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Introduction to SEO 
This SEO primer is a collection of informal notes from 
secondary sources to provide beginners with a solid 
non-technical introduction to SEO from an 
operational perspective.  

If you have gone through the effort of creating a web 
presence, then you want to be found. Of course, 
people who know you can just type in your URL or 
Google your brand name to find you.  

But if you’re like most brands you’re probably just as 
interested in the people who have yet to discover 
your offer. For those prospective customers, there are 
only three ways they will ever discover you online.    

1. Organic Mentions  
This is when you are mentioned or 
recommended by an individual or organization 
you have not paid. This could be on social 
platforms like Facebook or Twitter, or in a 
review or blog post, rating site or article. It 
could also be less formal via email or a Skype 
conversation. This is also known as word of 
mouth (WOM). The reason it is so important to 
building brand equity today is that: 

a. Studies (and common sense) tell us that 
mentions  are, by far, the most trusted 
form of introduction when they come from 
a trusted source. 

b. With today’s global peer-to-peer network, 
one influencer’s word of mouth can literally 
influence millions of purchase decisions.  

c. WOM is also a double-edged sword 
because the impact of this exposure can 
help or hurt a brand with equal power 
depending on whether the comment is 
positive or negative and the source. 

2. Organic Search 
The next most trusted source of information is 
search engines like Google, Baidu, Bing, 
Yandex, and Yahoo. Since search engines are 
typically the first stop for people seeking 
information on purchases, it is important today 
for brands to be found via search.  “Organic” 
refers to the fact that you have not paid the 
search engine to appear in their results.  

3. Paid  
This is effective and the easiest to execute, but 
the least-trusted channel to help prospects 
discover you online. It includes things like 
Google AdWords, banner ads, video pre-rolls, 
Facebook advertising, sponsored Twitter posts, 
etc.   

This method provides the advertiser with the most 
control over exposure and the fastest short-term 
results. Advertisers should be cautioned not to let the 
investment in paid detract from investing in a sound 
web presence and quality content that can attract 
traffic based on its own merits.  

Although this document is focused on organic search, 
all three of these channels have a role to play in any 
online marketing program. It’s a good idea to have a 
plan in place to cultivate each one. The idea is to 
balance them in accordance with your resources and 
brand objectives. As things change, it is helpful to 
regularly adjust that balance to adapt to the evolving 
needs of your brand and market.  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Search Engine Basics 
How do Google, Bing, and other search engines find 
web pages matching a query and determine the order 
of search results?  

There are four components to this process: 

1. Crawling 

2. Indexing 

3. Serving 

4. Ranking 

Crawling 
Crawling is the process by which a searchbot (also 
known as a robot, bot, or spider) discovers new and 
updated pages to be added to the Google index. 

Search engines use computers to fetch (or “crawl“) 
billions of pages on the web every day. The program 
that does the fetching for Google is called Googlebot.  

A search engine‘s crawl process begins with a list of 
web page URLs, generated from previous crawl 
processes, and augmented with sitemap data 
provided by webmasters.  

As the spider visits each of these websites it detects 
links on each page and adds them to its list of pages 
to crawl. New sites, changes to existing sites, and 
dead links are noted and used to update the search 
engine index. 

Indexing 
A spider processes each of the pages it crawls in 
order to compile a massive index of all the words it 
sees and their location on each page. 

In addition, search engines process information 
included in META tags and attributes, such as URL 
name and ALT attributes.  

Search engines also spider and index the HTML 
content on a web page. Spiders can process many, 
but not all, content types. For example, Google cannot 
process the content of some rich media files or 
dynamic pages.  

Serving 
When a user enters a query, the search engine 
searches its index for matching pages and returns the 
results it believes are the most relevant to the user.  

Relevancy is determined by over 200 factors, one of 
which is the PageRank for a given page. 

Ranking 
PageRank is the measure of the importance of a page 
based on the incoming links from other pages. In 
simple terms, each link to a page on your site from 
another site adds to your site’s PageRank.  

