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GLOBAL SEARCH ENGINE MARKET SHARE 

Google dominates the global search engine market share and continues to climb up. Bing and Baidu are second tier 

players and their market shares are trending up. Yahoo has more market share than Bing or Baidu but their market 

share is trending down. Google has been trying to buy them for a while now. 

 

http://marketshare.hitslink.com/search-engine-market-share.aspx?qprid=4  
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SEARCH TERMS AND CONCEPTS 

Keyword: a term that captures the essence of the topic of a document 

Keyword Rich: the appropriate number of keywords. 

---------------------------------------------------------------------------------------------------------------------------- ---------------------------- 

PageRank:  a link analysis algorithm, named after Larry Page, used by Google that assigns a numerical weighting to 

web pages, with the purpose of "measuring" its relative importance within the set. Inspired by citation analysis 

where  the frequency, patterns and graphs of citations in articles and books are examined. 

----------------------------------------------------------------------------------------------------------------------------- --------------------------- 

Cache: fast temporary storage where most recent webpage is stored (so it doesn’t have to be downloaded each 

time for which it is searched). 

Index: the catalog of cached web pages a search engine crawler/robot/spider has visited. Being visited by a 

crawler/robot/spider does not assure that a web page lands in a search engine’s index. To be indexed means that a 

web page is in the index of a search engine.  

Rank: position in Search Engine Results Pages (SERP) based on complicated algorithm used to analyze the cache of 

a web page collected by a crawler/robot/spider. 

----------------------------------------------------------------------------------------------------------------------------- --------------------------- 

Proximity: word order.  Keywords at the beginning are better. 

Density / saturation: number of words on a page as a percentage of all words. 

Relevance: how pertinent, connected, or applicable something is to a given matter.  Some would say: is it themed?  

--------------------------------------------------------------------------------------------------------------------------------------------------------  

Unique: distinctive, expressed in a singular way. 

Natural: lacking abnormalities or deficiencies. It sounds “natural”. 

Fresh: updated frequently. 

Organized: Uses heading tags related to the title tags. Each page has a different topic. 

Themed: content is related on each page and relevant to the topic stated in the title tag.  
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ORGANIC VS. PAID SEARCH 

There are two kinds of search results: paid results and organic (or natural) results .  

Paid results are those list ings that require a fee for the search engine to l ist their l ink for 

particular keywords. The most widely used form of paid l isting is pay per cl ick (ppc), where you 

pay each time someone clicks on the link in your advertisement.  The price increases with the 

competitiveness of the keyword. Google adwords is one popular form of paid search 

advertisement.  

Organic results are gathered by search engines’ web crawlers and ranked according to relevance 

to the search terms. This relevance is calculated by criteria such as extent of keyword match and 

number of sites l inking to that website. It is much more valuable to be listed highly in the 

organic results than in the ppc advertisements.  

Benefits of being l isted in organic results:  

• No cost - organic results are listed based on the search engine’s measure of your relevance and 

quality, not your advertising dollars, so you don’t pay a “tax” per click.  

• Get more traffic - most people click the organic search results, not the paid advertise ments.  

• Get visitors with a higher education - research shows those who click on organic search results 

more often have a higher level of education.  

• Longer lasting rank and traffic - search engines record your ranking history, helping you rank 

highly in the future, and they only reevaluate your rank every few weeks or months, al lowing you 

to maintain your rank longer.  
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PAY PER CLICK VS UNPAID (ORGANIC) 

 
How do Search Engines Work? 
 
They look at page layout and markup as well as linkage data to 
determine the relative importance and meaning of a 
document. Search is still in its infancy. The primary relevancy 
driver for most competitive keywords used to be link text.  
 
Now, that is shifting to Latent Semantic Indexing. With 
indexing the World Wide Web, I believe the primary relevancy 
driver will always be evolving to something new. Incidentally, 
did you know that the percentage of World Wide Web content 
that has been indexed is in the single digits? SEM is a set of 
methodologies aimed at improving the visibility of a website in 
search engine listings. using both PAID and UNPAID (organic) 
options. 
 
PAID: These options are: pay-per-click, paid placement, and 
paid position. Pay-per-click means that you pay every time 
someone clicks on your search engine results page listing. 
Paid placement means that you pay for the placement of a 
listing on another website, typically a web directory. If the 
web page linking to you in a paid placement is a high quality website (with 
many inbound, on-topic links itself) then its paid link to your website will hold more weight and ultimately push up 
the rankings of your website. Paid position, which is less popular, means that you pay for a particular position, like 
#1, every time someone searches for a particular phrase. 
 
ORGANIC: rank in a search engine that grows naturally without the help of paid options. Free organic rankings are 
rewarded to websites that have many inbound links from high quality websites with related content, and where 
the content of the pages are unique, organized content that is frequently updated. That’s a tall order but that’s 
what is required. If you follow this advice, free organic listings will eventually come your way. 
 

