part 

of the page between <head> and </head>, The Body section which comes after it 
contains the stuff that you see on the web page. 

You will most always see a title tag put in between the two tags <title> and 
</title>. Very often you will see description and keywords tags, beginning <meta 
name= and ending with the symbol >. There are other tags of course, but I shall limit 
this to the ones that have a bearing on search engine marketing. 

 
Title Tags 
As you can see by the format these are not strictly meta tags. They are however, 

very important. 
The title tag should tell the visitor the title of that page in under 80 characters. 

In the above example we have “Hotel Arts Barcelona – A luxury hotel in Barcelona”. 
What text goes in here is very important for three reasons: 

a) It is the title of the page that is shown in the blue bar at the top of your 
browser. 
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b) It is the title of your page that will be displayed in the search engine results. 
It is the first indication to all those people of what your web page has to offer. 

c) It is what the search engine index thinks your page is all about, so judicious 
insertion of chosen keywords here is most important. 

As you can see, what you decide to put in this all-important title tag is 
something of a balancing act. On the one hand you want something arresting and 
enticing for the searchers to click on. On the other hand , you need to insert a fairly 
clear and plain description of what the page actually is, otherwise the search engine is 
not going to bring the page up in a decent position. 

You should pay more attention to the title tag for each page than to the other 
tags here. You should give it just as much attention as the look and text on the web 
page itself. 

The hotel example above does not, on its own, give a good idea of the scope of 
opportunities here. 

Just imagine a couple of other pages the hotel might have to offer on its web 
site, a) a special offers page and b) a page about the hotel spa.  

 
“Hotel Arts Barcelona – Special Offer Weekend Deals Up To 50% Off” 
or 
“De-stress in Our Award Winning Spa – Hotel Arts Barcelona” 
 
These are all meant to be enticing pieces of title text for people to see, but they 

both have the keywords which people might be looking for, eg “weekend hotel deals 
barcelona”, or “spa hotel barcelona”. See what I mean? The designer, or more likely 
the marketer of this page, has made sure that the example works for the search engine 
AND does its job as a selling tag line. 

BUT, you might say, how you deal with this if you have hundreds of web pages 
and you can’t keep the title tags all hand-written and up to date all of the time? This 
is a good question. Even if you put your head down and did great text for every single 
page by hand, you would create yourself a huge maintenance problem. It is simply not 
healthy to create hundreds of pages, or any element of them, by hand. Don’t worry, 
there are automated ways of creating the wording for the title tag, in  the same way 
as there are for the rest of the page in a database-driven web site. You just need to 
make sure the programmer addresses this. 

 
The ideal is to use four elements: 
1. the name of your web site 
2. the name of the product or service 
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3. any product number the customer might use 
4. a selling point. 
(You can immediately see that you can get four pieces of info into the Title, and 

have it seen on the bar at the top of the page.  Only two pieces of info can practically 
be put into the URL.) 

For the book above, Amazon’s Title tag is  
 

The Machine (An Ethan Stone Thriller Book 1) - Kindle edition by Tom Aston. 

Mystery, Thriller; Suspense Kindle eBooks @ Amazon.com."  

 
In fact the web sites such as these selling books or DVD’s should have ways 

other than ordinary web crawling of getting their product to the search engines, but 
the same principle holds. See “Dealing with very large numbers of pages”, below. 

Meta Description Tags 
 
The main point of the meta description tag is to insert desirable text into the 

description of your web page on the search engines that use it. You can use up to 200 
or 250 words. 

So it’s the same as the title tag except it uses greater detail right? Well, partly 
right. The main rider here is that Google does not use the tag for this purpose, and 
most sites will find they need to focus on Google. All of the main search engines, 
including Google, will read this tag. 

In the hotel example above the part that represents the meta description tag is 
 
<META NAME="description" CONTENT="On the shores of the Mediterranean 

and overlooking Port Olimpic, the striking contemporary luxury hotel enjoys a 
spectacular beachfront location near Barcelona's finest shops and restaurants. "> 

 
Cool, you can see how the web author has tried to use this tag to insert nice 

copy into the site description on the search engine. Mostly, however, on Google, you 
will find that that description is taken from the text of the site rather than the meta 
tag.  

 
As you can see, the meta description tag is useful in giving some control 
over the description presented in the search results, and it can certainly 
do no harm. 
 
Meta Keywords Tag 
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This is the meta tag that over the years people have obsessed over. It was 

thought that here was the chance to insert the list of keywords that the search engine 
would associate with your web page, with dramatic results for rankings, traffic, profits 
and the rest. Well, it was never a magic bullet in the first place and by now, after years 
of abuse by the unscrupulous, the porn merchants and the simply over-eager, this 
meta tag has been downgraded by the search engines such that it is barely used at all 
by them. 

Excluding Crawlers from the Site using the Meta Robots Tag 
 
The purpose of this meta tag is to give instructions to the search engine crawler 

not to index this page. There might be any number of reasons why you don’t want a 
page to be indexed. It might have special functionality only meant as part of the 
checkout on an ecommerce site for example. It might have large amounts of data 
which, if constantly downloaded by the web crawler, would create a strain on system 
resources. Whatever. You can see the format of this tag in the example above: 

 
<META name="ROBOTS" content="FOLLOW,INDEX"> 
The web author here is asking the web crawler to follow links, and to index this 

page. Well, if it can, the crawler will do this anyway by default, so as I said, the main 
use of this tag is to tell the crawler NOT to index a page. You can use this format:<META 
name="ROBOTS" content="NOINDEX"> 

Make sure, of course, that this is within the <HEAD> … </HEAD> tags. 
 
Search Engine-Friendly Links 
 
So we have established that easy navigation around the site is essential to 

getting your web pages crawled. That means a good network of links. 
What should a link look like for the best? 
Let me summarise again in bullet-point format. 
 
a) You should create your links as text. That means ordinary text, not graphics, 

and not images or photo’s. Of course in order to alleviate the dullness of the design 
that this creates, you can still have photo’s, graphics or images as links, but you must 
make sure you have a small text link directly underneath the image. Also, make sure 
you use the alt text in an image to include further keywords relevant to that link. (Alt 
text is text you can append to the image so that a text description of the image is 
shown when you hover the cursor over an image or video or button).  Of course, 
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Google loves videos, images and infographics.  It’s worth then including the relevant 
words VIDEO, PDF, INFOGRAPHIC etc in the alt text and the link text so that the 
searchers knows what s/he is gatting, and because Google will be alerted to these 
words and the scripts that go with them. 

b) Secondly, the text link should refer to or describe the target page to which it 
is linking. Rather than: 

“For nature reserve click here.”, you should use, 
“Nature reserve” 
c) Thirdly, and this is more to do with improving indexing and ranking, it is best 

to embed your links to pages in relevant text. 
“Conservation of natural habitat is a prime concern of the wilderness nature 

reserve.” 
Try not to leave link isolated on their own without any text in which they are 

embedded in some way. If you wish to present a list of text links, it is desirable to have 
some descriptive narrative text after each one. 

Concentrate on the first two points here. They are the most important from the 
“crawler-friendly” point of view. 

 
Page Design - How Many Links, How Much Text, How Deeply Does the Crawler 

Click Down into the Site? 
 
What I mean here is again from the point of view of the web crawlers. How 

much text do the crawlers read and “remember”? And how many quality, “search-
engine-friendly” links does the crawler follow? Is there a limit on this? 

For text a good rule of thumb is 250 words, making sure that in the natural way 
of things you keep the most important parts of your text towards the top of the page. 

As for links, you can put quite a few links in the page, but there is a limit. Try to 
keep the number of links under 75 per page. This seems like a lot, but by the time you 
have used up 20 on two lots of all the navigation links, and one or two more to other 
relevant sites, there may be situations where you feel you want more. Up to 100, but 
75 is safer. 

Next, how deep does the crawler drill down into your site? This is a critical issue. 
If you’ve got some nice browse designs, you may well be leading your users into a fifth 
level of the site before they get to the content they are looking for. This isn’t so bad in 
real life, but since the people who designed the crawlers think that three levels is far 
enough for anyone to have to drill down into a web site, then that’s how far you can 
expect them to drill down into the site. 
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This does not mean you cannot design your site to have a nice intuitive way of 
bringing your users to the right page, but it does mean that you need to give the 
crawler an alternative way of getting to those pages, if you are going to rely mainly on 
search functionality (which I am sure most sites do), or drop down boxes, or any of the 
easy and intuitive methods offered by fairly easy JavaScripts. 