Not all links are equal: Google identifies spam links 
and other practices that negatively impact search 
results. The best types of links are those that are 
given based on the quality of your content. 

The pages with the highest PageRank relevant to the 
query term (keywords) have a much better chance at 
placing higher in the rankings. 

!  

Secret Sauce 
Search engines use complex mathematical formulas 
to determine your website’s relevance in relation to a 
given keyword and to establish your website’s exact 
place on the page. While they do not publish these 
criteria, experts have reverse engineered what these 
engines look for to determine relevance and rank.  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Search Engine Optimization 
Ask a question these days and nine times out of ten 
the answer you’ll get is “Google it.” Search engines are 
now the first stop for people looking for info on 
anything and everything – including your products 
and your brand.  

In Sweden alone, with a population of nearly  
10 million, there are more than seven million 
searches on Google every day. Since each search is 
unique, it’s difficult to pinpoint exactly how many 
clicks you will get in relation to how Google ranks you, 
but the trends are very clear. 

Google serves up ten organic results per page, plus 
other things like ads and recommendations. In 
general, people tend to skip the ads, click on the first 
few organic links on page 1 of the results, and seldom 
make it to page 2.  

In fact, beyond those first ten results is a wasteland. 
Only 25 people in 10,000 will visit a site ranked at 
number 15, and, if you’re below 25, it’s less than one 
in 10,000. In other words, if you aren’t on the first 
page of search results, virtually everyone searching 
for information about your industry will land on your 
competitors’ sites. That is why a spot on page one of 
Google for your keywords is one, of the most sought-
after real estate on the web.  

How your website ranks is determined by many 
factors. Our goal is to optimize your webpages to 
appear as high as possible in search results. 

Where you end up in search results probably seems 
out of your hands. But when you understand how the 
engines choose websites, it’s not that difficult to 
boost your rank. Search engine optimization (SEO) 
convinces search engines that it’s your website users 
want when they search for certain keywords.  

The other major way companies try to get more 
traffic from search engines is Pay Per Click 
advertising (PPC – Google AdWords being the big 
one). This lets you pay search engines to show your 
website when users search for certain keywords.   

Today, PPC is the most popular form of search engine 
marketing (SEM) – to the tune of 90% market share. 
However, SEO is by far the better strategy, especially 
over the long run. Very few users click on paid ads, 
and, once the PPC campaign ends, the traffic boost 
dies. With SEO, all users are targeted and your traffic 
is boosted over the long haul. 

On the next two pages, we have applied the results of 
some studies to a random search we conducted for 
“cloud backup”. That phrase gets around 22,000 
searches a month globally.  

 

SOURCE: http://www.gravitateonline.com/google-search/
2nd-place-1st-place-loser-seriously 

http://www.gravitateonline.com/google-search/2nd-place-1st-place-loser-seriously
http://www.gravitateonline.com/google-search/2nd-place-1st-place-loser-seriously
http://www.gravitateonline.com/google-search/2nd-place-1st-place-loser-seriously
http://www.gravitateonline.com/google-search/2nd-place-1st-place-loser-seriously
http://www.gravitateonline.com/google-search/2nd-place-1st-place-loser-seriously
http://www.gravitateonline.com/google-search/2nd-place-1st-place-loser-seriously
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Organic vs Paid 
Note:  there are two types of 
search results:  

•  Organic Results  
These are meant to be 
unbiased results ordered by 
relevance. Ideally, we  want 
to appear on the first page of  
organic results, within the 
top 10. 

•  Paid Results 
These are the listings  that 
surround the organic results  
which companies purchase, 
i.e., through Google 
AdWords. 

Where to focus? 
A 2012 study of 1.4 billion 
searches showed that search 
engine users overwhelmingly 
click on organic results on 
Google and Bing by a margin of 
94 percent to 6 percent.  

Ironically, the spend on clicks is 
almost exactly the opposite. 
Only 10% of search engine 
marketing budgets were spent 
on SEO tactics to improve 
organic results, while 90% of 
budgets were spent on pay per 
click (PPC) results.   