PAID OPTIONS UNPAID OPTIONS 

  

Paid Search Directories 
(powered by human editors) 

Unpaid Search Directories 
(powered by human editors) 

  

Pay-per-click campaigns 
(show in sponsored links) 

Organic Search Engine Results 
(powered by a crawler/robot/spider) 

  

 
 

A SEARCH DIRECTORY IS NOT A SEARCH ENGINE BUT IT OFTEN LOOKS 

LIKE A SEARCH ENGINE.   
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INTERNET MARKETING IS BIGGER THAN SEARCH 

Internet marketing refers to the placement of media in email marketing, social networking websites and search 

engines. Internet marketing is relatively inexpensive when compared to the ratio of cost against the reach of the 

target audience. Companies can reach a wide audience for a small fraction of traditional advertising budgets. Most 

companies should consider placing their website addresses in the basics of traditional media such as business 

cards, letterhead, and in print advertising publications. 

The nature of the medium allows consumers to research and purchase products and services at their own 

convenience. Therefore, businesses have the advantage of appealing to consumers in a medium that can bring 

results quickly. The strategy and overall effectiveness of marketing campaigns depend on business goals and cost-

volume-profit (CVP) analysis. 

Internet marketers also have the advantage of measuring statistics easily and inexpensively. Nearly all aspects of 

an Internet marketing campaign can be traced, measured, and tested. The advertisers can use a variety of 

methods: pay per impression, pay per click, pay per play, or pay per action. Therefore, marketers can determine 

which messages or offerings are more appealing to the audience. The results of campaigns can be measured and 

tracked immediately because online marketing initiatives usually require users to click on an advertisement, visit a 

website, and perform a targeted action. Such measurement cannot be achieved through billboard advertising, 

where an individual will at best be interested, then decide to obtain more information at a later time.. 

Because exposure, response, and overall efficiency of Internet media are easier to track than traditional off-line 

media—through the use of web analytics for instance—Internet marketing can offer a greater sense of 

accountability for advertisers. Marketers and their clients are becoming aware of the need to measure the 

collaborative effects of marketing (i.e., how the Internet affects in-store sales) rather than siloing each advertising 

medium. The effects of multichannel marketing can be difficult to determine, but are an important part of 

ascertaining the value of media campaigns. 

 

Internet Marketing 

Social 
Networking 

Email 

Search 
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SEARCH ENGINE RESULTS PAGES (SERP) 

 

 

http://www.commoncraft.com/video/search-engine-optimization-seo  
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KEY ELEMENTS OF SEARCH ENGINE OPTIMIZATION (SEO) 

Search engine optimization is the combination of different aspects, including the on page 
factors and off page factors. It covers the vast areas from rectifying META tags to the link 
building and the ROI (Return on Investment) analysis. Below we are summarizing the most 
important key elements of SEO.  

1. Competitive Analysis / Industry Analysis  

It is very important to analyse the industry and your competitors. By industry analysis 
you will be able to define the link strategy and time frame for a particular website. 
Competitive analysis looks at the facts of your competitors, which keywords they are 
targeting and where the positioning is in SERP (search engine result pages).  

2. Keyword Analysis  

One of the initial key areas of consideration is the keywords and phrases required that 
people use online to search the web for client products and services. Keyword selection 
is a critical process in search engine optimisation campaigns because it works to direct 
only qualified prospects to websites. Keyword analysis and selection process is designed 
to identify and target all relevant keywords to guarantee that only the most qualified 
users will find the specific pages within the website that contains subject matter that is 
relevant to them. 

o Analysis of highest hit search terms  
o Analysis of lowest hit search terms  
o Single keyword analysis  
o Search context analysis  
o Analysis of search term errors  

 
3. Content Enhancement  

After carrying out the keyword analysis, an seo will perform the content enhancement 
process for your search engine requirements. The content enhancement process 
involves the modification of the webpage content, which involves analysis of the 
keyword density and keyword frequency. Content enhancement involves the transition 
of website content. Content enhancement is not only the keywords in the content but 
to ensure that new content is placed in a manner that has a productive effect in search 
engines.  
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KEY ELEMENTS OF SEO 

4. Optimization / Code Enhancement  

Code enhancement is considered to be one of the most crucial factors in determining 
where you rank on search engines. The process of code enhancement allows search 
engine spiders to understand the structure/pages of your website. Technologies such as, 
JavaScript, Flash and Framesets are not understandable by search engines. So, a search 
engine optimiser needs to make a website search engine friendly that spiders will be 
able to read the web pages properly. Also an appropriate title, Meta and heading tags 
make a difference in search engines and help to achieve the proper rankings in search 
engines. Connecting pages with anchor text is also an important technique of SEO. 

5. Link Building  

Link building is the most crucial part of any SEO campaign. The link building does have a 
substantial impact on your ability to achieve high rankings for keywords chosen. So a 
search engine optimiser needs to submit a website and different directories and other 
related websites.  