This alternative means finding the right “end product” page on the third level, 
and those three levels include your home page (or other entry page) as level one. So 
you will need to think in a tree like pattern, like this. 

 
LEVEL ONE: Home page contains text links to: 
Category 1 … Category 2 … Category 3 … Category 4 … Category 5 … etc 
LEVEL TWO: Category1, 2, 3…etc pages contain text links to: 
Sub-Category 1 … Sub-Category 2 … Sub-Category 3 … Sub-Category 4 
… Sub-Category 5 … etc 
LEVEL THREE: Sub-Category 1 2, 3…etc pages contain text links to: 
Product 1xxxxx … Product 2xxxxx … Product 3xxxxx … Product 4xxxxx 
… Product 5xxxxx … etc 
As you can see if you have up 75 links on each page you can certainly fit a lot of 

web pages into your design for the crawlers. I am not suggesting at all that you do it in 
such a dull-looking way. If you are intending for humans to use this method of 
navigation you are going to have to be sure that the categories you use are well named, 
and intuitive to use. 

Which Pages Do You Want Crawled by Google? 
All of them, right? That’s the answer if you’ve been listening. But to elaborate 

a little, there is more than one way of answering this question:- 
• Which are your priority pages to be crawled? This is likely to be your home 

page, your main feature, offer or information pages. This does not need a great deal 
more discussion. These are the pages you should be sure to do your very best work 
on, including search engine optimisation. The only thing to point out here is to 
reiterate that if you go no further than these pages you are definitely missing out on a 
ton of traffic opportunities. 

• Take the pages you do not want to be crawled, and then make sure that all 
the rest of the pages are crawled and indexed. You can exclude the pages from the 
crawlers attention by using the meta robots tag, or the robots.txt file, as described 
above in this section. 

There are numerous reasons you may not wish your pages to be crawled. They 
may be functional pages for gathering information or part of an interaction or process 
with the user. They may be private. 
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There may be very many very similar versions of the same page. They may be 
redundant, or not yet ready to go live. There may also be the issue of the server 
containing thousands of dynamically generated pages, which if the crawler were to hit 
them all at once would cause the site to slow down badly. Don’t put yourself in this 
position – make sure you do not push your webmaster into doing this. And lastly there 
may be tons of pages that are changing very quickly, such as news pages or job ads 
with a very short currency. In this case the process of crawling and indexing, which 
takes at least 48-72hours and usually a good deal longer, is just not suitable. 

 
Dealing with Very Large Numbers of Pages – 5000 plus. 
 
There are ways of dealing with the access to these pages by the crawler as 

discussed above by creating a tree type pattern for your pages, linking in from the 
home page and the site map page – see Page Design: How Many Links etc above here. 
In this way you can succeed in getting 100,000 pages plus crawled. It’s not that difficult 
if you follow all the advice in this report and you will have the benefit of generating 
well targeted, qualified traffic from 100,000 pages. 

The other way of going about this is to get some kind of trusted feed or other 
data feed set up with major search engines. Many of the sites who have this number 
of pages have products to sell, and Google specifically advises that you put your site 
on Froogle as a way of getting your product indexed, as well as being a (free) source 
of business. Yahoo and the other search engines also offer interfaces for trusted feeds, 
although sometimes you need to pay an intermediary for these in some way. See more 
on this later in the section on paid placements and trusted feeds. 

 
Submission 
The best way of submitting to search engines is a subject which exercises many 

people, as if there were a huge amount of art and science to it. There is not. It is quite 
simple. Let me just set down the major points about submitting your site or your pages 
to the search engines. 

• Always Submit by Hand. If a job’s worth doing, it’s worth doing well. Take 
care to submit to each of the important search engines in turn, taking care to make 
sure your site is finished and optimized before you submit. 

• Do not Use Automated Submission Programs or Software. The search 
engines do not like automated submissions at all. It will do you more harm than good. 

WebPosition Gold is their pet hate. Basically, automation of this kind interferes 
with what they are trying to do with their systems, and for this reason they take a dim 
view of it. 
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• Do not Submit Repeatedly. In the same way, do not submit repeatedly for the 
same page, either using automated software or by hand. Do not allow others to 
automate submission. Be very careful of firms or individuals who offer to perform this 
service for you. 

 
How to Get Your Site Indexed Almost Instantly, Without Waiting for the 

Normal Submissions Process 
 
And this is not even cheating or manipulating the search engines! 
You’ll see why. 
This is a simple trick. All you need to do is get a link to your new site from 

another web site which is well crawled by the search engines. A site with a decent 
(4/10 or more) PageRank is best, and again it will work best from the home page. 

It doesn’t necessarily need to be a relevant site. It doesn’t need to be a third 
party site – a site you already have live is fine. You are simply using the fact that the 
search engines will crawl the other site regularly and will follow the links, especially 
from the home page. Using this, the search engine will crawl your site and start 
crawling your site, and then the whole process of indexing and the rest, much more 
quickly than if you had simply submitted to the search engine. 

It is quite simply a quick way of connecting to the rest of the Worldwide Web. 
It’s the same reason why using a platform like Wordpress or Blogspot is so 

effective.  You’ll find you get traffic as soon as you put anything on their at all, because 
Wordpress is so well hooked into the system. 

 
 

STEP TWO - GETTING YOUR SITE EFFECTIVELY INDEXED BY GOOGLE 
 
Getting Indexed – Technical Issues - Isn’t this the same as getting crawled? 
 
Yes, it is true that very much of the good work you have put in to make sure 

that your web pages are friendly to the web crawler will also make your pages good to 
index. Good technical site design, design of links, use of text, use of title tag etc. But 
that is not to say that the two are the same thing. 

If making your pages crawler-friendly is the same as making them easy to read, 
then making your pages easy to index well is the same making them easy to remember 
against the relevant subjects, key words and key phrases. The key issue here is that 
they should be remembered as belonging to the correct subject, that is that they 
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should be easy for the search engine to bring forth when someone searches on the 
right topic.  

 
Making sure the pages get indexed after they have been crawled. 
 
If you follow the advice above here, in “Getting Crawled”, then you have come 

a long way on the way to getting indexed. The search engine’s indexing algorithm will 
be able to read your pages, and if it can read one of your pages it will be able to read 
a lot of them. 

Furthermore, if you have created a few links and got some links coming in to 
your web pages, and if you have submitted in a careful and proper manner, then there 
is no reason why your pages should not be showing up in the index held by the search 
engine. 

• How Long Does it Take to Get Indexed? 
There are varying reports on this and it is certainly frustrating. The story goes 

that it can take anything from one to eight weeks to appear on the index. What is more 
there is nothing certain about this. Google is not going to tell you, or even make a 
general statement about how long it should take. 

The frustration here is that if you have no firm and comprehensive guidelines 
(such as this report), then you can build web pages, or make changes to web pages, 
and sit around waiting for up to eight weeks. 

In Internet time, when you’re used to making rapid adjustment to your model, 
eight weeks is an eternity. It is too long.  

 
The way to get indexed a great deal faster is o get yourself one or two links 

pointed at your pages from a web site which is already well indexed. Maybe you know 
someone who has a well established site with good links and a good ranking. Or maybe 
you already have a web site on a different topic which has done well in the rankings, 
even if only for one or two pages. Getting a link from this kind of site seems to speed 
things up greatly, for the obvious reason that it almost circumvents the submission 
process altogether, with the crawler coming straight in from one of its 48-hourly visits 
to the other site. 

Don’t rely on “submission”.  Just get a couple of links. 
 
Making sure the pages get indexed with the right content and messages. 
 
Now, when it comes to Getting Indexed, this is the crux of the matter. 
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If you get your page crawled well and often, and the page goes into the index, 
you need to make sure that the search engine is going return your page when there is 
a relevant search - and not just a search on the name of your web site, or a search on 
some other, barely related topic. 