Paid Results 

Get 6% of clicks

Organic Results 

Get 94% of clicks

https://searchenginewatch.com/sew/news/2200730/organic-vs-paid-search-results-organic-wins-94-of-time
https://searchenginewatch.com/sew/news/2200730/organic-vs-paid-search-results-organic-wins-94-of-time
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Where do people click? 
Exact numbers will vary from 
study to study, search to 
search, but there are clear 
trends: 

•  Page One 
Gets around 90+% of clicks for 
any given search. 

• Organic Results 
Get around 90% of clicks 

• Top 3 Organic 
Get around  60-80% of 
organic clicks on page  

The lion’s share of traffic 
goes to the first three organic 
results served up on page one 
of a Google search.  

Page 
In this study, the page one 
results got 99% of organic clicks 

Position 
In this study, the top 3 organic 
results get about 80% of 
organic clicks. 

Clutter 
Google serves up ten organic 
results per page plus an 
increasing number of ADS, 
suggestions, and other stuff.

Notes: 
* Although this result is lower on the page, it received 
more clicks. The author speculates that more appealing 
copy on the lower entry led to this.  

** In the original study, this result was an indented sub-
link that accounts for the sharp dip in clicks.  

 
*** The author speculates that the bottom result stands 
out more and, therefore, gets a small spike in clicks.  

Source: http://www.marketinghub.info/serp-click-
distribution/ 

56,36%

13,45%

9,82%

4,00%

4,73%*

3,27%

0,36%**

2,91%

1,45%

2,55%***

http://www.marketinghub.info/serp-click-distribution/
http://www.marketinghub.info/serp-click-distribution/
http://www.marketinghub.info/serp-click-distribution/
http://www.marketinghub.info/serp-click-distribution/
http://www.marketinghub.info/serp-click-distribution/
http://www.marketinghub.info/serp-click-distribution/
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Anatomy of a Search Result 
 

Paid Result

Example  
Here is an example of results when you google “Remote backup service”

Note: Wikipedia 
occupies the #1 
spot for many 
keywords.

Title Tag: This is 
the clickable text in 
blue that will also 
appear on top of 
the browser. It 
should contain 
your keyword.

URL: This is the 
web address of the 
page. It too should 
include the 
keyword for that 
page.

Meta Description: The text 
under the URL. This is the text 
that (along with the Title Tag) 
should entice the reader to 
click on your link. If written 
well it can help you boost click 
through rates. 

Organic Results

Note: Google 
highlights the 
search term in 
the results
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It all Starts with Keywords 
Keywords aren’t new. You’ll find extensive mention  
of them in John Caples’ classic Tested Advertising 
Methods first printed in 1932.  But they have taken 
on new significance in a world where choosing the 
right word to associate your brand with can mean  
the difference between millions of page visits or  
utter obscurity.  

Today, a “keyword“ is what’s typed into the search  
bar on a search engine to return results. It can be  
a single word, but is usually several (called a  
“keyword phrase”). 

When developing an SEO strategy, choosing the right 
keywords for which to optimize is critical 

Three criteria to consider in keyword selection: 

1. Relevancy  
Keywords need to relate specifically to what your 
website is about. The more specific, the better the 
keyword. 

2. Search Volume 
Obviously, some keywords are searched more 
than others. The more specific a keyword 
becomes, the less search volume. 

3. Competition  
Websites with the same type of content are 
competing for the same keywords. The better 
your SEO practices, the better you can rank 
against your competition. 

The ideal keyword will be highly relevant and have 
higher search volume and lower levels of competition. 
Striking the right balance is an art combined with 
science. 

Keyword Phrases  
In addition to individual keywords, you should 
optimize for keyword phrases that consist of several 
words – e.g., “organic oat drink”.  

It is best when the keyword phrases you optimize for 
are popular ones, so you can get a lot of exact 
matches of the search string. But sometimes it 
makes sense to optimize for two or three separate 
keywords (“oat drink” and “organic”) than for one 
phrase that might occasionally get an exact match. 