Once the website has been designed and is very search engine friendly, now it is time to 
build link strategy. It is a time consuming task, a seo can't submit a website in different 
directories and websites at once. One should be very careful about link strategy.  

First we need to submit the website in a few good websites having good PR and related 
to the industry. The benefits of this, is that the website will cache quickly by search 
engine, and also search engines will keep visiting the website periodically. 

It is also important to get backward links from good sites relating to the clients industry. 
Good websites can be found with whom links can be exchanged, or can sell links to us. 
On the other hand, links can be exchanged with websites which have an average PR. 
Why? The answer to this is, Google and other search engines will consider this whole 
process very natural. 

6. Ongoing Analytics  

Once things are in running mode, backward links will need to be built on an ongoing 
basis and stats of the website to be monitored. Preparing reports to support ad 
spending through ROI analysis, identifies potential site navigation problems and 
uncovers opportunities to increase conversion and gain market share. 

http://searchengineland.com/seotable/overview-seo-ranking-factors 
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HOW DOES SEO IMPROVE SITE RANKINGS? 

 
SEO make you want to link to all of the pages on a site via text links (or image links) which search engine spiders 
can follow. 
 
What are basic SEO Techniques? 
 
Building diverse link profiles that promote: 
1. inbound links 
2. outbound links 
3. some reciprocal links 
 
It especially helps to.... 
1. Structure your pages with headers and subheaders tags 
2. Use descriptive page titles and other page text 
3. Build many keyword rich inbound links from other websites 
 
Higher Rankings 
The cheapest way to high ranking web pages is to practice all of the SEO techniques listed here. Pay special 
attention to theming the content on the web pages so search engine spider-robots will correctly categorize and 
subsequently reward these pages with high rankings. Unfortunately, this takes time and the feedback loop is slow. 
 
Changes you make now, may or may not make a difference in a day, a week, a month, a year, or ever. It’s really 
had to know which changes affect which positions, and sometimes sucess can be fleeting, and you may undo the 
good work you have done. 
 
High Traffic 
Traffic means people clicking on your website. Higher traffic means more people see the product, service, or 
strengths of your organization. Without traffic, nothing else matters but to get high traffic you have to do 
everything else right. High traffic from organic search engine results pages depends on high rankings, because 
higher ranking websites get more traffic. High rankings depends on frequent indexing because frequently indexed 
websites rank higher. Understanding these connections is half of the battle. 
 
 
 

DOMINATE PLAYERS IN THE HISTORY OF SEARCH 

1991-1993 
DIRECTORIES ONLY 
 
Archie 
Gopher 
Veronica 
Jughead 
Wandex 

1994-1999 
KEYWORD DENSITY 
 
Magellan 
Excite 
Infosee 
Inktomi 
Northern Light 
AltaVista 
Yahoo 

2000-2005 
LINKS 
 
Google 
MSN 
Yahoo 
Overture 
AlltheWeb 
AltaVista 

2006-2009 
WEB 2.0 
 
Google 
MSN 
Yahoo 
ASK.com 
AOL.com 
 

2010-current day 
FRESH IS BEST 
 
Google 
Bing 
Baidu 
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THE EARLY DAYS OF GOOGLE 

 

Google’s corporate history page has a pretty strong background on Google, starting from when Larry met Sergey at 

Stanford right up to present day. In 1995 Larry Page met Sergey Brin at Stanford. 

By January of 1996, Larry and Sergey had begun collaboration on a search engine called BackRub, named for its 

unique ability to analyze the “back links” pointing to a given website. Larry, who had always enjoyed tinkering with 

machinery and had gained some notoriety for building a working printer out of Lego™ bricks, took on the task of 

creating a new kind of server environment that used low-end PCs instead of big expensive machines. Afflicted by 

the perennial shortage of cash common to graduate students everywhere, the pair took to haunting the 

department’s loading docks in hopes of tracking down newly arrived computers that they could borrow for their 

network. 

A year later, their unique approach to link analysis was earning BackRub a growing reputation among those who 

had seen it. Buzz about the new search technology began to build as word spread around campus. BackRub ranked 

pages using citation notation, a concept which is popular in academic circles. If someone cites a source they usually 

think it is important. On the web, links act as citations. In the PageRank algorithm links count as votes, but some 

votes count more than others. Your ability to rank and the strength of your ability to vote for others depends upon 

your authority: how many people link to you and how trustworthy those links are. 

In 1998, Google was launched. Sergey tried to show their PageRank technology, but nobody was interested in 

buying or licensing their search technology at that time.  
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PERIODIC TABLE OF SEO RANKING FACTORS 

SEO — search engine optimization — is one of the most important marketing activities available to companies and 

publishers, but it’s too often considered some murky “dark art” or a sinful practice that should be avoided. It’s not. 

To help clear away some of the mystery and fear for those new to SEO, and provide a “reset” for those who are 

experienced, we’ve created “The Periodic Table Of SEO Ranking Factors.” 

