Digital Marketing

e Definition: Digital marketing refers to the use of digital channels, platforms, and

technologies to promote and advertise products, services, or brands.

e Channels: Digital marketing includes various channels such as search engines (SEO

and SEM), social media, email, content marketing, affiliate marketing, and more.

e Goal: The primary goal of digital marketing is to connect with the target audience
through digital channels and create brand awareness, drive traffic, and generate leads

or sales.

Inbound Marketing: User coming to our platform and taking service/product (90%)
Outbound Marketing: We are approaching them and asking to purchase( WhatsApp,
Telegraph)

Inbound Marketing:

Inbound marketing is a strategy that focuses on attracting customers by providing valuable
content and experiences tailored to their needs. The key idea is to pull potential customers
toward a brand rather than actively seeking their attention. Inbound marketing relies on
creating and sharing content that is relevant and helpful to the target audience. The goal is to
build trust, establish authority, and ultimately drive organic traffic and customer

engagement.

Key components of inbound marketing include:

e Content Marketing: Creating and sharing relevant and valuable content to attract and
engage a target audience.

e SEO (Search Engine Optimization): Optimizing content and online presence to rank
higher in search engine results and increase visibility.

e Social Media Marketing: Leveraging social platforms to share content, engage with
the audience, and build a community.

e Email Marketing: Nurturing leads and maintaining customer relationships through
targeted email campaigns.

e Inbound Sales: Focusing on providing solutions and assistance to customers rather

than aggressive selling.



Inbound marketing is often associated with a more customer-centric and

relationship-focused approach.

Outbound Marketing:

Outbound marketing, also known as traditional or interruption marketing, involves pushing a
marketing message out to a broad audience. The goal is to reach as many people as possible
with the hope of identifying potential customers. This approach is characterized by its
proactive and interruptive nature, as it seeks to grab the attention of the audience through

various means.

Key components of outbound marketing include:

e Advertising: Paid promotions through channels such as TV, radio, print, and online
display ads.

e Cold Calling: Directly contacting potential customers via phone without prior
interaction.

e Direct Mail: Sending physical promotional materials, such as brochures or catalogs, to
a target audience.

e Trade Shows and Events: Participating in industry events to showcase products or
services to a broader audience.

Outbound marketing is often associated with a more company-centric and product-focused

approach.

What is SEO in Digital marketing? - Benefits, Who can learn & Careers?

SEO stands for Search Engine Optimization, one of the most commonly used and effective
marketing strategies till date. It involves a set of tactics that are aimed at improving a
website's visibility, ranking and organic traffic from different search engines. Main goal of

doing SEQ is to rank in the top 1,2 & 3 rd positions of SERP( Search Engine Results page.

Some of the key activities involved in SEO are.
e Content
e Website structure
e HTML code



Keywords...etc

Benefits of SEO for Small businesses?

There are plenty of ROl benefits of doing SEO irrespective of type of company in 2024. It has

some key advantages listed below:

Organic Brand Visibility : Whether you're a startup, mid level or MNC company every

digital dependency company requires SEO to boost brand presence.

Organic website Traffic: who don't need free business/revenue/ customers, SEO
Brings all of them at a free of cost. It can bring millions of customers directly to your

website incase if you know the strategies well.

User Experience: Most of the search engines available in the market require User
friendly websites with well written content, and navigation. So once we start doing

SEO it will help us make our website more user friendly and better experience.

Free Customers: yes, you heard it right. You don’t need to spend a single penny from

your pocket for SEQ, all you need to do is know the tactics well.

High Intent Traffic: 40-60% of users who come to your website are likely to convert, so

Mmaximum outcome will be less effort with SEO.

Competitive Outranks: You can easily Outrank your competition with advanced SEO
Strategies. So that you can grab business and attention of what your competitor is

getting through search engines.

Measurable Results: SEO Results are highly effective in nature and are measurable.
We can measure the success of SEO using multiple Free and paid tools available in
the market. Whether investing time in search engine optimization will really make

sense or not.

Local Business Scale: Irrespective of type of businesses, SEO helps every small to

large scale business to grow online.