Secondary Keywords 
Optimizing for secondary keywords can be a goldmine 
because, when everybody else is optimizing for  
the most popular keywords, there will be less 
competition (and probably more hits) for pages  
that are optimized for the minor words.  

For instance, “Laktosfri” 
might have thousand times 
fewer hits than “Lactose 
Free”  —  but if you are 
operating in Sweden,  
you will get less, but 
considerably better and 
more targeted traffic.  

Source: Google Adwords Keyword Tool
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On-page vs. Off-page SEO 
You can easily get overwhelmed by the nitty gritty of 
SEO. But, from a broad perspective, we can divide 
SEO into two categories: on-page and off-page SEO.   

On-page SEO 
These are the things that you can do on any web page 
to influence its search engine ranking.  There are 
several elements to consider, but here are the top six 
for starters.   

• Title Tag  
This is the most relevant factor that directly 
reflects what the webpage is about. It is the main 
text that describes what is on the page to the 
search engine.  The title tag for the Duffy Agency’s 
company site is “Duffy Agency | Strategic 
Marketing for International Brands”.  It appears in 
three key places: 

• Browser — These are the words that appear 
on the top of the browser when you are on a 
webpage. People don’t often read this.  

• Search Results — This is the first line of your 
page description in search results. People do 
read this.  

• URL  
This gets into how your website is put together. 
Search engines read URLs to determine relevance. 
Get expert advice to ensure your URLs are helping 
SEO. 

• Meta Description 
The meta description is an HTML tag which 
summarizes the content of the webpage. 
Although it is not a ranking factor, it helps get the 
visitors from search engine to click through to 
your page because it appears right underneath the 
URL on the search engine result page (SERP). 

• Content   
Content really is king for ranking. The most 
important factor (by a wide margin) is content. 
Providing quality, unique content on one very 
specific topic that is useful to people is the most 
powerful thing you can do to put you on the top of 
Google. Why? Because a search engine’s reason 
for being is to find, index, and serve up quality, 
unique content on one very specific topic that is 
useful to people. Trying to optimize poor content 
is betting that you can fool the brain trust at 
Google. Don’t fight the bot. If you want top rating 
search results, produce top content. 

• Image Alt Text  
Images can be a powerful draw for search. But 
search engines cannot see pictures. They can only 
read them. That is why it is important to ensure 
that every image has “Alt Text” or a search-
friendly description (using your keywords) of what 
the picture is about.  

• Internal Anchor Text  
Internal anchor text is the clickable text in 
hyperlink from one page on a domain to the other 
page on the same domain. To have a descriptive 
keyword in the anchor text helps search engines 
quickly understand the contextual information 
about the content of the link. Editors should 
always avoid using phrases like “click here” that 
does not indicate any information as anchor text. 
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Off-page SEO 
Search engines look at your web pages to decide how 
they rank. But just as important, they look to see 
what other pages can tell them about your content. 
Basically, if the search engine sees that sites that are 
related to your keywords and reputable links to your 
page, then your content must be pretty good. Off-
page elements that influence search rank are: 

• Links  
Links from other sites are less important than 
they used to be, but still a factor. But all links are 
not created equal though. The reputation of the 
site linking to you has a huge impact. For example, 
one link from The New York Times could be worth 
more than 100,000 links from less reputable sites. 
It also matters what words are used to link to your 
site. The more strong links you have, the better.  

• Sharing  
How often your content shared on social 
networks. Search engines can see this and take it 
as an indicator that the content is good. Also, the 
reputation of the person sharing the content is 
key. Like the example with The New York Times 
above, having an authority on your keyword share 
your content could mean a lot more than an 
average person sharing.  

• Trust  
This has to do with the perceived authority of your 
content. Does the page/site seem genuine and 
well respected on the internet? A part of this is 
also how old the domain name is and how it has 
changed and behaved over the years.   

• Traffic  
Search engines try to assess the quality of the 
traffic to your site. Where do visitors to your page 
come from? Do you have a lot of return visits?   