 
 

SEO: It’s A Good Thing! 

As a reminder, SEO is not a crime, a harmful act nor something that only “bad” people do, despite what you may 

have seen on The Good Wife. It is, in fact, a helpful activity that even the search engines, including Google, 

recommend. 

SEO’s Fundamental Factors 

SEO can be confusing to both new people and experienced folks alike. For new people, it can seem like rocket 

science, because you might get overwhelmed with all the details and miss the relatively easy general principles. 

For experienced people, chasing down which particular hot new SEO “tree” to climb can blind you to the overall 

forest that you should be considering. 

The Periodic Table Of SEO is designed to visually present the major factors, the biggest and most important things 

that can help you in gaining traffic from search engines. It’s focused on traffic from web search results, though 

down the line, we might produce similar ones for more focused search engines such as video or local.  
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SEO RANKING FACTORS 

There are the “On The Page” factors, the things that a publisher can control directly. “Off The Page” factors, which 

are things you can influence indirectly about how others can help, or harm, your chances of search engine visibility. 

“Violations” are the things you should avoid, sometimes common mistakes that developers or others might not 

even realize shouldn’t be done. And “Blocked” covers a new class of not-violations but still things that can be 

harmful. 

Focus On Most Important Factors 

Within each of these major groups are individual factors. There could be many more individual factors than we 

show. However, we’ve made a deliberate decision to show only those we think are most important, most 

consistently seen used by search engines, or verified by SEO data or commonly accepted and easily 

implementable. 

For example, in HTML factors, we recommend paying attention to: 

 Title Tags 

 Description Tags 

 Header Tags 

We don’t try to get into whether a word you hope to be found for comes first or last in the HTML title tag. Or 

whether an H1 header tag carries more weight than an H2 header tag. We don’t suggest that you need to use bold 

text. 

We avoid all that, because we feel it goes too much into unnecessary and possibly confusing depth for many 

people. Instead, if you know that your pages should have good, unique titles, that they should have structure that 

can be reflected by header tags, and that you should use the easily implemented description tag, you’ve probably 

covered 90% of the most important HTML-related factors. 

In addition, some of the factors we list are more general goals to reach rather than specific factors that can be 

implemented. For example, our social factors include attaining a good social reputations and good social shares. A 

good social reputation on Facebook? Or Twitter? And social shares on both, or only one — and what about Google 

+1? 

All of the above. Rather than getting lost on if Facebook or Twitter is better, or has more SEO juice, we want you to 

understand that social activity is increasingly having an influence on search rankings. So you want a good social 

reputation in a variety of networks. You want to be shared on a variety of networks. Those are among the most 

important general social goals you can go after.  
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PERIODIC TABLE OF SEO RANKING FACTORS 
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ON PAGE / OFF PAGE / VIOLATIONS / BLOCKING 

FACTORS WORK IN COMBINATION 

No single SEO factor will guarantee search engine rankings. Having a great HTML title won’t help if a page has low 

quality content. Having many links won’t help if they are low quality links. But having several positive factors can 

increase the odds of success. As for negative factors, they obviously can worsen the odds. 

ON THE PAGE FACTORS 

 
 
On The Page search ranking factors are those that are entirely within the 
publisher’s own control. What type of content do you publish? Are you 
providing important HTML clues that help search engines with 
determining relevancy? How does your site architecture help or hinder 
search engines? 

 

OFF THE PAGE FACTORS 

 
 
Off The Page ranking factors are those that publishers 
cannot directly control. Search engines use these because 
they learned long ago publisher signals alone don’t help 
relevancy. Some publishers will try to make themselves 
seem more relevant than they are, for example. 

More important, with billions of web pages to sort through, looking only at on-the-page clues isn’t enough. More 
signals are needed to better estimate what are the best pages for any particular search. 

VIOLATIONS 

 
 
Make no mistake. Search engines want people to perform SEO. 
They provide help directly about SEO techniques and 
encourage this, because good SEO can improve their listings. 

However, there are some techniques that they deem “spam” 
or “black hat,” acts that if you do could results in your pages getting a ranking penalty or worse, being banned 
from the search engines entirely.  

http://searchengineland.com/figz/wp-content/seloads/2011/06/on-the-page-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/off-the-page-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/violations-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/on-the-page-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/off-the-page-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/violations-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/on-the-page-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/off-the-page-short.png
http://searchengineland.com/figz/wp-content/seloads/2011/06/violations-short.png
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BLOCKING & WEIGHTING 

BLOCKING 

Blocking is a new class of ranking signal. This is where searchers themselves may decide 
they don’t like pages from a particular web site, even if those web sites don’t violate 
any traditional spam rules. 

Blocking has a big impact on what the individual who blocks sees, but it also has an 
impact on what every searcher sees. 

WEIGHTING 

All the factors we show are weighted on a scale of one to three, as shown in the top right corner of each factor. 
Three is deemed most important, something that you either should especially pay attention to, because it has a 
bigger impact than other factors. 