Long-Term Strategy: unlike paid marketing strategies Organic SEO is long term and
result oriented marketing strategy. It will take a minimum time to grow your online
presence, say about 3 to 6 months in the initial phases. Post this period we can see

progress in visibility, user acquisitions and revenue.



Who Can Learn SEO
There is no age Limit for learning SEO in 2024, any digital marketing enthusiast can learn SEO

in just 30 days from zero to Hero.

e Digital Marketing enthusiast: People who are interested in learning digital

marketing, because SEO is one of the core concepts of internet marketing in 2024.

e Website Owners and Bloggers: Like to write blogs, articles and publish in your
website or owning a website want to grow the website digitally. Then SEO is an option

without any second thought.

e Business Owners: Running a small business and don't have high budgets to invest,
then SEO can save your wallet and business in 2024. It won't require any marketing

budget to gain users to business.

e Content Creators: Every content creator needs viewers and viewership, don't worry

SEO will take care of your views.

e Students and Job Seekers: Most of the marketing enthusiasts have started investing
time in SEO and learning advanced strategies. We all know the facts that digital is the

future and internet marketer as future is definitely a right move in career.

e Freelancers and Consultants: Don't want to work for full time roles and want to work
at your comfort zones, then don't worry SEO pays you for the same. Thousands of SEO
consultants are working at their comfort zones and making huge money, you can also

be one of them.

Job Opportunities in SEO
SEO Offers a wide range of career options in 2024, some of the most exciting and high paying

job opportunities with SEO are listed below.
e SEO Specialist/Analyst: Manages and Implements SEO strategies

e Content Strategist/SEO Copywriter: Develops & Implements content Marketing

strategies

e Digital Marketing Manager: Oversees digital marketing strategies such as SEOQ, PPC

(Pay-Per-Click), and social media.



Link Building Specialist: He/She will be more focused on building high-quality

backlinks to improve a website's authority & Rankings on search engine results.

SEO Consultant: works individually for clients and offers expert advice & guidance on

SEO strategies.

E-commerce SEO Specialist: Specialized in optimizing online stores sales from search

engines.

Technical SEO Specialist: Deals with technical aspects of website optimization such

as site structure, crawlability, and indexability.

SEO Manager/Director: he/she will manage a team of SEO professionals and also

oversee the entire development and execution of SEO strategies.

SEO Trainer/Instructor: Like Janardhan Nagaiahgari, you can also train people in

digital marketing.

Freelance SEO Professional: You can work as a freelancer for both domestic and

international clients.

What is SEO?

SEQO, or Search Engine Optimization, is a set of practices and strategies aimed at optimizing a

website or online content to improve its visibility in search engine results pages (SERPs). The

primary goal of SEO is to increase organic (non-paid) traffic to a website by ensuring that it

ranks higher in search engine results for relevant queries.

History of SEO

Google

Yahoo
Askme.com
Baidu(Chaina)
Yandex(Global)
Bing (USA)

Pre-Requisites of SEO

Business Name: Janardhan Digital info Pvt Itd

Website: https://www.janardhan.digital


https://www.janardhan.digital

e Platform to choose and work

What is a website?

A website is a collection of related web pages and multimedia content that is typically
identified by a common domain name and published on at least one web server. It is
accessible over the Internet or a private local area network (LAN) through a web browser. A
website can contain a variety of content types, including text, images, videos, and interactive

elements.

Example website: https:/janardhan.digital

Pre-Requisites of Website
- Domain Name
- Domain Extensions
- Hosting
- CMS: Content Management System-Free
- SSL (Security socket Layer)- Free/Paid
- WWW

Final website structure:

Example: protocolswww. domainname.domainextension-> https://www.janardhan.digital

1. Domain Name
Name of your website, a domain name is the text that a user types into a browser window to

reach a particular website.

2. Domain Extensions
Domain extensions, also known as top-level domains (TLDs), are the suffixes that follow the
main part of a website's domain name. They are used to categorize and organize websites on
the internet. Domain extensions often indicate the type or purpose of the website and can
provide information about its content, origin, or function. Here are some common types of

domain extensions:

e Suffix/end part of our website name

e Example:.in, .com,.in,.net, .org .uk, au, .us


https://janardhan.digital
https://www.janardhan.digital

Types of Domain Extensions
Generic Top-Level Domains (gTLDs):
- .com: Originally intended for commercial entities, it is now widely used for various
purposes.
- .org: Originally for organizations, it is commmonly used by non-profit entities.
- .net: Initially designated for network-related organizations but is now open for general
use.
- .edu: Reserved for educational institutions.
- .gov: Reserved for U.S. government entities.