For instance if you have a web site called Gardenersheaven.com, selling 
discounted gardening equipment, garden fertilizers and such like, then you will want 
to be found when people make the following searches: 

• Gardeners heaven, gardenersheaven …etc 
• Discount garden equipment, cheap garden tools … etc 
• Cut price mowers, quality sprinklers … etc 
• Fly’n’float 2000XP, Fly’n’float 2000XP lawn mower, 2000xp low price etc - ie 

precise model you are offering. 
Conversely you will not care whether you are not found by these searches: 
 
• Gardeners boiled candy canes 
• Rent cheap house with garden 
• Windows 2000/XP printer drivers 
 
These may seem trivial examples – I mean, how likely is this? Well I agree that 

if you did have such a web site and made a small effort to put out a normal amount of 
information about the site and its products, you would be unlikely to get into trouble 
with lots of useless traffic in this way. 

However, if I take another example, you will see that sometimes you might 
need to anticipate problems with getting yourself found on the search engines – found 
by the right people for the right reasons. 

If you were a law firm called Jackson, Simpson, Gilmour Law LLC, you may well 
want to appear for searches such as: 

• “jackson, simpson law” 
• searches on all the legal competencies which you may promote on 
your web site, eg “personal injury lawyer, workers comp lawyer” etc. However 

you may find you are getting totally swamped by traffic from people who have 
searched on: 

• jackson law suit 
• OJ Simpson trial 
• Gary gilmour legal 
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Again this is an extreme example which you would be unlikely to miss, but it 
does pay to think through where your high quality traffic is likely to be coming from 
and to write your pages accordingly. 

Accordingly your pages should be focussed properly. You need to use the title 
tag, the description tag and the headers and body of the text to focus as well as you 
naturally can on the strengths and specialities you have. You must use the names of 
specialities, and what you do, very prominently. These words must be specific and not 
vague. 

Do not fall into the trap of “brochureware” web sites. These are the web sites 
beloved of many a marketing firm which seem to have two or three short paragraphs 
to describe their whole firm, two or three vague paragraphs on the history of the 
company and two or three more utterly uninformative paragraphs on core values of 
the firm and what they stand for. 

These sites look like what they are: sites written by people who know little and 
care less about the firm they are doing a contract for. Unless you use the proper 
specific text about what you really do and what precisely your page is about, your page 
is never going to rank well. 

Specific, informative text should be included in the title tag, the meta 
description tag headers on the page and then in body text of decent length. 

As a very simple example here, the above problems could quite easily be 
diffused by using specific text as follows: 

 
Title tag: 
“Jackson, Simpson, Gilmour – Colorado Personal Injury, Workers 
Comp Lawyers” 
Description tag 
“Jackson, Simpson, Gilmour Law LLC– Colorado’s Most Successful 
Personal Injury and Workers Comp Law Firm” 
Home Page heading 
“Find Out Why Jackson, Simpson, Gilmour Law LLC is Colorado’s Most 
Successful Personal Injury and Workers Comp Law Firm” 
 
Focus your Content – What Should Your Page Contain? 
 
The ideal page is text based, and uses the focussed part of its content in the 

first 250 words of text running top to bottom of the page. 
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Important words, likely to match with search terms keywords should be in the 
first line or two lines of the page, and in heading text preferably (ie using the HTML 
heading tags in the “body” of the page.) 

Important keywords should be used 3-5 times ideally in this text of 250 words, 
and if possible in natural context, not in a list or stuck out on their own. By natural 
context I mean that near the word “gardeners”, you should use the words garden, 
plants, flowers, gardening, lawn and the like. Keywords can be used up to 6-7 times in 
a page to improve keyword focus for that page. 

Ideally there would be one or two links on the page to similar content on your 
own or another web site. 

The page would be html based, rather than using ASP, PHP or whatever. 
The page would have two text links each to the home page, the site map, and 

to other common areas for navigation such as location finder, FAQ’s, contact us, and 
other main sections of the web site. 

The page would be no more than 45k in size, excluding graphics. Pages larger 
than this are a big hindrance to indexing. 

I am often asked about pdf’s – can they be indexed? The answer is yes, most 
certainly their text will be crawled and indexed. Again though, keep the file size to 
below 45-50kb. 

Use a good title, and a good meta description tag employing the same keywords 
as are used in this page – see details above in “Getting Crawled”. If you can do this by 
dynamically generating great tags then that is the way forward long term. 

 
• Overview of the “Don’ts”, when Aiming for Maximum Indexing. 
 
Many if not most of these have already been mentioned, sometimes in 
more detail, above: 
� Use text not images! Images add nothing to the text-based 
focus of the page. A picture may be worth a thousand words 
to your visitors, but please remember that a search engine 
does not see it that way. 
� Keep variables in dynamic URL’s to 2 or less in this (browse) 
hierarchy (search output doesn’t matter). Variable has to be 
10 characters or fewer for Google. Again it is much better if 
the URL of the page can be written as .html file name, so you 
should consider re-outputting your filenames as html – see 
above for how to do this. 
� Avoid compulsory cookies and session ID’s as above. These a 
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block to indexing. 
� Don’t expect content which is within a drop down box, some 
other form or some neat JavaScript menu feature to be 
indexed. It is invisible to the search engine and it will be 
passed by. 
� Concern yourself with keywords in the body of the page 
content, but not in the meta keywords tag. Work spent on the 
meta keywords tag is unlikely to bear much fruit. 
�  Avoid Clever Tricks and Cheating 
 
At one stage, maybe ten years ago, you could pull a stunt like include loads of 

keywords and keyword phrases in a slab of gibberish at the top of the page. In order 
to avoid the scorn of the site user, the web master would make the text white on a 
white background. 

Such tricks are unlikely to work these days. When the search engines spot 
cheating of this kind which is deliberately designed to trick them, they not surprisingly 
react badly. It is common for these tricks, when discovered, to lead to exclusion of that 
site from the search engine for a long time. This is clearly counter-productive. 

You would think of doing this, but you MUST be sure your SEO consultant is not 
trying this kind of thing. 

Other such tricks which will attract summary punishment from Google are as 
follows: 

� Cloaking or hiding links and keywords 
� Using very small text for links. The whole point is that the search engine is 

trying to encourage you to produce a high quality, easy-to-use web site. If you cheat 
by including links or keywords which are so small as to be illegible, then the search 
engine will simply ignore them, or again you could be excluded if it looks like 
systematic abuse. 

� Don’t cheat with redirects. This is the practice of creating a great many 
doorway pages which are created in a very simple, all-text format, with which to 
attract the attention of Google. When the searcher clicks through to see one of the 
pages, there is an immediate redirect to another page, the “real” page. This is high on 
the list of cardinal sins of search engine marketing and you can’t expect to get away 
with it for long. 

 
• What is the Best Way to Produce the Page? Is “Hand Coded” HTML Better 

than Automatically Generated Code? 
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I am often asked whether it is best to use pure, hand coded HTML for a web 
page. Obviously this is more laborious, but for a small site at least it is possible. Is the 
hand-coded HTML better for the search engines to pick up and index?  Again, SEO 
consultants often claim this is necessary. 

The simple answer to this is no. The major software products for generating 
web pages do themselves produce high quality and very “clean” HTML code which will 
be best for the search engines. Humans have a tendency to do things in an 
idiosyncratic way, with small variations from the design specifications, as endorsed by 
the W3C (the body which approves standard code for use on the web so that everyone 

can read it equally well). The main software applications have stuck very tightly 
to these specifications. If you use Dreamweaver or Frontpage in particular, and don’t 
try to do much direct editing on the code itself, then you will find you don’t get many 
complaints about the quality of your code. 

This issue of “clean code” is become more important these days, and that 
means the search engines are going to penalise deviation from these norms and 
standards more than they have in the past. The reason for this is that here has been a 
big drive in the last couple of years on the accessibility of web sites for those who are 
either hearing impaired or sight-impaired. These disabled people have special web 
browsers which try to interpret the web page for them. Obviously, these special 
browsers rely heavily on what is in the HTML code, and clever variations to make the 
page “look good” are often a hindrance to this.  

