
How To Attract More Photography Clients 
From Google 

What SEO Means For Photographers Today 

Most photographers see SEO as a constantly changing entity, mostly because they believe 
Google is always changing the rules, or moving the goalposts. 

But that's not quite true. 

The practice of SEO has  gone through some big changes over the years, but Google have 
never actually changed the basic rules of SEO since the day they started. 

What they have  done is to change the way they rank websites in response to the guerilla 
tactics some SEO practitioners have used in an attempt to game the system. 

In fact, SEO wasn't invented by Google, but by the folks who made it their goal to try to 
outsmart Google to get their websites at the top of page one. 

In order to keep the search results clean and unadulterated, Google are always hard at work 
to make the system less vulnerable to direct manipulation. 

Some of the bigger changes have been given fancy names like "penguin", "panda", and 
"hummingbird", but the central rule that Google wants us to follow when doing SEO remains 
the same. 

That rule is simply to do what we can to help Google better understand the relevance, 
depth, and scope of our content so they can help their customers—people who are 
searching for something —to find what they're looking for quickly and easily. 

SEO doesn't mean a piece of content has a basic right to rank well just because it exists, or 
because the author threw some keywords in the right places. 

Google cares more than ever about the quality of the pages they show in the search results, 
and they're especially dialled into the user metrics around that content because those things 
are almost impossible to fake: 

For example: 

● Time spent on the page… 
● The scroll depth... 
● The bounce rate... 
● Loading time… 
● Readability issues… 
● Social shares… 
● How well the content matches the intent of the search... 

Those are the kinds of areas you should work on most to improve your visibility in the 
search engines in addition to the basics, which we'll be covering in this workshop. 
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Certainly, there's no use at all in trying to manipulate the Google rankings by using shady 
SEO tactics that could end up making things a lot worse. 

Google Has Closed Many Of The Old "Loopholes" 

● SEO used to be easy - create content - add keywords & links - and hey presto! 
● There were also more opportunities to bend the rules in the early days 

○ Link farms and web directories 
○ Blog circles 
○ Multiple versions of the same content (cloaking) 
○ Keyword stuffing and masking (same color as the background) 

● Thin, or poor-quality, content could rank easily 
● So Google declared war on the people trying to take advantage of loopholes 

○ Penguin was designed to combat link spammers and paid link-schemes 
○ Panda is aimed at penalizing websites with low-quality content 
○ Hummingbird helped Google better understand natural language searches 
○ Which means: 

■ Less reliance on exact keyword matching 
■ More reliance on the context of the search and the searcher intent 
■ Factoring in previous search history, trends, and patterns 

● Today, it's much harder to game the system 
● Quality content that satisfies and engages readers is now more successful 
● Google are also paying close attention to the quality of the mobile experience 
● There are also signs that Google will soon favor secure websites 

The Search Engine Results Are Crowded 

● There used to be far less competition for space in the search results 
● There were also fewer people who knew how to do SEO 
● Today, the opposite is true 
● Google is spoiled for choice about who to rank 
● There are more people who understand at least the basics of SEO 
● But Google appears to reward high-quality engaging content 
● So this makes it even more important to stand out and be different 

Difficult To Dislodge Other Well-established Photographers 

● One challenge today is the difficulty of knocking established folks from their top 
spots 

● But even their hold can sometimes be tenuous 
○ They may be using poor practices 
○ They may have a weak link profile 
○ They may be there simply because they're the best of the worst at SEO in 

their area 
● There are always opportunities to dislodge the top listings if you know where to look 

The General Seo Advice Doesn't Always Apply To You 

● There's a LOT of SEO advice out there across the web 

 
 

"Workshop Notes" primefocuslab.com Page: 2 of 10 

 

https://primefocuslab.com/


● Most of it is good, solid, advice - when taken in the right context 
● But some of it is outdated 
● Some is simply bad advice 
● But even the good advice should be applied with care 
● Most websites that address SEO strategies are targeted to a general audience 
● For example, it's often said that "blogging is good for SEO" 