- .mil: Reserved for U.S. military.

Country Code Top-Level Domains (ccTLDs):
- .Us (United States): Each country has its own ccTLD, such as .uk (United Kingdom), .ca

(Canada), .au (Australia), etc.

Sponsored Top-Level Domains (sTLDs):
- .gov: Intended for U.S. government entities.
- .edu: Reserved for accredited post-secondary educational institutions.

- .mil: Reserved for the U.S. military.

New gTLDs:
- .app, .blog, .guruy, tech: These are examples of new gTLDs introduced in recent years to

offer more specific and diverse options for website owners.

Restricted gTLDs:
- .museum, .aero, .coop: These are specialized gTLDs with restrictions on who can

register them based on specific criteria related to the domain's purpose.

Generic Restricted gTLDs:
- .name, .pro: These are gTLDs with restrictions but are more generic in their

application.
Infrastructure Top-Level Domain (ARPA):
- .arpa: Originally used for addressing infrastructure purposes, such as the reverse DNS

lookup.

3. Hosting



Web hosting refers to the service of providing storage space and access for websites on the
internet. Websites are files, such as HTML documents, images, videos, and other media,

which need to be stored on a server that is connected to the internet.

4. Protocols(Security)
- Locked(Highly Protected)- HTTPS(Secure Hypertext transfer protocols)
- Not secure( Not protected)- HTTP( Hypertext transfer protocols)
1. Secure website: https://www.janardhan.digital

2. Non-Secure website: http://www. janardhan.digital

5. SSL(Secure socket layer)
An SSL (Secure Sockets Layer) certificate is a digital certificate that provides secure,
encrypted communication between a website and a web browser. It serves two primary

purposes:

e Encryption: SSL certificates encrypt data transmitted between the user's web browser
and the website's server. This encryption helps to prevent unauthorized access to
sensitive information such as personal data, login credentials, and financial
transactions. Without SSL encryption, data transmitted over the internet is susceptible

to interception by malicious actors.

e Authentication: SSL certificates also serve to authenticate the identity of a website.
When a website has an SSL certificate installed, it undergoes a validation process to
verify its ownership and authenticity. This authentication helps users trust that they

are interacting with the legitimate website and not an imposter or malicious site.

When a website has an SSL certificate installed, the URL typically begins with "https://"
instead of "http:/". Additionally, modern web browsers often display a padlock icon in the
address bar to indicate that the connection is secure. Overall, SSL certificates play a crucial
role in ensuring the security and integrity of data transmitted over the internet, thereby

enhancing user trust and confidence in websites and online services.

6. WWW (world wide web)
"WWW" stands for World Wide Web. It is a system of interconnected hypertext documents

accessed via the internet. In essence, the World Wide Web is a vast collection of



interconnected web pages and resources accessible via the internet, enabling users to

browse, consume, and interact with information and services from around the world.

7. CMS

A Content Management System (CMS) is a software application that enables users to create,
manage, and modify digital content on a website without requiring specialized technical
skills or knowledge of programming languages. CMS platforms provide an intuitive interface
for content creation, editing, organization, and publication, typically through a web-based

dashboard.

How to Create Free Website

Free CMS(web 2.0) : Blogger, wordpress, weebly, shopify, magento
e Free sites(janardhan.cmsname.com)
e janardhan.digital(Paid)

e janardhan.blogger.com(free)

More info about Website
- Frontend
- Backend
- Landing Page( Business)

- Post/Blog/Articles( information)

Keywords

A keyword refers to a specific word or phrase that users enter into search engines when
looking for information, products, or services online. Keywords are crucial because search
engines like Google use them to determine which websites to display in search results for a

given query.

Types of Keywords
- Short Tail Keywords
- Long Tail Keywords

Short Tail Keywords
Short tail keyword is a word combination of 1, 2,3 & Less than 3 that users enter in Search

engines.