 

STEP THREE - GETTING YOUR SITE WELL RANKED BY THE SEARCH 

ENGINE – PAGERANK, DESIGN, LAYOUT AND LINK BUILDING 
 
 
Getting Well Ranked by the Search Engines – PageRank, Design, Layout and 

Link Analysis 
 
As with Part Two here entitled “Getting Indexed”, the first thing to remember 

is that you will achieve absolutely nothing if you have not put the time and effort in on 
firstly, Getting Crawled, and secondly Getting Indexed. This is a program of four stages. 
Because the stages are built on top of what has gone before the first stage is much the 
most important, and the last can be considered in some ways as window dressing. 
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Having said all of that, if you have put in the effort to get your pages well 
crawled and then well indexed, it would certainly seem a shame to not make a little 
bit of effort at this stage. 

Remember that that any edge you can give your site will make all the 
difference in the competitive world of search engine ranking. And the techniques in 
this section will certainly make a difference. 

OK, so what gives a web page a higher ranking than it otherwise would have 
had? There are two factors here, one of which ties in strongly with the design issues 
in the parts of this four part program, and the other of which demands more work 
outside of your own site for a change. 

 
Getting Ranked – Two Main Issues 
 
1. Carry on the good work of nice easy-to-use design, standardised 
layout that the search engines recognise as representing good design. 
Add to this principles of good content creation, and you’ll have a page to rank 

right up there. 
Good content will have a good slab of text with outbound links, and will be 

related to the title and description of the page. It will not be repetitive and the crawlers 
are now rejecting pages with lists of keywords and no “human-readable” text.  
Google’s Panda Update prioritises pages which are well linked to social media and 
which have attracted likes, followers, pins and so forth. 

2. Link Analysis and Link Building, creating links outwards to the right sort of 
sites, and getting links inwards from the right sorts of sites. 

 
What Do We Mean by “Getting a Good Ranking”? 
Just so we know what we are all talking about, since these phrases like “getting 

indexed” and “getting ranked” are used with a good deal of overlap: 
Getting a good ranking can be understood by the idea that there may be 20 web 

pages with similar relevance to what a particular searcher is looking for. They have all 
been crawled equally successfully and all are indexed by the search engine. By good 
design and text, and also carefully planned links in and out, you can make sure it is 
your web page that is number one, or at least on the first page. 

It is easy to feel a little discouraged by the whole idea of getting your site well 
ranked. 

The idea has got about that designing pages for search engines is an uncertain 
art, that there are no guarantees, that the whole thing is uncertain and not at all 
transparent. The news media have also put about the idea that the search engines are 
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constantly trying to stay ahead of people who rank well, to somehow “cut them down 
to size”. 

None of this is true. Google and the others are trying to stay ahead of the search 
engine cheats, not people who have valuable web sites with well designed content. 
No one is going to write you a guarantee, but the methods themselves are pretty clear. 

But, because of this a lot of people do ask, “How will I know if I am getting it 
right or wrong? This process is so uncertain.” 

Fortunately this is made a little easier by Google’s concept of PageRank, which 
is a score out of ten it gives to all the pages it indexes. This is most useful. 

 
What Is Google PageRank and How Does it Work? 
 
Google PageRank is a score out of ten which the Google indexing system gives 

to each of the pages which it indexes. When it comes to presenting the results of a 
search made on the Google search engine, Google will look at the relevance of the web 
pages according to the text in those pages (see above in Getting Indexed). It will then 
look in addition at the PageRank it has given to that page. If the page has a high 
PageRank rating, it is much more likely to come out near the top of the search results. 

So how do you know what rank Google has given to your pages? Easy, you 
download the PageRank toolbar from the Google website at: 

toolbar.google.com 
If you have not already done so I recommend you download this toolbar 

straightaway. 
This lets you see the PageRank rating of any web page you browse. Using this 

you can of course look at the rating of your own pages. In addition you can look at the 
pages which are similar in subject matter to your own and check whether they have a 
better or worse PageRank. 

What’s more, you can check out how the pages score which come at the top of 
the search results for your target search terms and work out why they are doing well. 
Is their PageRank much better, or have they simply done an excellent job on the ease-
of-use, crawler-friendly design and the rest of it? 

As you might imagine, the more popular a term is, the more people there are 
vying to be the top result for that key phrase. It is in this situation that the PageRank 
issue will become really important. You will need that extra edge to bring your site 
from top 30 to top five, for instance. 

If you are aiming at much less common, but more exact searches, the work you 
have done on keyword focus within the page may make you page more relevant than 
any other. 
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This is in many ways an easier way of going about things than the supreme 
effort of gaining the boasting rights for a top three rating for your home page. The 
Search Engine Marketing Secret is about easy, long term results that bring you lots of 
profitable traffic. Taking this easy approach to gaining a good position on the search 
engines can easily mean you get top positioning for a Google PageRank of only 2 or 3, 
or even just 1. 

Bear this in mind if you get slightly disheartened by the longer-term nature of 
the Link Analysis action just below here. There is more than one way of gaining tons 
of highly qualified search engine traffic, and not all of it involves gaining an excellent 
PageRank. Conversely all ways of getting that highly qualified traffic do indeed rely on 
having pages with the right technical design to be crawled and indexed successfully. 

In short, positioning on Google is a function of two things: 
1. PageRank based on design issues 
2. Link analysis 
 
Getting a Good Ranking – Part 1 - Design 
 
As I have repeated a few times: All the design issues brought up in the 
Getting Crawled and Getting Indexed sections are probably more important 

than the general usability information contained here. This is, to an extent, “gilding 
the lily”. 

 
Good Content 
Good content will have a good slab of text (200 words plus) with outbound links, 

and will be related to the title and description of the page. That is it to say it will be on 
the same topic and contain similar keywords to the contents of the Title tag, and the 
Meta description tag (see above in Getting Crawled for more about these). 

Good content will not be repetitive, or use lists of keywords and other text 
which is of no use to humans. The crawlers are now rejecting pages with lists of 
keywords and no “human-readable” text.  They are also rejecting keyword spam that 
no one wants to read or share.  This is where you need to integrate your search engine 
work with content creation and social media, as detailed in “The Attention Business”. 

 
Easy Navigation 
Make the navigation of the site as easy as possible with links between different 

parts of the site readily accessible on all or most pages. 
Include a text-based option without graphics if you can do this. The web search 

engines look for this kind of thing as “best practice.” 
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Easy to Read 
Believe it or not the search engine is likely to take into account the size and type 

of the font. The font you should use should be at least 10pt, 
and preferably larger.  
 
Consistent Design and Layout 
 
Keep design, layout, fonts etc consistent throughout your web pages and 

throughout the web site. This is likely to help the user gain a feel of how to navigate 
the site and to know where to look for things. 

Sites where different sections have been created by different people, different 
departments or even different companies should conform to a rigid set of detailed 
design rules so that the whole site is seamless and is built on similar technology with 
the same way of navigating, same menu bars and sets of links available throughout 
the site. 

Again this is considered to be best practice for web sites, especially large web 
sites, and it will help your ranking a little if you conform to this. 

You may always counter that you have seen web sites with high search engine 
rankings that look awful, use weird fonts and background designs etc etc. It is probably 
also true that they had a lot of the basics right and simplicity was certainly a virtue. 
And at the final analysis it was probably not one of the most popular search terms you 
were using when you found them 

Nonetheless, these exceptions from this rule do illustrate the point that the 
basics of parts 1 and 2 of the Organic Search Engine Marketing program are the most 
important ones. 

 
The Site Should be Fast 
 
Pages which are slow to load are clearly a disadvantage when it comes to 

making a site easy to use. Therefore, you may be asking for trouble if your pages are 
slow to load.  These days, being slow to load is almost always the result of having too 
many scripts loading page elements from other web sites, such as ads, videos, widgets 
and media. 

 
If you start to fill every page with dozens of links to relevant sites outside your 

own site, then it may come to look like “link spam” (see the next section of this part of 
the program on Link Analysis to find out more about link spam). 
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To sum up, overloading the pages with unnecessary links is likely to be counter 
productive.  

 
Once Again – Deal With the Basics First 
 
To conclude this discussion on the design aspect of getting ranked, I would 

emphasise again that you are right to think that this is somewhat touchy-feely, and 
subjective. It does matter, but make sure that the basics of site architecture and design 
have been dealt with before you start looking at the nuances of design I have dealt 
with here. Very many people have achieved top rankings in their chosen area of focus 
with resorting to these best practices. 

This discussion of design is perhaps of most relevance to large scale, 
professional web sites where the virtues of consistency and professional (ie 
standardized) look and feel are most expected. 