• Content  
Again, the most effective thing you can do to 
increase off-page performance is to produce 
quality content on-page that is easy for people to 
link to and share. This is the knock-on effect of 
good content. It gets shared, mentioned, and 
linked to a lot. These off-page SEO benefits are 
also seen by search engines and influence your 
page’s rank.  

• External Anchor Text  
Like internal anchor text, this is the clickable text 
used to link to another web page but on a 
different domain (like the image attached below 
showed how firehead.net links to Duffy Agency’s 
website). Links are important to build SEO 
credibility for keywords. Search engines 
remember what words were used to link to your 
page and subsequently uses those words to help 
determine what the page is about. You want 
anchor text to include your keyword or keyword 
phrase. What’s the world’s most common anchor 
text?  “Click here” which, unfortunately, says 
nothing about the page being linked to. 

http://firehead.net
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How search engines  
crawl web pages 
You see this: 

The search engines see this: 
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Four Ways to Improve 

Let’s take a closer look at the four main on-page 
components that affect search engine results.  

1. Keywords & META Tags – the words and phrases 
users input into search engines to find your web 
page 

2. Links – including out-bound and internal as well as 
in-bound (off-page links).  

3. Content – the words, pictures, links, and media on 
a page  

4. Domains, URL’s, WebMastery – how the site is 
built and how pages are named. 

At the core of on-page SEO are the keywords. These 
words should be carefully chosen to reflect how the 
people you want to attract to your page search. We 
have used the website of the clinical research 
organization Quintiles to illustrate the following 
concepts.   

•      Keywords in <title> tag  

•      Keywords in URL  

•      Keyword density in document text  

•      Keywords in headings (<H1>, <H2>,  

           etc. tags)  

•      Keywords in the beginning of a document  

•      Keywords in <alt> tags  

•      Keywords in META tags 

•      Keyword Mistypes 

•      Keyword dilution 

Keywords & META Tags 

Keywords in <title> tag  
This is one of the most important places to have a 
keyword because what is written in the <title> tag 
shows in search results as your page title. The title 
tag must be short (six or seven words at most, never 
more than 65 characters) and the keyword must be 
near the beginning. That’s why you will often see that 
pages with good SEO often put the brand name at the 
end of the description, giving the more  

Keywords in URL 
Keywords in URLs help a lot - e.g., http://
www.quintiles.com/clinical-services.html, where 
“clinical services” is the keyword phrase you attempt 
to rank well for. But if you don’t have the keywords in 
other parts of the document, don’t rely on having 
them in the URL to make up for it. It’s best to have 
them in the URL and elsewhere.  

Keyword density in document text 
Another very important factor you need to consider 
when writing web copy is how you use the keyword in 
flowing text.  Major keywords should show up 
between three to seven times per hundred words 
(3-7 %) and one to two times (1-2%) for minor 
keywords.  In the example below the keyword for this 
page is “biostatistics”. It is used five times on the 
page. Note that it is also in the URL. 

http://www.quintiles.com/clinical-services.html
http://www.quintiles.com/clinical-services.html
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Keyword Stuffing 
If a few keywords in the copy are good for SEO, then  
a lot of keywords must be even better right? Not the 
case. If you use the same keyword too much (over 
10% of words are the keyword), then search engines 
will assume you are trying to trick them and will 
penalize your page, and lower its rank. Filling text 
with unnecessary keywords to impress search 
engines is called “keyword stuffing”. This not only 
lowers your search rank, but it also makes for 
monotonous reading. Don’t do it. 

Keywords in headings (<H1>, <H2>,  
etc. tags) 
The search engine reads the code, and to a coder,  
<H1> is the symbol used to indicate a major headline, 
while <H2> represents a sub-headline, etc. The 
search engine assumes that things in the headlines 
are most indicative of the content on the page. So this 
is one more place where keywords count a lot. But 
take care that your page has actual text about the 
particular keyword. If you use keywords in the 
headlines and not in the text, then the search engine 
may assume you are trying to trick it and could 
penalize the page. The example below shows the web 
page optimized for the word “biostatistics” and the 
corresponding code with <H1> and <H2> indicated.  