Example:
e Janardhan-1word
e Janardhan + SEO - 2 words

e Janardhan + SEO + Online - 3 words

Long Tail Keywords
Long Tail keyword is a word combination of more than 3 words that users enter in Search
engines.
Example:
e Janardhan SEO Online course - 4
e janardhan SEO Online course Bangalore- 5

e janardhan SEO Online course Bangalore india- 6

keyword Research
It involves identifying and analyzing the specific words and phrases (keywords) that users
enter into search engines when looking for information, products, or services. Here's a

breakdown of the key components of keyword research:

e Identifying Relevant Keywords: Research involves finding keywords relevant to a
business, industry, or topic. Consideration of both short-tail keywords (broader and

more generic) and long-tail keywords (more specific and detailed).

e Understanding User Intent: Analyzing the intent behind the keywords to determine
the user's purpose—whether they are seeking information, looking to make a

purchase, or trying to solve a problem.

e Competitor Analysis: Examining the keywords that competitors are targeting to

identify potential opportunities or gaps in the market.

e Search Volume Assessment: Evaluating the monthly search volume of keywords to

understand how often users are searching for them.

e Relevance to the Business or Content: Ensuring that selected keywords align with

the business goals and are relevant to the products, services, or content being offered.

e Long-Term and Short-Term Goals: Balancing between keywords that may bring

quick results and those that contribute to long-term organic traffic growth.



e Keyword Variations and Synonyms: Exploring variations and synonyms of target

keywords to capture a broader range of search queries.

e Tools for Keyword Research: Using various tools like Google Keyword Planner,
SEMrush, Ahrefs, and others to gather data on search volume, competition, and

related keywords.

e Mapping Keywords to Content: Strategically integrating chosen keywords into
website content, including meta tags, headings, and body text, to improve search

engine rankings.

User Intent Keyword Types
- Brand Keywords- Search with Brand names
- Transactional Keywords- User trying to purchase or make a conversion
- Informational Keywords- User Looking for information

- Business Keywords- Searching about brand info

Tools used for Keyword Research
e Google Keyword Planner
e Ubersuggest
e Semrush

e Google Trends

Techniques of SEO
e White Hat SEO - (Long term)- Google Guildlines follow
e Blackhat SEO - (Short term) - No need to follow guidelines

White Hat SEO:
e Ethical Practices: White Hat SEO refers to ethical and legitimate optimization
techniques that focus on improving a website's visibility in search engine results

pages (SERPs) through methods approved by search engines.

e Content Quality: Emphasizes creating high-quality, relevant content that meets the

needs of users and adds value to the website.

e User Experience: Prioritizes a positive user experience by optimizing website

structure, navigation, and page load speed.



e Compliance with Guidelines: Adheres to search engine guidelines and best practices.

White Hat SEO strategies aim for long-term success and sustainable results.

e Link Building: Practices natural and high-quality link building, avoiding manipulative

tactics.

Black Hat SEO:
e Unethical Practices: Black Hat SEO involves using unethical and manipulative

technigues to achieve quick but often short-term gains in search rankings.

e Low-Quality Content: May involve creating low-quality or irrelevant content solely for

search engines, without considering user value.

e User Experience Sacrifice: May prioritize search engine rankings over user

experience, leading to tactics that can be disruptive or deceptive.

e Violation of Guidelines: Involves tactics that violate search engine guidelines, risking

penalties and potential removal from search engine results.

e Aggressive Link Building: Often includes spammy and aggressive link-building

practices, such as buying links or using link farms.

SERP( Search Engine Results Page)
Standard

e Brand Logo

e Name of the company

e \Website Link

e Tittle

e 2 Lines paragraph( Description)

Types of SEO
e On PageSEO
e Off Page SEO

On Page SEO
On-page SEO refers to the optimization techniques and strategies implemented directly on a

website to improve its visibility and ranking in search engine results pages (SERPs).



Off Page SEO

Off-page SEO refers to the actions taken outside of a website to improve its search engine

rankings and increase its visibility in search engine results pages (SERPs).

On Page SEO

Meta Tags- HTML Elements using we can do SEO activities - 4 types

1.