Also, longer term investment in the second part of getting ranked “Link 
Analysis” is going to pay greater benefits over time. 

 
Getting a Good Ranking – Part 2 - Link Analysis and Link 
Building 
 
Links are Important from Two Points of View. 
 
Firstly, the sites linking to you (Inbound Links) and the sites which you are 

linking out to (Outbound Links) from your site are BOTH very much part of the ranking 
criteria.  

Secondly, the text in and around hyperlinks is highly weighted in the keyword 
rankings, so your links should be of a certain format. 

Remember, ranking in Google is a function of both PageRank and Link Analysis. 
Further more the type of links, the way they are written and the way they are 
contained in the text has a large bearing on the Keyword Rank, that is, which of the 
words you have used on that page will be regarded as the focus keywords by the 
search engine’s index. 

 
 
Link Analysis –How Does it Work? 
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You will be aware by now that the Google crawler follows all the links it can on 
all the web sites it crawls and in this way it builds up a picture of the hugely 
complicated way the World Wide Web links together. 

It will look at the quality of the sites which are involved in the links. It will look 
at the amount of traffic experienced by the various sites involved in the links. 

It will also look at the sites with inbound and outbound links to your site. By 
looking at the text on all those web pages it will assess the relevance of those sites to 
your own site. 

And of course it will check the number of inbound and outbound links to your 
site. 

The search engine will make this Link Analysis assessment based not only on 
the inbound and outbound links to your site, but also the inbound and links to the sites 
linked to yours, and so on to five or six links removed from your site. In this way it 
builds up a picture of who believes who else is a good, reliable, relevant web site in a 
way that is very difficult to manipulate unilaterally. 

This is the same principle behind looking at what sites are well represented on 
Social Media.  Social Media are seen as independent judges of how good a web page 
is. 

Put it this way, it takes hard work to make a difference here. 
There are three criteria for the link Analysis performed by the search engine. 

It’s helpful if I just expand on each of these, because it is a difficult area. 
 
The Three Elements of Link Analysis 
This issue of link analysis is a very important issue so lets take a few moments 

to expand on what is meant by the three important elements to Link Analysis, what 
they mean and what metrics are used to add them into the search engine’s algorithm 
which is deciding your ranking. 

The quantity of links is simple enough to understand. It is simply the number 
of links, both inbound and outbound which a web site enjoys. Note that this is 
measured as a web site, and not as an individual web page. This means of course that 
popularity for one part of your web site will benefit the whole web site. 

In particular the number of inbound links is important to your ranking and this 
is usually known as link popularity. The best way of measuring this is to use tools which 
are present for free on the search engines themselves. Probably the best one is on 
Yahoo: 

Type in the Yahoo search box: link:http://www.yoursite.com  
Or look at Google’s, which seems to be a bit more concise, but less 

comprehensive: 
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Type in the search box: link:www.yoursite.com 
 
Again you will have no difficulty comprehending the concept of the traffic of a 

web site. This is the number of visitors to a site in a month’s time, and also the number 
of pages served by the site to those visitors. 

Traffic is important in two ways – firstly it matters of course whether yours is a 
busy site with lots of traffic or not. Bust sites are likely to get a higher ranking, as this 
metrics also goes into the ranking algorithm. 

However, more important in terms of link analysis is the traffic experienced 
byte sites which are linking into to your site. If you are getting inbound links from busy 
sites then it is better, as you might imagine. 

The quality of the inbound links though, outweighs either of these other 
considerations. The quality means the quality of the sites which are linking into yours. 
Here’s another subject element then. How do the search engines quantify quality? 

Firstly there is the traffic which that linking site enjoys itself. Next there is the 
perceived quality of the site in terms of how many inbound links the site itself enjoys, 
especially from sites with a similar subject matter or in a similar or competitive 
business. Sites which enjoy large numbers of links from their peers are assumed to be 
popular and respected amongst their peer group and this is a boost to the quality of 
that web site in the eyes of the search engine. 

Links from public listings and directories can be described as superlinks, which 
can boost your ranking more than any number of links from low traffic web sites. A 
good link from Yahoo Directory, for instance is reckoned to be worth up to a million 
links from small web sites. It matters that much. 

  
Conversely, it may not matter that much if you have an inbound link, or an 

outbound for that matter, involving a low traffic, small web site.  
Links from link exchanges and link exchanges tend now to be of little or no 

value.  Try to get listings in well-known directories, trade magazines sites and so on. 
However, if you are linking with a “bad” site, that is a bad site in the search 

engine’s eyes, then you are likely to suffer damage to the ranking you will enjoy. This 
is the case even if this bad site is linking to you without your knowledge. A bad site in 
this case is one that the search engine has seen to cheat or unfairly manipulate the 
system in the business of gaining a better ranking. This bad site will in effect have been 
banned by the search engine. 

These are exactly the kind of sites which have engaged in link exchanges and 
link farms, so be very wary of those schemes. 
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The things to watch out for here are sites like affiliates which you have allowed 
to sign up and link to your site, but at the same time you would not know that they 
have been adopting doubtful practices. This kind of thing can badly affect your 
standing in the rankings without your knowing. 

So, in summary, when you are getting together a link building programme the 
two things you should concentrate on are: 

A) the quality of the sites from which you are getting links. Direct your efforts 
towards the few of quality, whose link popularity you have researched using the link 
popularity tools. Do not worry about quantity. 

B) Avoidance of bad and blacklisted sites. Audit your affiliates or other sites 
which you know are linking through to your site, and check the links through o you on 
one of he search engines for inbound links you were not aware of. You need to know 
about problems like this before you can do anything about them. 

C) the old trick of posting on forums in order to get links to your site is not 
banned, but it will not generate much benefit for you unless the link generates traffic!  
Again relevance is the biggest issue. 

 
The Ideal Outgoing Link 
 
The ideal outgoing link is a link embedded in normal text describing the 

keywords of the page it is linking to: ie “Excel 2000 Training Guides from Microsoft 
Learning”, rather than “Training” or “Click Here”, or even “Excel Training Guides”. 

The search engine likes if possible a tie up between the text on the outbound, 
and the title of the target page to which it is linking. In this case the addition of the 
specific “Excel 2000” and the description of the site where the wage is to be found 
“Microsoft Learning” more or less fully describe the target page for the outgoing link, 
and the search engine loves this. It can see things are working as it thinks they should 
be. It is very likely that the text of the link here will tie in with the Title tag of the target 
page – something like “Microsoft Learning – Training Guides – Microsoft Excel 2000”. 
The search engine sees this kind of tie up relevance as exactly the way it would like the 
web to be, and it will benefit both pages as a consequence. 

So if you are using images as links always double up with a text link next to it, 
using a nice specific format as we have just seen. 

That’s the ideal link, embedded in the text of a page. However if you have a 
number of such links to present to other web pages, it is fine to present them as a list, 
provided they are in the same format of specific text. 
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Up to 70-80 per page, as discussed before, although you would not want to 
have this many links on page after page after page, or your site would appear to be 
about nothing at all except links to other sites. 

 
Ideal Inbound Links 
Inbound Links are ranked by the quality of the referring page and the referring 

site. Quality of inbound links beats Quantity. Of course it is nice if the links coming 
through to your site are nicely couched in relevant text, but under most circumstances 
this is not under your control, so we will not want to dwell on that aspect here. 

So a link from Yahoo Directory or Microsoft is worth any number of links from 
small sites and affiliates. It is worth more if the referring page is very relevant to that 
link and to your page. The crawlers view the link structures and try to analyse linking 
communities to work out which are the expert sites. And preferably the link itself 
should be in the format as mentioned above. 

Systematic Focus on Directories 
Wouldn’t it be great if there were loads of web sites out there which were 

happy to show text describing the details of your site and insert a link to your site? 
Wouldn’t it be even better if they had traffic themselves? And they were happy to 
receive you message asking for a link? 

There are a surprisingly large number of directory web sites to which you can 
submit your web site and gain links. They won’t ask for a reciprocal link and they are 
free to list on. This is not the silver bullet, because although they have traffic to varying 
degrees, they are not massive, and being directories they are not focused on your 
particular subject area. Nonetheless, it’s a good way of starting to build up links. 