○ This is a true statement because blogs are SEO-friendly, but... 
■ Only if a blog is your major web presence 
■ Or you target a wide audience and a large range of keywords on a 

given topic 
○ For a small local-based business, such as a professional photographer, blog 

posts… 
■ Can provide richer content for the intended audience 
■ Can help with SEO by internal linking 
■ But blog posts may not be the best tool to target specific keywords 

● Before taking any general SEO advice, carefully consider how it applies to your 
business and where it fits into your overall SEO strategy 

You Do Need To Create More Detailed Content 

● Google is in the business of helping people find the best information possible, so they 
prefer to rank websites with useful & detailed content 

● For a photographer, a website with mostly photos is no longer enough 
● For example 

○ You should try to enhance your gallery pages with the stories of the images 
○ A strong and compelling caption on every image on other pages can make a 

huge difference to the visitor experience 
○ Adding testimonials with full name and location help with credibility and SEO 

● You should aim to create detailed service pages that start a conversation with your 
prospect and increase their excitement and sense of urgency 

● Develop resource pages to further educate your prospects 
● You can also make your blog posts more powerful by 

○ Focusing on one or just a few images 
○ Telling the story of those photos in detail 
○ Including additional media, such as video 
○ Adding a call to action at the end for the next logical step 

● For example, those long blog posts with hardly any text and 30 photos can benefit 
from being turned into a whole series of posts 

● Interlinking them increases engagement and captures the interest of prospective 
clients or buyers 

A Blog Is A Great Asset But It Plays A Supporting Role 

● I already mentioned that a blog can only go so far with SEO 
● For example, your blog isn't the place to keep repeating keywords in titles 
● Instead, use regular blog posts to engage readers with your personality and story 
● Your blog is like a journal, and you can bring your visitors and prospects along for 

the ride 
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● You can also link to other relevant content on your website from within your blog 
posts to further conversion of visitors into leads or customers. 

Most Photographers Ignore The Power Of Localized Seo 

● Local SEO is of critical importance to most pro photographers 
● For this to work, Google needs to know where you are and the area you serve 
● But, simply spraying a bunch of city names at the bottom of your homepage isn't 

enough 
● Instead, creating more localized content can definitely help 
● For example: 

○ Pages that talk about specific venues or photography locations 
○ Reviews and features of other local businesses 
○ Interviews with other business owners 
○ An interactive map that gives your location and directions on your about page 

● Reviews on your Google business page are also a key factor in helping you to show 
up for local searches 

Higher Search Rankings Are Possible 

● If you follow the advice I'm sharing here, you can raise your search rankings 
● But it does take time 
● Your rankings will naturally fluctuate, but there should be an upward trend 

You Need To Monitor Your Search Analytics 

● One thing you must do is keep an eye on your search analytics data 
● You can get this information from two places: 

○ Google Analytics: Not much keyword-specific data but full usage metrics 
○ Google Search Console: Full keyword data, landing pages, and search info 

● Check both of these once per week to get a feel for any changes 
● Look for sudden drops in ranking or traffic and try to correlate it with any updates 

(by you or Google) 
● Take special note of any warning messages or hints for improvement in Google 

Search Console 

Knowing When & When NOT To Do SEO 
It's tempting to think that you have to do SEO on every page of a website in order to 
maximize your chances of being ranked. 

But that's simply not true. 

In fact, you can actually hurt your rankings if you get this wrong and try to do SEO 
everywhere. 

Keywords Are Still Central To Being Found In Google 

● People still use words for their searches, so keywords are the major part of SEO 
● Keywords can mean single words or phrases 
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● Ranking well for a single word is next to impossible and isn't too useful anyway, as it 
tells you very little about the user intent 

● Shorter phrases (2 or 3 words) are the most common 
● Longer phrases are less common (what we call the long tail), but they can be more 

productive for conversion 

The Size Of Keyword Pool Varies By Business Type 

● The way you approach SEO depends heavily on how many keywords you can target 
● Most people forget to take into account the size of their keyword pool, and how that 

affects their SEO strategy 
● Some businesses have a large selection of target keywords 

○ For example, Amazon has a massive array of products and target clients 
● Others may be nationally-based and can target many locales 