Keywords in the beginning of a document 
As with title tags, it is best to use your keywords 
sooner rather than later in the text. This counts 
towards your rank, though not as much as title tag or 
headings. However, bear in mind that the beginning 
of a document does not necessarily mean the first 
paragraph – for instance, if you use tables, the first 
paragraph of text might be in the second half of the 
table. 

Keywords in <alt> tags 
Spiders don’t read images, but they do read their 
textual descriptions in the <alt> tag. If you have 
images on your page, be sure to supply a description 
of the image with keywords for your webmaster to 
include within the <alt> tag. This will also help to 
populate and better rank your images when doing an 
image search. 

Keywords in META tags 
META tags are written into the code of the web page 
but do not necessarily appear on the page. This is 
behind the scenes info that is used by search engines 
to understand what your page is all about.  Because 
they are so prone to abuse (i.e. web masters filling 
them with false information in an effort to get more 
traffic) most search engines place less emphasis on 
them. Nonetheless, they are important to maintain.  

The most common META tags are: 

•      <TITLE>  
•      <DESCRIPTION> 
•     <KEYWORDS>   
•  Title Tag - The most important META tag, is the 

TITLE tag. The TITLE tag determines the clickable 
title of a search result, as well as the text which 
appears on the title bar of a web browser. 

• Here are some tips on how to properly write TITLE 
tags: 

• Use fewer than six or seven words (no more 
than 65 characters). Otherwise, part of the 
title will be cut off by browsers and search 
engines. 

• Every page on the website needs to have a 
unique title. 

• Your primary keyword target should be at the 
beginning of the TITLE tag. 

• If required, place the company name at the 
end of the TITLE tag 

• Meta Description Tag - The second most 
important META tag is the DESCRIPTION tag – it 
determines what text appears below the title in 
search results (with some exceptions). People who 
visit a webpage will not see this tag, unless they 
look at the source code. 
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•  To write DESCRIPTION Tags properly: 

• Keep the description approximately 
125-175 characters. 

•  Don’t put specific data searchers are 
looking for in the description tag; they 
might only read it and not visit the site. 

• Use the description to market to the user 
and increase the click through to the 
website. 

• The description is not a ranking factor, but 
be sure to use your target keyword(s) and 
keyword phrases so that they will be bold 
in the search results. 

• The Keyword tag - This has become the least 
important META tag from a search engine ranking 
perspective. Most search engines no longer use 
this as a reliable ranking factor. However, it is 
nonetheless important to identify what the 
keyword for every web page is, so we suggest you 
consider them.   

Content 
Okay, you’re sick of hearing it. But this is the most 
important aspect of your ranking. Here are a few 
things to keep in mind.  

• Unique content - Having more content (relevant 
content, that is different from the content on other 
sites both in wording and topics) is a real boost for 
your site’s rankings. 

• Frequency of content change - Frequent changes 
are favored. It is great when you constantly add 
new content, but it is not so great when you only 
make small updates to existing content. 

• Keyword font size - When a keyword in the 
document text is in a larger font size in comparison 
to other on-page text, this makes it more 
noticeable, so therefore it is more important than 
the rest of the text. The same applies to headings 

(<h1>, <h2>, etc.), which generally are in larger 
font size than the rest of the text. 

• Keyword formatting - Bold and italic formatting is 
another way to emphasize important words and 
phrases. However, use bold, italic, and larger font 
sizes within reason because otherwise, you might 
achieve just the opposite effect. 

• Age of document - Recent documents (or at least 
regularly updated ones) are favored. 

Domains and URLs 
A few technical tips for your site.  

• Keyword-rich URLs - As mentioned earlier, this 
helps add relevance to a particular web page. Care 
should be paid in page-naming to include 
keywords separated by hyphens. 