But of course, there is more to this than meets the eye. It couldn’t possibly be 
that easy could it? Again I will go thorough some do’s and don’ts, and some facts which 
are borne out by the experience of search engine optimization professionals. 

Some people say that this is a waste of time, that it is only useful if you are 
hoping to build PageRank for pages competing on unpopular key words etc. This is not 
the case. If you have links from say 50- 100 good relevant directories, and you are 
listed in the right relevant sections of the directory, then it will help your page rank. 
You can’t expect this to do the whole job, without a good site with good, relevant 
content. But then having read this far in this report, I wouldn’t expect you to do that. 

 
The Google View of Inbound Links from Directories 
 
Many directories are seen as “expert” sites. Google changed its algorithm in a 

while ago to take account of inbound links which were likely to be most valuable, 
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rather than to count all links as pretty much equally valid. Fortunately for us, Google 
has even published material on this topic, for instance: 

“Experts in our definition are directories of links pointing to many non-affiliated 
sites. This is an indication that these pages were created for the purpose of directing 
users to resources, and hence we regard their opinion as valuable. Additionally, in 
computing the level of relevance, we require a match between the query and the text 
on the expert page which qualifies the hyperlink being considered. This ensures that 
hyperlinks being considered are on the query topic. For further accuracy, we require 
that at least 2 non-affiliated experts point to the returned page with relevant qualifying 
text describing their linkage.” 

Confused? Well, what Google is saying here is A) Google is looking for unrelated 
sites, defined as sites with an IP address completely unlike yours; B) they are looking 
for clusters of outbound links, all on the same subject (such as may be found on a 
focuses category page of a directory); C) they are looking for text-based links which tie 
in with the words used on the target page; and D) they are looking for these links to 
your pages in numbers (it says more than two). 

You can fulfil all of this by gaining links on the right sections of a number of high 
quality directories. 

• As with all the sites you are hoping to build links from, look for quality. Look 
especially on the site itself for evidence that there is some quality control, and they 
have taken care to avoid listing sites in the wrong category, irrelevant sites etc. 

Sites where you need to pay a few dollars to submit will generally be better, if 
you are willing and able to pay. Furthermore, if you are sending your submission to a 
human, it is likely to be a better site. 

Conversely so called free-for-all sites where they automatically list just about 
anything people wish to submit. They may well be full of sites with “cheating” search 
engine marketing techniques such as doorway pages and redirects. Being on the same 
pages as these “black hat” sites is not what you want. 

 
• You may think that this is a good idea since you will in any case get lots of 

traffic from these directories. This is unlikely to be the case for most sites. People don’t 
use directories, they use them even less than before. The main exceptions to this are 
business to business resource directories with very focussed content. People use 
search engines, and that is why you are trying to optimize your pages for the search 
engines. The best purpose for listing on these directories is to improve your PageRank, 
and provided you list on good directories, this will happen. 

The Big Directories 
By Big Directories I mean principally DMOZ and Yahoo Directory.  
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It is relatively easy to get listed on these directories, but what you are looking 
for is a high rank allotted to you by the humans who edit the directories. If you get 
such a high rank you are in great shape. 

This will count for more than untold other listings. 
 
Link Exchanges? 
Link exchanges are organizations or clubs where you share links with the other 

members. Every site in the organization agrees to link to the others, and depending on 
the number of members in a club, links to either all the others or a number of them, if 
there are just to many to link to all the others. 

On the face of it this could seem to fulfil most of what Google is asking of an 
expert – a number of unaffiliated sites, linking to your site and similar sites from the 
same place, with nice descriptive text links. 

In practice, Google tends to spot these circular sets of links and ignores them. 
Can it do any harm? Yes, if as mentioned before, you take no account of the quality of 
the sites you are linking to and from. Also, if you have a network of your own sites, it 
may well be very useful for spreading the traffic between your interests, but this is 
going to be spotted by the search engine and you will get no credit for these links 
between your own affiliated sites. 

 
As with all links to your site make sure to do your “due diligence” on the site, 

checking out its traffic, its link popularity, its Google PageRank figure and the 
compatibility with the crawlers, both the pages themselves and the links through to 
you. I would advise you to go for sites with a Google PageRank of 4 or above. 

If you can manage it, get a link from the home page, since it is this page which 
will have the highest PageRank in all likelihood. 

 
Affiliate Programs 
 
Affiliate programs are different again. An affiliate program is one whereby you 

set up a system so that other sites can link to your site, and you can track the clicks 
coming through from that source. The idea is that when a customer is gained through 
one of these affiliate links to your site from the affiliate’s site, a payment is made for 
this to the affiliate. Usually this would be a percentage of the sale amount, or in some 
cases a set fee for the acquisition of the customer. Other “professional affiliate” sites 
charge on the basis of the number of click throughs.  

Final Comment 
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Once you’ve thought through the basics of site architecture, the issues of 
getting ranked are of course where it’s at in organic search engine marketing. I must 
also reiterate that if you really want to nail this, there is no alternative to good link 
building, although I always look for easier ways to do things. 

None of this should detract from one of the central points of the Search Engine 
Marketing Secret. That is the point that by picking on large numbers of less  popular 
keywords, you can side step much of this, and you’ll still be aiming at a bigger target,  
ith a likelihood of better quality traffic. 

STEP FOUR - CREATING THE PERFECT LISTING ON THE SEARCH 

ENGINE’S SEARCH RESULTS PAGE 
 
Step Four - Getting the Right Message Across on your Search Engine Listing  
 
OK – You’ve got a great listing on the search engine, you’ve got a high PageRank 

– and now you are well up near the top of the search results. 
You’ve done your job haven’t you? It’s all finished. 
Not so fast! You’ve made it most of the way there and you’ve got your pages in 

the right position of the search engine. But surely you want them to click through don’t 
you? That is the whole point isn’t it? Not to get to the top of the rankings and boast 
about it, but to get lots of lovely, highly qualified, very interested traffic to your web 
site. 

This is the last leg, so don’t give up at this stage! 
Business Angle  
 
Most search engine optimization “experts” take the view that the aim of their 

endeavours is to gain the highest possible position in the search engine rankings. It 
is nothing of the kind. The aim of the search engine marketer – your job – is to get as 
much high quality, highly qualified traffic as possible through to your web pages. If 
that means getting tons of traffic from tons of pages with very specific, not very 
popular, keywords, then so be it. 

 
Part of your job is to get the right message on the search results page that will 

show what your page is about, and induce your target visitor to click through. 
 
THERE IS NO POINT RANKING WELL ON GOOGLE IF NO ONE IS TEMPTED TO 

CLICK THROUGH!! 
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Again I will preface what I have to say in this Step Four of the Four Steps to 

Successful Organic Search Engine Marketing by saying that unless you have done the 
right things according to parts One, Two and Three (but One and Two in particular on 
Getting Crawled and Getting Indexed), you are unlikely to succeed with Part Four. 

 
Back to the Business Case – Who are “They” and What are “They” Looking 

For? What Would you Search for if You Were Them? 
 
You can access all those great tools for telling you which keywords are hot, what 

the PageRank of a web page is, how many other pages link into that site, and more. 
These are great tools and they go a long way to remove the “guesswork” out of a lot 
of this stuff. 

But there comes a time when all the clever tools in the world are no good for 
indicating the right keywords or hot text to use. You as the person running that web 
site need to know about “them”, your target users, the people you want to come on 
to your web site. Online tools can tell you what people search for, what combinations 
of words they use and so on – but they cannot tell you those things for your particular 
group of target users. In the end, the business of deciding what message you want to 
get over to these people is a human and subjective decision. It is your decision, based 
on your deep knowledge of your own customers. 

That is: 
After you’ve designed you site and your pages in the best possible way to work 

well with the search engines. 
After you have laid out your pages to get the best PageRank you can. 
After you have worked hard on improving your PageRank by a judicious link 

building program, gaining links from the right kinds of site. 
After you have chosen the keywords to cast your net as wide as possible into 

the vast streams of search traffic that hardly anyone is going for. 
After all that, you could and should have your site’s listings coming up on the 

search engines - reliably and often. Now, it is your job to get them to click on that link 
on the screen. 

You want your listing to stand out a mile from the others and be the one they 
will all want to click on. 