That doesn’t mean that factors weighted only two or one aren’t important. They are, or they wouldn’t have made 
the chart. It’s just that they are off less importance in relatively speaking, in terms of everything on the chart. 

The weighting is also our opinion, based on what search engines have said, surveys done of SEO and our own 
experience in watching the space over time. They’re not perfect; not everyone will agree with them. But we think 
they’re a useful general guide. 

Violations and Blocking factors are also weighted in negative numbers, with negative three being the worst. 

  

http://searchengineland.com/figz/wp-content/seloads/2011/06/blocking.png
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HOW SEARCH ENGINES WORK: SPIDERS, ROBOTS AND CRAWLERS 

Also known as a web crawlers or a robot crawlers or spiders browse the World Wide Web in a methodical, 

automated manner. Creates a copy of all the visited pages for later processing by a search engine, that will index 

the downloaded pages to provide fast searches. 

Choose targeted keyword phrases related to a site. Place those keywords in strategic positions in the website. 

Increase the amount of visitors to a Web site by ranking high in the search results of a search engine. Crawlers find 

and index these words. The higher a web site ranks in the results of a search, the greater the chance that site will 

be visited by a user. It is common practice for Internet users to not click through pages and pages of search results, 

so where a site ranks in a search is essential for directing more traffic toward the site.  

Web search engines work by storing information about many web pages, which they retrieve from the html itself. 

These pages are retrieved by a Web crawler (sometimes also known as a spider) — an automated Web browser 

which follows every link on the site. Exclusions can be made by the use of robots.txt. The contents of each page are 

then analyzed to determine how it should be indexed (for example, words are extracted from the titles, headings, 

or special fields called meta tags). Data about web pages are stored in an index database for use in later queries. A 

query can be a single word. The purpose of an index is to allow information to be found as quickly as possible. 

Some search engines, such as Google, store all or part of the source page (referred to as a cache) as well as 

information about the web pages, whereas others, such as AltaVista, store every word of every page they find. This 

cached page always holds the actual search text since it is the one that was actually indexed, so it can be very 

useful when the content of the current page has been updated and the search terms are no longer in it. This 

problem might be considered to be a mild form of linkrot, and Google's handling of it increases usability by 

satisfying user expectations that the search terms will be on the returned webpage. This satisfies the principle of 

least astonishment since the user normally expects the search terms to be on the returned pages. Increased search 

relevance makes these cached pages very useful, even beyond the fact that they may contain data that may no 

longer be available elsewhere. 

When a user enters a query into a search engine (typically by using key words), the engine examines its index and 

provides a listing of best-matching web pages according to its criteria, usually with a short summary containing the 

document's title and sometimes parts of the text. The index is built from the information stored with the data and 

the method by which the information is indexed. Unfortunately, there is not one search engine that allows to 

search documents by date. Most search engines support the use of the boolean operators AND, OR and NOT to 

further specify the search query. Boolean operators are for literal searches that allow the user to refine and extend 

the terms of the search. The engine looks for the words or phrases exactly as entered. Some search engines 

provide an advanced feature called proximity search which allows users to define the distance between keywords. 

There is also concept-based searching where the research involves using statistical analysis on pages containing 

the words or phrases you search for. As well, natural language queries allow the user to type a question in the 

same form one would ask it to a human. A site like this would be ask.com. 
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GOOGLE ADWORDS KEYWORD TOOL 

 

 

 

Position Your Keywords in the First Paragraph of Your Body Text.  

 Search engines expect that your first paragraph will contain the important keywords for the document -- 

where most people write an introduction to the content of the page.  

 Don’t over-do it. Talk to a professional for advise on the proper density of keywords you should be using 

for your website 

Use Keywords in Hyperlinks. Search engines are looking for clues to the focus of your webpage.  

 When they see words hyperlinked in your body text, they consider these potentially important, so 

hyperlink your important keywords and keyphrases.  

 To emphasize it even more, the webpage you are linking to could have a page name with the keyword or 

keyphrase, such as my-product.html -- another clue for the search engine. 
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GOOGLE ADWORDS KEYWORD TOOL 
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KEYWORD TRENDS 

GOOGLE TRENDS ARE LONG TERMS KEYWORD TRENDS: 

 

 

GOOGLE HOT TRENDS ARE BLIPS IN KEYWORD TRENDS: 
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WRITING FOR ORGANIC SEARCH ENGINE OPTIMIZATION (RECIPE FOR SPIDER BAIT) 

Which Website Gets The Top Organic Positions? 

When we speak of optimizing a website for search engines, we spend a lot of time talking about the writing on the 

website, because search engines are literal minded creations that analyze and count the occurrence of words on 

web pages. Someone has to be on the first page of organic (non-paid) search engine results pages. 

Why not your website? 

Websites that are well optimized for search engines have writing that is unique, natural and keyword rich plus they 

are well organized, search friendly, feature diverse link profile, have on topic links, and are frequently updated. 