• Sitemap - In addition to adding increased usability 
for some users, sitemaps help a spider navigate 
through a website and ensures no pages will be 
missed. 

• Site size - Spiders love large sites, so generally, the 
bigger, the better. 

• Site age - Similarly to wine, older sites are 
respected more. The idea is that an old, 
established site is more trustworthy (they have 
been around and are here to stay) than a new site 
that has just popped up and might soon disappear. 

• Hyphens in URLs - Hyphens between the words in 
a URL increase readability and help with SEO 
rankings.  

• Things to avoid - These things can hurt SEO:  

• Text in images 

• Images instead of text links 

• Frames 

• Flash 

• Trying to game the system 

•  Search engines today are designed to detect 
pages that are trying to appear more relevant 
than they really are. If Google thinks a page is 
doing this, it can make the page virtually 
unsearchable. There is no warning and it’s 
nearly impossible to undo this. 

 Above are the meta tags written in the code for the page. Below 
is how it appears in a search result.  
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Links 
Be sure that your website has a clear, well thought 
through structure, not only to make it easier for 
visitors to find what they are looking for but for 
search engines to do the same.  

Be sure that subpages link back to their category 
page and that every page links back to the home page 
(usually through your logo).  

• Inbound Links - these are off-page SEO items that 
are worth a mention here.  

• Number of backlinks - These are links from other 
websites to the page in question. Generally, the 
more, the better. But the reputation of the sites 
that link to you is more important than their 
number. Also important is their anchor text, 
whether there is a keyword in it, how old are they, 
etc. 

• Links from similar sites - Having links from similar 
sites is very, very useful. It indicates that the 
competition is voting for you and you are popular 
within your topical community. 

• Age of inbound links - The older, the better. 
Getting many new links in a short time suggests 
buying them. 

• Links from directories - Great, though it strongly 
depends on which directories. Being listed in 
DMOZ, Yahoo Directory, and similar directories is a 
great boost for your ranking, but having tons of 
links from PR directories is useless. 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How to write  
web-friendly copy 
Think in 3-D 
When writing for a web page, you need to think in 
three dimensions: 

• The Content: crafting the words, pictures, 
information that you are presenting 

• The Presentation: visualizing how this content 
looks to the reader 

•The Interactivity: thinking 
through how to get the 

reader to engage with 
your web page 

•Where do you want 
them to go? 

•What do you want 
them to do?  

•How do you get them to 
interact? 

Follow these 10 web copywriting tips 

1.  List your keywords 
• Before you begin writing, make a list of the most 

important keywords or phrases to embed in your 
copy that will help people find this particular 
webpage. 

• Think in terms of “what words or phrases would 
my target audience type into a search engine when 
looking for my content”. 

2. Write for how your target market 
searches 

• Use your list of keywords to create the phrases 
that people would use to search for your 
companys’ services and information. 

• Be sure to weave those words and phrases into 
your copy. 

• NOTE:  Always spell out any acronyms, particularly 
in the first instance. 

3. Make sure your copy is easy to read 
• On the web, less is nearly always more. Write your 

copy for the impatient, online reader who is 
discouraged by long blocks of gray copy. 

• It’s easier to scan than read 

• People tend to scan web pages, so keep 
sentences and paragraphs short. Break up 
long copy with relevant subheads. Use 
boldface and italic fonts to call attention to 
important information. 

• Also, whenever possible, break information 
into bulleted or numbered lists. 

•  Here are some guidelines for the length of 
your content: 

• Headings: 8 words or less 

• Sentences: 15 - 20 words 

• Paragraphs: 40 - 70 words 

• Page word count: 250+ words 

• Use short, simple words. Get to the point, 
then stop. 

4. Write in a conversational tone 
• The most powerful word in all languages is «YOU». 

Write for your reader, in a conversational tone, not 
for your ego. 

• Get to know your reader  

•  Is there a common style or tone you need 
to use to reach prospects?  

• Don’t forget, they’re coming to your 
website to do something -- make an 
inquiry, sign up for a course, or just obtain 
information.  