This is a copywriter’s job make no mistake, and you should arm yourself with 
some of the copywriters tools. 

 
Think of some of the copywriter’s tools: 
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• What style of words should you use? 
• What is that tone of your message? 
• Do you want to use any suggestive verbs or adjectives in the copy? 
• Do you want to use any emotions? 
 
OK, copywriting is a specialized art. Not everyone can do it well. Most people 

have no training, and very many people have no aptitude for this, in the same way as 
some people cannot sing or cannot draw well, or have no feel for how your web page 
should be laid out, which colours are right and so on. 

 
The answers to this challenge are two: 
1. Use the knowledge in your organisation to build a human idea of who these 

users are, what they are looking for, the kind of words they use and the kind of tone 
they would like to see on a web site. 

Consult those people who deal with the users most, whether they be customer 
service agents, sales staff, executives, or whoever. Test with customer-facing staff. 
Don’t just guess. 

2. If you don’t feel like you’re a “wordsmith”, get someone to help you and 
throw the ideas around. We are not talking poetry here, so please don’t stress about 
it, but don’t take it casually either. 

Another tip, if you are going to do it yourself, is to get into the groove by reading 
other good copy, for instance in mail order pieces or catalogs that are in the same 
business sector as yours. Read some stuff for up to an hour before you try your hand. 

On the general writing of promotional and enticing copy, I would recommend 
the books and the web site of copy writing guru Herschell Gordon Lewis. 

http://herschellgordonlewis.com/ 
The man is a fount of good sense, and of the value of nuance, in all manner of 

copy writing applications, including online, page advertising and catalog selling. He is 
also a master of all those “hot” words that really sell online. 

 
Think Now of the Snippets that are Going to be Outputted on Google 
 
Spend some time on Google and the other search engines, looking at search 

results similar to those you would wish to be found on, and try picking out the text 
snippets out of the top ten results which you think you would be most likely to click 
on. Ask your self why. Ask yourself why they are better than the others, and what they 
could otherwise be like if the author of that web page had done things differently. 
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As an example, look at an example I referred to earlier involving the two hotels 
in Barcelona, Spain. These results are based on a search on Google.com for the search 
phrase “hotel spa barcelona”, results in English only. 

 
#1 
Gran Hotel La Florida Barcelona’s Only Urban Resort 
... of Barcelona, luxury hotel in Barcelona, hotel in Barcelona, romantic 
hotel in Barcelona, Spa Barcelona, Barcelona Spa resort, Barcelona Urban 
resort, ... 
 
#2 
Hotel Arts Barcelona – A luxury hotel in Barcelona 
... The Spa by Six Senses at Hotel Arts Barcelona is now open, relax and 
unwind in the stunning location on the 42nd floor. Request A Service ... 
 
#3 
Hotel Ciutat Spa & Golf -Granollers- Barcelona - Granollers 
Hotel Ciutat Spa & Golf -Granollers- - Book a room in Hotel Ciutat Spa & 
Golf -Granollers- ( Barcelona - Granollers). With photos, rates, special offers 
and ... 
(By the way it speaks volumes here that the best three to use as 
examples are the top three results. I looked at the top 20 for this 
search and the best examples of copy were also the top 3 search results. 
Giving a nice clear message is going to help yet further in the rankings. 
This is not always the case, but it often stands out that this is the case.) 
Look at each one of these results and see which is best, their strengths 
and weaknesses and so on. For instance, here are some of the 
observations you could make about these three competing search 
results in this case: 
 
• #1 has a good title, though you would need to be confident that the searcher 

knew what an “urban resort” is. (I was looking for a hotel – is this a hotel?) The rest 
gives you a good idea of what the site is about, but does not draw you to the site, other 
than to confirm that it is similar to what you were looking for. The text is a list of 
keywords, clearly, and it is a little unattractive, even if it has done its job quite well in 
getting to the top of the rankings. 

• #2 has a good title, saying exactly what it is (luxury hotel in Barcelona) and the 
name of the hotel. The text then goes on to expand on the idea with the spa, using 
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suggestive verbs (“unwind” and “relax”) and drawing a very short word-picture of 
what you might well be looking for. Suggestive verbs, by the way, are usually more 
powerful to use than adjectives and adverbs, at least in the English language. The point 
is made without longwinded description. Very good I think. 

• #3 takes a different approach. The title again is good, telling you what it is, 
and where it is. The text is hardly a word-picture or a prose poem, but it is very 
effective for all that. It packs in more features of the hotel than either of the other 
two, is in reasonably plain language, and tells you about the site (with photos, rates 
and special offers). These are all things you were very likely to have been looking for. 

Hopefully this will have gotten you thinking about what kind of things you could 
say, and how you could say it. There are a million different ways to do this, and if you 
start looking around on the search engines with different searches, you’ll see great 
variations. 

 
Some is excellent and serves as a great lesson, some is poor and deathly 

uninviting. You don’t need to look far. Look down to number 10 on the same search - 
trying to do too much: 

 
#10 
Barcelona Hotels 
Online hotels reservations in Barcelona. ... phuket hotel thailand 
health resort 
spa The Andaman Cannacia Resort Spa hotel, new, sensational 
affordable ... 
 
This gives me the impression that it’s only partly relevant, and it doesn’t have 

the greatest focus on what I’m looking for. Are we talking the Andaman Islands, or 
Phuket, or Barcelona, or what? It’s not that it’s that bad, and I’m sure we’ve all seen 
worse, but it helps to see it in the context of what the others are saying, and not just 
in the context of its number, #10. As a link and a piece of text it is many times less 
inviting than the other three I picked out here. 

 
Who are You, What is this Site and What is this Page for? 
 
This is going to sound obvious, but the big “BUT” I always need to put in here 

is: 
“While you are using your text to engage your searchers and visitors, 
don’t forget the me factor”. 
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The me factor here says that you should remember to say what the site is, what 

the site is about and what that individual page is for. This is most important. You can 
be as attractive as you like but people like to know, and need to know, what the site is 
and what it is for. 

It is a common advertizing mistake to over-use the word “you”. It is meant to 
involve the reader and engage the reader into what benefits there might be for 
him/her. Unfortunately, because of over-use, “you” has begun to smack of 
“advertizing-ese”. It looks a little aggressive and old fashioned. So don’t go too far on 
grabbing the attention of the reader. Be factual, say who you are and what you have 
to offer on your site, and if you can, entice them in. 

All this sounds like at least three detailed paragraphs of writing, but in fact it is 
much easier to include than that.  

Take our hotel examples from above once again. 
• “Who you are” is simply the name of the web site, which can normally be 

included in the title tag, and come up as a title. In the nice example #2, “Hotel Arts 
Barcelona – A luxury hotel in Barcelona”, the writer has done a very simple and obvious 
example 

• “What the site is about”, can often be the same as the “Who are you”, 
depending on what the site is about. The clear example here is “A luxury hotel in 
Barcelona”, which is doing it “by the book”. The writer could have made more of this, 
by using the evidence of an award, or something unique or unique-sounding. Anyone 
could say “luxury hotel” and I am sure there are many of those in Barcelona. 

“Barcelona’s only Urban Resort”, for instance is better, because it contains a 
unique selling point. This will attract those who recognise what an urban resort is, and 
that’s cool. 

• “What this page is about”. The first two have rightly been achieved in the title, 
taken directly from the title tag of that web page, this one is more likely to be in the 
two lines text about the page. As such it can be more difficult to hit correctly – but 
shouldn’t be. The best of these is #3: “Book a room in Hotel Ciutat Spa & Golf -
Granollers- ( Barcelona - Granollers). With photos, rates, special offers and…”Well at 
least you know what the page is about: Photo’s, rates, special offers and more. 

 
How Do We Insert Our Perfectly-Crafted Text into the search Engine’s Results 

Page Reliably? 
But…but…but you’re saying, that’s great, but how do I accomplish this?  
 
A) Identify yourself – what is the site called, what is the web site 
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about, and what is this page about. 
B) Say things your target visitor will recognise, understand, 
identify with. Draw the visitor in and make him/her want to 
click. 
The answer lies in the correct and relevant use of the title tag 
and the meta description tag in the HTML header of the web page. 
 