Unique Writing Ranks Higher In Organic Search Engine Results 

When a website has unique written content it is usually ranked much higher than other websites. Search engines 

are very good at knowing if content is a new written expression or if it is simply a recycled expression of something 

that’s already been said before. There may be other people that sell the same product or service, however, a 

company differentiate itself with unique writing that represents an organization as being radically distinctive and 

without equal. In today’s competitive marketplace, differentiation is a competitive requirement for any good 

marketing plan. 

Natural Writing Ranks Higher In Organic Search Engine Results 

Writing for websites should read naturally and the words must read in a spontaneous, conversational way. 

Unnatural writing is contrived, obviously planned, forced; artificial, unusual and unexceptional. It is very 

challenging to create writing that is both unique (does not exist other places) and natural at the same time. 

Because so many people have tried to trick (spam) search engines for so many years, writing that is both unique 

and natural really gets the attention of search engines. This balance between unique and natural writing may 

require the services of a professional writer. 

Keyword Rich Phrases Complete The Balancing Act 

Successful website writing should be unique, natural, and for marketing purposes we have to include content with 

keyword rich phrases. When keywords are eloquently folded into the text of a website, the unique and natural 

balancing act is complete. That’s why being unique and natural alone does not make successful website content. 

When a website is grown in good keyword rich soil it will grow up to be unique, natural and have that refreshing 

keyword rich taste for which every business and organization want to be represented. Successful websites are 

organized, search friendly, feature a diverse link profile, on topic links, and are frequently updated. Organize The 

Information For Your Website A website that is organized and search friendly is rewarded by higher ranks on 

organic (non-paid) search engine results pages. A well organized website should have web pages that support the 

overall theme of the website. Each webpage should have unique title tags, meta tags, heading tags, and ALT tags 

that accurately represent the theme of the web page. One of the most common mistakes made is to make all of 

these tags the same for every page in the web site which sends a signal to the search engines that you have no 

unique content on any of the pages. Another common mistake is to misrepresent the content on the website by 

writing tags for keywords that do not appear in the writing on the web page. Organizing your website saves you 

money (when building the website) and makes you money (when customers can find your website on organic 

search engine results pages). 
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DENSITY  

Density / saturation: number of words on a page as a percentage of all words. 

 

Offline webpage density checkers: 

http://www.keyworddensitytools.com/ 

 

Online webpage density checkers: 

http://www.webconfs.com/keyword-density-checker.php 

http://tools.seobook.com/general/keyword-density/ 

http://www.live-keyword-analysis.com/Relevance 

http://www.keyworddensity.com/ 

 

  

http://www.keyworddensitytools.com/
http://www.webconfs.com/keyword-density-checker.php
http://tools.seobook.com/general/keyword-density/
http://www.live-keyword-analysis.com/Relevance
http://www.keyworddensity.com/
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PROXIMITY 

Proximity: word order.  Keywords at the beginning are better. 

 

 
 

RELEVANCE 

 

Relevance: how pertinent, connected, or applicable something is to a given matter.  Some would say: is it themed?  

While there may be millions of web pages that include a particular word or phrase, some pages may be more 

relevant, popular, or authoritative than others. Most search engines employ methods to rank the results to 

provide the "best" results first. How a search engine decides which pages are the best matches, and what order 

the results should be shown in, varies widely from one engine to another.  
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HOW TO GET MORE PAGES IN GOOGLE’S INDEX 

 

By Jonathan Hochman, Search Engine Watch, Aug 1, 

2007  

Share Many people obsess about every word Matt 

Cutts says, but there are plenty of other Googlers 

that can teach us a thing or two about Google's inner 

workings. At Search Engine Strategies Chicago 2006 I 

was on a panel with one of them: Dan Crow, who is 

part of Google's search quality group and is the 

Product Manager for the crawl infrastructure group.  

When Jill Whalen and Pauline Kerbici of High 

Rankings started a local organization called Search 

Engine Marketing New England (SEMNE), I suggested 

that they invite Dan to speak. Besides his charming 

British accent, Dan's a great speaker because he 

knows everything about Googlebots and indexing.  

Last month in Providence, nearly 100 SEMNE 

members and guests showed up to meet Dan. To 

learn about the official presentation, you can read 

Jill's summary, "Getting into Google," and Rand 

Fishkin's post, "Dan Crow of Google on Crawling, 

Indexing & Ranking."  

Instead of yet another summary, here I will cover the 

unofficial story, the conversations I had with Dan 

before and after the main event.  

Dan Crow's Advice to Webmasters 

Dan started our conversation by saying that the 

World Wide Web is very large, and Google is not 

even sure how large. They can only index a fraction 

of it. Google has plenty of capital to buy more 

computers, but there just isn't enough bandwidth 

and electricity available in the world to index the 

entire Internet. Google's crawling and indexing 

programs are believed to be the largest 

computations ever.  