○ For example, brick and mortar chain stores 
● Service-based photographers are mostly restricted to a single geographical area 
● Retail-style photographers, such as fine art photographers, may specialize in a 

specific type of artwork for a wider audience 
● It's therefore important to consider who you serve, where they are, and the footprint 

of your product or service offering 

Pro Photographers Typically Have A Small Pool 

● Compared to some businesses, most photographers have a very small pool of target 
keywords 

● These are usually centered around their location combined with the specialty 
● For example, "Memphis wedding photographer" 

Must Optimize For Keywords Wisely To Avoid Internal Competition 

● Because of the small number of possible keywords it's easy to fall into the trap of 
keyword cannibalization - I've done it myself several times even with a large pool. 

● This is a situation where you have multiple pages competing with each other for 
rankings on the same keyword 

● Instead of helping, this can dilute your SEO efforts for each page, and even confuse 
Google 

● Depending on how the keywords are deployed, it can even confuse the reader or 
make your content difficult to read 

Use Them Only On Pages You Want Visitors To Actually Land On 

● You do want to target your keywords to pages you want folks to land on 
● It might seem obvious, but it's amazing how many people forget this point 
● The correct way to target your chosen keywords is to concentrate them on pages 

that you actually want people to find in the search results 
● There's no point in having a page listed in Google, only to find that it doesn't suit the 

intent of the search that it showed up for. That will increase your bounce rate and 
ultimately lower the ranking. 

 
 

"Workshop Notes" primefocuslab.com Page: 5 of 10 

 

https://primefocuslab.com/


● You also want your optimized pages to work well at converting visitors into leads or 
serious enquiries so that you get the best results from your search visitors. 

● The call to action is what makes this happen, but it's up to the content on the page 
to create a sense of urgency to get the reader to take the action you want them to. 

Keep Some Pages Out Of Google By Using The "noindex" Meta Tag 

● You can actually help your SEO out a lot by making sure you tell Google to index 
only your most important pages 

● You can do this by making sure you keep certain pages out of the Google index 
● For example: 

○ Your about page 
○ The contact page 
○ FAQ pages 
○ Gallery pages 
○ Testimonial pages 
○ Pricing pages 
○ Legal pages, such as policies, terms of service etc. 
○ Blog tag archives, date archives, and author archives 
○ Temporary special offer pages 

● To tell Google you don't want a specific page indexed, simply add the "noindex" meta 
tag to the code 

● In many cases, you can do this by simply checking a page setting 
● In WordPress, for example, the Yoast SEO plugin has a simple checkbox for it 

In Most Cases, No Need For Seo On Regular Blog Posts 

● In most cases, you will use static pages for keyword optimization 
● There's no need to do SEO on most of your regular blog posts, as these are usually 

for time-related content 
● In WordPress, you can use the "page" content type for SEO landing pages. 
● Pages don't show up in the normal blog index, so you should link to them from the 

menu navigation and from links in other content, such as posts, wherever 
appropriate. 

Identifying Your Basic Target Keywords 
Keyword research is a big topic, and there are lots of resources on the web about how to 
identify the most valuable keywords for a blog or business. 

There are also several tools that can help with it but, to be honest, I've come to believe 
they're not really necessary for most photographers because we already know the pool of 
keywords is going to be limited in size. 

Instead, you can probably find most of the keywords you need from simply brainstorming 
ideas. 

5 Basic Keyword Types 

● The keywords you identify will likely fall into 1 of 5 groups 

 
 

"Workshop Notes" primefocuslab.com Page: 6 of 10 

 

https://primefocuslab.com/


● We'll go through what those 5 groups are, and then look at some examples. 

Broad Primary Keywords 

● Broad primary keywords are specific to the type of business but can cover a wide 
topic (for example, "professional photographer") 

● It's usually hard to understand the searcher's intent or reason for searching 
● Pages that target these phrases tend to be more general in nature 
● The call to action for these pages revolves around sending the visitor deeper into the 

website for more relevant specific information. 