• Make sure every word you write moves 
them toward a solution. 
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5. Create keyword rich headlines and 
subheads 

• The headline is the most important piece of 
content you’ll write. 

• That’s because: 

• Internet users scan web pages and the first 
thing they scan is your headline. If it 
doesn’t grab their attention, they’ll leave. 

• An effective headline can become the 
page’s TITLE tag. 

• The headline can be placed on your home 
page as a link to content. 

• When writing headlines: 

• Keep them to eight words or less. 

• Include important keywords. 

• Avoid the use of adjectives and 
prepositions (and, a, the, of). 

• Be clear and concise. Avoid wordy, wishy-
washy phrases. 

6. Include links where appropriate 
•  The web is about linking information. 

•  Make sure your copy is written with embedded 
links that guide your reader to other information 
within your site (and, when appropriate, to external 
sites). 

• Never make a web page a dead-end.  

7. Sell benefits not features 
•  If you want your web copy to sell products or 

services, you must write about the benefits to 
potential customers and not about features.  

•  A feature describes a product or service.  

•  A benefit is what the user gains from using that 
product or service.  

8. Always include a “call to action” 
• Don’t leave the reader wondering what to do next. 

Encourage them to act and provide a link for them 
to do something: 

• Learn more about this service by following 
this link . . . 

• Register for this course today while space 
is available. 

• Sign up for our newsletter. 

• Contact us for more information. 

9. Write your META Tags 

• After you’ve completed your webpage copy, use 
our template to write your META tags.  These   
will include: 

• <KEYWORD> Tag: Review the keywords 
you listed at the start of your writing 
exercise to make sure you’ve embedded 
them within your webpage copy. 

• <TITLE> Tag: If written correctly, your 
headline should serve as the TITLE tag. 

• <DESCRIPTION> Tag: Since this is used in 
search results, write a short, concise 125 
to 150 character description of the 
webpage that will help a search engine 
user quickly see what that         
page is about (think of it as a Tweet).  

• Are the META tags relevant to the words 
you’ve written for the page? 

• If you are including photos or graphics 
with your web copy, make sure to provide 
a keyword-rich description that can be 
used as an <ALT> Tag. 

10.  Edit, edit, edit  
•  Finally, before you turn in your finished copy, look 

it over at least one more time as if YOU were the 
intended audience. 

• Can you scan the copy, reading only the 
headlines and subheads to understand the 
gist? 

• Are there long paragraphs that can be 
broken up into bulleted or numbered lists, 
or into multiple paragraphs? 

• Can you cut any superfluous words without 
changing the meaning? 

• Is there a definite call to action? 

• If so, you’ve probably done a good job – but edit it 
one more time to be sure. 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Suggested Reading 
To learn more about SEO, check out these online resources 
from Moz.  

• The Daily SEO Blog 

• https://moz.com/blog 

• The Beginners Guide to SEO (from Moz) 

• https://moz.com/beginners-guide-to-seo 

• 2017 Search Engine Ranking Factors 

• https://moz.com/blog/local-search-ranking-factors-
survey-results-2017  
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About Duffy Agency 
Strategic Marketing Expertise for Aspiring International Brands 

Duffy Agency is marketing consulting firm specialized in helping mid-sized 
companies grow internationally. In theory, all brands are able to market 
internationally today. But in practice, very few mid-size companies (or their 
ad agencies) have the bandwidth or expertise to succeed outside their home 
market. Since 2001, Duffy Agency has been bridging that gap with 
outsourced marketing strategy and implementation services that fuel rapid 
growth for aspiring international brands.  

We serve clients globally from offices outside Boston and Copenhagen in 
cooperation with over 50 partner agencies across six continents. Since 
2001, we have developed a proven methodology to accelerate the growth of 
both sales and brand equity in foreign markets.  We have helped hundreds 
of companies grow their businesses in over 50 different countries. Perhaps 
we can do the same for you.  

Contact us through our website: www.duffy.agency 

http://www.duffy.agency
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