 

Googlebots fetch pages, and then an indexing 

program analyzes the pages and stores a 

representation of the page into Google's index. The 

index is an incomplete model of the Web. From 

there, PageRank is calculated and secret algorithms 

generate the search results. The only pages that can 

show up in Google's search results are pages 

included in the index. If your page isn't indexed, it 

will never rank for any keywords.  

Because the Web is so much larger than the index, 

Google has to make decisions about what to spider 

and what to index. Dan told me that Google doesn't 

spider every page they know about, nor do they add 

every spidered page to the index. Two thoughts 

flashed through my mind at that moment: (1) I need 

to buy Dan a drink, (2) What can I do to make sure 

my pages get indexed?  

Bandwidth and electricity are the constraining 

resources at Google. On some level they have to 

allocate those resources among all the different Web 

sites: Google isn't going to index Web sites A – G and 

then ignore H-Z. Dan suggested that each day 

Google has a large but limited number of URLs it can 

spider, so for large sites it's in the site owners' 

interests to help the indexing process run more 

efficiently, because that may lead to more pages 

being indexed.  

How much effort Google decides to put into 

spidering a site is a secret, but it's influenced by 

PageRank. If your site has relatively few pages with 

high PageRank, they'll all get into the index no 

problem, but if you have a large number of pages 

with low PageRank, you may find that some of them 

don't make it into Google's index.  

(continued on next page) 
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HOW TO GET MORE PAGES IN GOOGLE’S INDEX 

 

Clean Code Matters 

What can we do to get more pages indexed? I've 

always suspected that streamlining HTML code is a 

good way to facilitate indexing. Reducing code bloat 

helps pages load faster and use less bandwidth. I 

asked if it would help to move JavaScript and CSS 

definitions to external files, and clean up tag soup. 

Dan's answer was refreshingly clear. "Those would 

be very good ideas," he said.  

SEOs pay a lot of attention to issues like duplicate 

content, link building to increase PageRank, and link 

structure to move PageRank throughout the site. 

However, I haven't seen many SEO articles about the 

importance of proper Web development 

methodology. All too often when I look at a new site, 

I am appalled at the sloppy coding. The typical site 

could be streamlined significantly.  

Yes, you should try to increase the PageRank of your 

pages, and you should design your link structure so 

that PageRank is distributed throughout your site in 

a way that makes sense. You should provide unique 

and valuable content. Those tactics will help your 

indexing, but you also need to pay attention to the 

dirty details of how your pages are put together. If 

everybody served clean code, Google would be able 

to index significantly more pages.  

Why doesn't Google do more to educate 

webmasters about the efficient use of bandwidth 

and computing power? Perhaps it would look bad for 

Google to ask webmasters to recode their sites to 

make Google's job easier. Nonetheless, if Google can 

tell me how to get more of my pages into the index, 

I'm ready to listen and cooperate.  

 

 

 

 

 

Clean HTML is good not just for getting indexed, but 

also because it means more people can read your 

site. The cleaner and more compatible your code, 

the wider a range of browsers it will work with, and 

this is especially important for users with screen 

readers and those using mobile devices such as cell 

phones.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Jonathan Hochman has two computer science 

degrees from Yale. He runs an Internet marketing 

consultancy and a web development shop.  
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SEARCH ENGINE MARKTING GLOSSARY 

 

advertising network: A service where ads are bought 

centrally through one company, and displayed on 

multiple Web sites that contract with that company 

for a share of revenue generated by ads served on 

their site. 

algorithm: The technology that a search engine uses 

to deliver results to a query. Search engines utilize 

several algorithms in tandem to deliver a page of 

search results or keyword-targeted search ads. 

anchor text: The clickable text part of a hyperlink. 

The text usually gives visitors or search engines 

important information on what the page being 

linked to is about. 

click through rate (CTR): The rate (expressed in a 

percentage) at which users click on an ad. This is 

calculated by dividing the total number of clicks by 

the total number of ad impressions. CTR is an 

important metric for Internet marketers to measure 

the performance of an ad campaign. 

content network: A group of Web sites that agree to 

show ads on their site, served by an ad network, in 

exchange for a share of the revenue generated by 

those ads. For example: Google AdSense or the 

Yahoo Publisher Network. 

contextual advertising: Advertising that is targeted 

to a Web page based on the page's content, 

keywords, or category. Ads in most content 

networks are targeted contextually. 

cost per action (CPA): A form of advertising where 

payment is dependent upon an action that a user 

performs as a result of the ad. The action could be 

making a purchase, signing up for a newsletter, or 

asking for a follow-up call. An advertiser pays a set 

fee to the publisher based on the number of visitors 

who take action. Many affiliate programs use the 

CPA model. 