Specific Primary Keywords 

● Specific primary keywords are valuable because they zero in on a particular topic 
● People using them in searches are usually more serious about their intent 
● Your pages that target these phrases will tend to focus on a single genre or specific 

topic 
● The typical call to action on these pages is aimed at getting the visitor to call you for 

more information, sign up for a lead magnet, or make a purchase 

Secondary Keywords 

● Secondary keywords are similar in nature to specific primary keywords but they may 
be searched for less often 

● The intent of the searcher is usually focused around fact-finding or the start of the 
buying process 

● Pages that target these kinds of phrases can act as useful resources and lead 
generators as well as getting people to contact you directly. 

Broad Long Tail Keywords 

● The long tail refers to the vast array of phrases that are searched for less frequently 
● Broad topic long tail keywords can be valuable because the intent of the searcher is 

usually a bit clearer 
● Pages that target these keywords are often found at the subtopic level for a specific 

genre or section of the website. 
● The call to action on these pages can be aimed at converting the visitor into a lead or 

serious enquiry. 

Specific Long Tail Keywords 

● These keywords are harder for you to identify, as they're searched for infrequently, 
and you may stumble upon them almost by accident 

● They can be very valuable, though, because the searcher intent is very specific. 
● These targeted pages can produce higher engagement and conversion if they do a 

good job of making a connection with the reader. 
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Some Keyword Examples 
Obviously, it's impossible to go through all the different keywords and phrases for every 
type of photography business, but here are a few examples to get you thinking. 

● CITY + "professional photographer" (broad primary) 
● CITY + "wedding photographer" (specific primary) 
● "Makeup Tips For High-School Seniors" (secondary) 
● CITY + "black and white portrait photographers" (specific long tail) 
● "Engagement portraits at the CITY botanic gardens" (broad long tail) 

Also Consider Related "Fringe" Keywords 

● Fringe keywords are those not directly related to what you do, but you can still 
capitalize on them because the people searching for them may be at the very 
beginning of the buyer's journey. 

● For example, popular photography venues or locations you can feature in a series 
● Other topics your audience are interested in that relate to your business 
● Local interest topics that involve your audience in the community 
● You can also creating your own directories of local resources and other businesses 

Website Content SEO Map 
At this point, you should have a better understanding of the importance of creating quality 
content that's designed to engage your audience and get them motivated to take the next 
step. 

If you do your SEO job properly, you should start to see more people landing on these 
pages from the search engines. 

But, a common problem is not knowing exactly where to do SEO on a website or blog, and 
the type of content you should target with different keywords. 

To help with this, I created a simple visual content map for you. 

Simply locate the type of content you want to create, and then find it on the chart to 
determine what keywords, if any, you should use. 

Let's go through the different options: 

● The Homepage: This is the most general page on your website, and you do want it to 
appear in search results for your broad primary keywords. Like the entrance door at 
the shopping mall, you don't know which store they actually want, so the job here is 
to get them to the right place. 

● Non-service pages: These are usually informational pages, but not necessarily places 
that you want to have as the first thing a visitor would see. About pages, contact 
page, testimonial pages, even galleries if all they have is photos or slideshows, 
pricing pages, legal pages, temporary sales pages, and FAQ's. These are not good 
targets for SEO, so set them to "noindex" and exclude them from any sitemap files. 

● Service pages: These pages are valuable as search engine landing pages, and make 
great targets for your specific primary keywords. 
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● Resource pages: Articles, how-to's, and other useful information not covered on your 
service pages can be used to target your secondary keyword phrases. 

● Blog index: This page is simply a reverse chronological listing of all your blog posts, 
and isn't somewhere you want to specifically target with active SEO. I would still 
leave it as indexable, and you will likely find that it does rank for a variety of 
changing keywords as the content gets updated each time you publish a new post. 

● Time-related or journal-style posts: These posts generally don't talk about a specific 
topic in any depth. Instead, they focus on a small set of images, a client session, or 
assignment. Therefore, there's no need here to do any active SEO. 

● Topic-based posts or pages: If you create any detailed topic-based pages (or posts) 
you can target them with the appropriate keyword phrase. 