Using the Web Page Title Tags to tell them Who You are 
and What the Page is About 
 
Page title tags are excellent for identifying your site and your page. 
What the site is, what’s great about this site, what’s great about this page. Don’t 

be afraid to use the title tag for all these three things, but remember, you can only say 
one thing about each, so make sure it’s the right one. 

There is a truism in the advertizing business called the “So What” test, which 
says that you should imagine a customer saying “so what” to most of things you could 
say about your organization/product/service/idea. 

 
“Our name is Acme Manufacturing” – “So what?”. 
“We supply dynamite.” - “So what?” 
 
It’s a tedious point, but what it’s saying is that you should be 
saying that will grab the attention of an uninterested person. 
 
Well, forget all that stuff. Just forget it. It’s much less relevant in this case. The 

whole point here is that these people are looking for you, and you must make sure 
they know they have found you. So you must identify yourself in the title tag, and if 
possible say what’s great about that page.  

Just for a minute, forget about engaging them, and just tell them they have 
reached the right page. 

 
For the positioning of the page title tag in the HTML code, please refer to “Step 

One – Getting Crawled" which is in Chapter 5.  
In the title tag you have 80 characters, and it’s very important, so use your 80 

characters well. It gives you the opportunity to speak directly to the searcher. 
The title tag is where you use your 80 characters to tell the searcher basically 

what your site is, and what this page is about. That is all. Use the 80 characters well, 
and they will sell for you. What you write in the title tag of the page will appear as the 
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title of your entry in the search engine results listing. If you keep it to 75-80 characters 
including spaces, the whole thing will be displayed. 

 
Telling them What You Have to Offer and What’s Special About Your Site - 

Meta Description Tags, Text Positioning and Text Clustering. 
 
Getting over the rest of your message here may be a little more difficult, in as 

much you are on very solid ground with the title tag, but for the two lines of description 
text it’s less certain. 

The easiest and best way to start with this is to use the meta description tag. 
Most major search engines will use the meta description tag where possible to give 
the description of the page, and especially Google does this. You have 200 characters 
here, including spaces, so make use of them. 

For more on the meta description tag and where it goes on the page, please 
refer to “Step One - Getting Crawled”. It’s not certain, but it gives the search engine a 
fallback position. If the meta description tag text looks relevant as well as the title tag, 
then it is this text that will likely be used for the two line excerpt in the search results. 

What’s more if you don’t use the meta description tag, the search engine has 
to look around for the first suitable looking text. 

So surely, if we use the meta description tag in the right way, then we have 
great way of getting our chosen copy onto the search results page. 

Isn’t this true? 
Yes it is true in many cases, and you should aim for this when designing your 

meta description tag. But it is not the case in one situation. 
• If the search keywords don’t tie in precisely with the text which is in the meta 

description tag, but do tie in with, say, the title tag and the body of the text, then the 
search engine will use parts of the text it can see to create its own description, usually 
inserting an ellipse mark, three dots (…) between the bits of text it has picked up. 
Sometimes the search engine will use the description tag and other snippets of text 
from the page which it thinks are relevant. 

So the meta description tag is a great way of controlling the text on the 
outputted description on the search engine results page, especially on Google. We like 
this and we’re going to stick with it. 

But how do we exert some control over the odd bits of text the search engine 
sometimes picks up for the rest of the description? The simple answer is that the 
search engine picks up what it can from the text according to: 

• What is more or less the first thing it comes across which it can perceive as 
text, especially if this is text flagged up as larger, or emphasised and generally looking 
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like some kind of title. Certainly it will be looking within the first 200 words and may 
be restricting itself to the first 50 by preference. This is not to say that the crawler  will 
not use any text snippets more than 200 words into a page, but it will only do so if 
there are no relevant words before that level. 

• What is relevant. If the search engine has turned up your page because of the 
relevance mainly of the text, and less so because of the relevance of the title in the 
title tag, then it will pick up clusters of words around the keywords it has found in the 
text. 

Lets see an example of how this works in practise, by looking at the 
descriptions of web pages returned by Google, and comparing them to the text, 

title tags and description tags on the pages themselves. 
 
Example –Organic Wine 
If we search for “organic wine”, we get a nice site called winesearcher.com, 

which has a lot of the basics of search engine optimization correct, and this search 
brings up the focused page they have made about organic wine: 

 
Organic Wine 
 

Organic wine recommendations, and the retailers who stock those wines. 

 
Two words for the title, and only one line for the description - in fact these 

follow exactly what the web designer put in its title tag, and its meta description tag. 
The HTML HEAD part of the web page reads as follows: 

 
<HEAD> 
<TITLE>Organic Wine</TITLE> 
<META NAME="keywords" 
CONTENT="organic, Wine, lutte raisonée, biodynamic, biodynamism"> 
<META NAME="description" 
CONTENT="Organic wine recommendations, and the retailers who 
stock those wines."> 
<link rel="stylesheet" type="text/css" href="/t.css"> 
</HEAD> 
 
As you can see the title, between the <TITLE> and </TITLE> tags is the same as 

the listing, as is the content of the meta description tag. o our simple way of using 
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these two elements of the web page header to produce the title and the description 
appears to work. 

Now, lets look at a search for something more specific, “Kendermanns organic 
2002”. This is more realistic, as it is looking for a specific organic wine. The same page 
also rates very highly for that search too, but this time the description in the search 
engine listing is different. 

 
Organic Wine 
…Tom Cannavan recommends Kendermanns Organic 2002. A blend of 
Riesling and other varieties from organic vineyards in Rheinhessen, where 
legumes are… 
 
We can see here that Google has gone way down the page to find relevant text 

(about 1000 words), and it has put the cluster of text it has found in bold. There are 
three instances of the word “organic” and both of the other search terms, ie 
“kendermanns” and “2002”. Note at the same time that the page title remains the 
same, taken strictly from the title tag. 

As an extension to this, look at another site which comes up in the Google 
search results as a result of the search “organic wine”. This is for an individual seller of 
the wines: 

 
Organicwinepress.com great wines at great prices 
... At The Organic Wine Press, It is our goal to bring you simple shopping 
for Organic, No Sulfite and No Spray wines, with as little flash and fanfare 
... 
 
The HTML HEAD for this web page reads: 
 
<HEAD> 
<!-- Minus AutoDato --> 
<TITLE>Organicwinepress.com great wines at great prices</TITLE> 
<LINK REV="made" HREF="mailto:treetones@earthlink.net"> 
<META NAME="Generator" CONTENT="Stone's WebWriter 3.5"> 
<META NAME="keywords" CONTENT="organic wine,organic 
wines,organic,no sulfites,no spray,organic,Frey,Badger Mountain,Amity 
eco-wine,French wine,sulfite free wine,red wine, white wine,online 
wine,organic wine online,wine online,"> 
<body BGCOLOR="#FFF5FF"> 
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<TITLE>Organic Wine Press</TITLE> 
</HEAD> 
 
In this case Google has cobbled together the description from what it has to 

work with. It has used the title tag exactly, so the writer could have improved matters 
there with a little normal punctuation – but no matter. The writer has also put a title 
tag in twice, and so Google has used the first one. 

In the case of the description, there is no meta description at all (although there 
is a carefully worded keywords tag, serving little function). So Google has looked for 
the first block of body text to pick up the description, skipping the title text at the top 
of the page because the body text has great relevance. 

The listing of this one, although not bad, shows how easy it would have been to 
shape the message they want to convey through use of the title and meta description 
tags. All that was need was to pick up a couple of lines of the perfectly good text in the 
page and use it in the meta description tag. In this way, the site builders could have 
been very confident what was going to come up on the search results page, instead of 
trusting to luck as they have done. 

Why trust to luck? 
 
To Sum Up This Section: 
A) Use your knowledge and research of what your target people want to search 
for. 
B) Use that knowledge to write the copy of the page, concentrating on the first 

two hundred words, making sure that one page is focused on one main issue.  Or if 
using an SEO consultant, make surehe has your knowledge to work with! 

C) Identify the site, what the site is about, and what the page is about, in the 
title tag if you can. At the least identify the site and one other of these three in that 
title tag. 

D) Use the meta description to identify the focus of the page. 
E) Identify the focus of the page again in the first couple of sentences of text on 

that page. 
F) Use plenty of natural text, and lace in what you consider to be the correct 

keywords of focus in that text. 
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