 

cost per click (CPC): Also called Pay per Click (PPC). A 

performance-based advertising model where the 

advertiser pays a set fee for every click on an ad. The 

majority of text ads sold by search engines are billed 

under the CPC model. 

cost per thousand (CPM): An ad model that charges 

advertisers every time an ad is displayed to a user, 

whether the user clicks on the ad or not. The fee is 

based on every 1,000 ad impressions (M is the 

Roman numeral for 1,000). Most display ads, such as 

banner ads, are sold by CPM. 

geo-targeting: Delivery of ads specific to the 

geographic location of the searcher. Geo-targeting 

allows the advertiser to specify where ads will or 

won't be shown based on the searcher's location, 

enabling more localized and personalized results. 

Googlebot: Google uses several user-agents to crawl 

and index content in the Google.com search engine. 

Googlebot describes all Google spiders. All Google 

bots begin with "Googlebot"; for example, 

Googlebot-Mobile: crawls pages for Google’s mobile 

index; Googlebot-Image: crawls pages for Google’s 

image index. 

inbound link: An inbound link is an hyperlink to a 

particular Web page from an outside site, bringing 

traffic to that Web page. Inbound links are an 

important element that most search engine 

algorithms use to measure the popularity of a Web 

page. 

invisible web: A term that refers to the vast amount 

of information on the web that isn't indexed by 

search engines. Coined in 1994 by Dr. Jill Ellsworth. 

keyword: A word or phrase entered into a search 

engine in an effort to get the search engine to return 

matching and relevant results. Many Web sites offer 
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advertising targeted by keywords, so an ad will only 

show when a specific keyword is entered. 

link bait: Editorial content, often sensational in 

nature, posted on a Web page and submitted to 

social media sites in hopes of building inbound links 

from other sites. Or, as Matt Cutts of Google says, 

"something interesting enough to catch people's 

attention." 

link building: The process of getting quality Web 

sites to link to your Web site, in order to improve 

search engine rankings. Link building techniques can 

include buying links, reciprocal linking, or entering 

barter arrangements. 

meta tags: Information placed in the HTML header 

of a Web page, providing information that is not 

visible to browsers, but can be used in varying 

degrees by search engines to index a page. Common 

meta tags used in search engine marketing are title, 

description, and keyword tags. 

pay per click (PPC): See Cost per Click (CPC). 

quality score: A score assigned by search engines 

that is calculated by measuring an ad's clickthrough 

rate, analyzing the relevance of the landing page, 

and considering other factors used to determine the 

quality of a site and reward those of higher quality 

with top placement and lower bid requirements. 

Some factors that make up a quality score are 

historical keyword performance, the quality of an 

ad's landing page, and other undisclosed attributes. 

All of the major search engines now use some form 

of quality score in their search ad algorithm. 

return on investment (ROI): The amount of money 

an advertiser earns from their ads compared to the 

amount of money the advertiser spends on their ads. 

search advertising: Also called Paid Search. An 

advertiser bids for the chance to have their ad 

display when a user searches for a given keyword. 

These are usually text ads, which are displayed 

above or to the right of the algorithmic (organic) 

search results. Most search ads are sold by the PPC 

model, where the advertiser pays only when the 

user clicks on the ad or text link. 

search engine marketing (SEM): The process of 

building and marketing a site with the goal of 

improving its position in search engine results. SEM 

includes both search engine optimization (SEO) and 

search advertising, or paid search. 

search engine optimization (SEO): The process of 

making a site and its content highly relevant for both 

search engines and searchers. SEO includes technical 

tasks to make it easier for search engines to find and 

index a site for the appropriate keywords, as well as 

marketing-focused tasks to make a site more 

appealing to users. Successful search marketing 

helps a site gain top positioning for relevant words 

and phrases. 

search engine results pages (SERPs): The page 

searchers see after they've entered their query into 

the search box. This page lists several Web pages 

related to the searcher's query, sorted by relevance. 

Increasingly, search engines are returning blended 

search results, which include images, videos, and 

results from specialty databases on their SERPs. 

social media: A category of sites that is based on 

user participation and user-generated content. They 

include social networking sites like LinkedIn or 

Facebook, social bookmarking sites like Del.icio.us, 

social news sites like Digg or Reddit, and other sites 

that are centered on user interaction. 

spider: A search engine spider is a program that 

crawls the Web, visiting Web pages to collect 

information to add to or update a search engine's 

index. The major search engines on the Web all have 

such a program, which is also known as a "crawler" 

or a "bot." 

title tag: An HTML meta tag with text describing a 

specific Web page. The title tag should contain 

strategic keywords for the page, since many search 

engines pay special attention to the title text when 

indexing pages. The title tag should also make sense 
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to humans, since it is usually the text link to the page 

displayed in search engine results. 

 

universal search: Also known as blended, or 

federated search results, universal search pulls data 

from multiple databases to display on the same 

page. Results can include images, videos, and results 

from specialty databases like maps and local 

information, product information, or news stories. 

Web 2.0: A term that refers to a supposed second 

generation of Internet-based services. These usually 

include tools that let people collaborate and share 

information online, such as social networking sites, 

wikis, communication tools, and folksonomies. 