● Category archives: These usually pertain to different sections of your business, or a 
specific photographic genre. For example, you might have a category for landscape 
photographs or weddings. The first page of the category archive can be used for SEO 
purposes if there's a specific keyword you can use to target it. In that case, you will 
also need to have a category title and detailed description shown at the top of the 
first page with which to target your keywords. 

● Tag archives: These are generally of little use for SEO, so I would ignore them for 
keyword purposes and set them to "noindex". 

● Date and author archives: The same applies to these. In fact, I would advise 
disabling these archives if at all possible. You can do that in WordPress using the 
Yoast SEO plugin. 

You can download a PDF of this chart to print off, which should give you a quick and handy 
reference to refer to if you ever find yourself stuck or unsure of whether or not you need to 
do SEO on a particular page or post. 

How To Do SEO On Specific Content 
When it comes to an actual piece of content, it helps to know what you need to do to cover 
all the bases for good optimization, but without going overboard or doing things that simply 
aren't necessary. 

Assuming that the page or post you're working on is a good candidate for SEO, you should 
then figure out which keyword phrase you're going to optimize for. 

Ideally, this should be the only piece of content on your site that specifically targets this 
phrase for SEO purposes. Think of it as the "official" page on your site for that phrase. 

This doesn't mean that you can't use that phrase elsewhere on the site. 

In fact, you should use that phrase on other pages or posts, and then you can you use that 
to link to your "official" page. This technique of internal linking will help Google figure out 
that your "official" page is the most important one for this keyword across your website or 
blog, which helps to avoid keyword cannibalization. 

In this visual content SEO guide, you can see that I've divided it into two main sections: 

● The non-visible header section 
● The main body of the page that your readers will see 
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The HTML header section is used by the search engines and social media scrapers to figure 
out what your page is about, the proper title and description, and how the page should look 
when shared on social media. 

This is where you'll find all the important meta tags, and you should make sure your 
keyword appears in the right places. 

For example: 

● The SEO title, shown in blue at the top, is what Google will use when your page 
appears in the search results. This is the most important place to use your keywords. 

● The permalink or URL, shown in green, is the actual URL of your page. The keyword 
should also appear here with spaces replaced by hyphens (not underscores). 

● The meta description is not as important for SEO, so it's not a prime location from an 
optimization standpoint. However, since the keywords a user searched for are 
highlighted in bold in the search results, it can help to include them here. 

● The open graph meta data is becoming ever more important for SEO as well as for 
its first intended use in social media, so spend some time to make sure the 
descriptions and titles that appear here are correct and use your keywords. 

Moving into the body section, this is what your readers will actually see. 

It's important at this stage to make sure you focus on your readers first, and deal with any 
SEO considerations after that because it's no use having a page rank highly in the search 
results only for it to be unappealing to real people. 

That said, here are the places you want to focus your SEO efforts on: 

● The first paragraph is important, as it helps to set the topic for the rest of the article. 
Your keyword definitely has a home here. 

● Headings and subheadings can help break up the content into more manageable 
chunks, and are good places to include keywords if you can. They aren't as big of a 
ranking signal as they used to be, but still good to have. 

● Your photographs and images could definitely benefit from some optimization. Use 
the keywords in the file name (spaces again replaced by hyphens). 

● The ALT and TITLE tags tell Google and your readers what the image is, so keywords 
work here too. 

● Every image ought to have a caption of some kind, whether that's a description or a 
testimonial, and it's a great place to include a keyword. 

● In the text itself, you can use your keyword a few times throughout the article, about 
once for each 300 - 500 words or so. Remember to also use variations of your 
keyword, including plurals etc. Google is very good at understanding the actual 
meaning of our content these days, so it's not necessary to keep repeating the same 
keywords unnecessarily. 

● Adding other media, such as video to your content, can increase the time spent on 
the page, reduce bounce rate, and improve reader engagement. 

● For your address, be sure that your content management system (CMS), such as 
WordPress, uses the correct markup schema to properly identify address data. 

● Obviously, you should encourage others to link to your content where possible, and 
remember to include links to this content from other pages and posts on your site. 
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