INNNINN

Meta Title

Meta Description
Meta Keywords
Meta Robot Tag

Mata tags Codes

<title>Janardhan Nagaiahgar- Performance Marketing Expert</title>
<meta name="description" content="Free Web tutorials">

<meta name="keywords" content="HTML, CSS, JavaScript">

<meta name="author" content="Janardhan Nagaiahgari">

<meta name="publisher" content="Janardhan.digital">

Meta Title

The meta title is an HTML element that specifies the title of a webpage and appears as the

main headline in search engine results.

Keyword Placement: Include relevant keywords near the beginning of the meta title.
This helps search engines understand the topic and improves the page's visibility for

those keywords.

Length Consideration: Aim for a concise and descriptive meta title. Google typically
displays the first 50-60 characters, so keep it within this range to ensure that the entire

title is visible in search results.

Brand Inclusion: If applicable, include your brand name in the meta title. This helps

with brand recognition and can improve click-through rates.

Avoid Keyword Stuffing: While it's important to include keywords, avoid keyword
stuffing (overusing keywords unnaturally). This can negatively impact user experience

and search engine rankings.



e Use Vertical Bars or Hyphens: Separate different elements of the meta title using

vertical bars (|) or hyphens (-). This makes it easier to read and understand.

e Current year: Try mentioning the current year, so that web crawlers can find your site

is up to date with content.

Formula:

Action Words + Focus Keywords + Location + Service+ Year + Brand

Example:
e Service: Fever treat( Al)( 2bhk)
e Name: Sandy clinic( Consulting service)

e Location: HSR Layout, Bangalore( TCS, Online)

Title: Best Fever Treatment in HSR Layout Bangalore 2023 Sandy Clinic
Tool to count: https://wordcounter.net/

Meta Description

The meta description is an HTML element that provides a brief summary of the content on a
webpage. While meta descriptions don't directly influence search engine rankings, they play
a crucial role in encouraging users to click on a search result. Here are some tips for

optimizing meta descriptions:

e Character Limit: it's advisable to keep the most important information within the first

150-160 characters to ensure it is visible in search results.

e Call to Action (CTA): Include a clear and relevant call to action. Encourage users to

take a specific action, such as "Learn More," "Shop Now," or "Get a Free Quote."

e Relevance to Content: Ensure that the meta description accurately reflects the
content of the webpage. It should provide users with a clear and relevant overview of

what they can expect to find on the page.

e Include Target Keywords: Incorporate relevant keywords naturally into the meta

description. This can help improve the page's visibility for specific search queries.

e Current year: Try mentioning the current year, so that web crawlers can find your site

is up to date with content.


https://wordcounter.net/

e Brand Inclusion: If applicable, include your brand name in the meta title. This helps

with brand recognition and can improve click-through rates.

Example of a well-optimized meta description:
“ Discover the latest trends in running shoes for men at YourBrand. Browse our top-rated
athletic footwear collection designed for comfort and performance. Shop now for the best in

sports gear!"

Meta Keywords

Other Important keywords that you wanted to rank on 1Ist position

Example: SEO Online Course is your main keywords, other keyword you would also rank for is
- SEO Course online 2024
- Best SEO Course online

- Top SEO course Online in Bangalore

Syntax: <meta name="keywords" content="Your Keywords">
Example: <meta name="keywords" content="SEO Course online, Top SEO Online in

Bangalore">

Meta Robot tag (Local Variable)
<meta name="robots" content="index,follow">
e Follow(Read): Search engine can follow this information
e No-follow(Don't Read): Search engine Shouldn't follow this information
e Index(shown /index in google) : Search engine Should Index this information

e no-index: Search engine Shouldn't Index this information

The meta robots tag is an HTML element used to provide instructions to search engine bots
on how to crawl and index a specific webpage. Proper optimization of the meta robots tag

helps control how search engines interact with your content.

Indexing Instructions:
e Index: This is the default setting and indicates that the search engine can index and
include the page in search results.
e No-index: Use this directive to instruct search engines not to index the page. This is
useful for content you don't want to appear in search results.
Codes

e <meta name="robots" content="index, follow">



e <meta hame="robots" content="noindex, follow">

Crawling Instructions:
e Follow: This is the default setting, indicating that search engines can follow the links
on the page and pass link equity to linked pages.
e No-follow: Use this directive to instruct search engines not to follow the links on the
page. This is often used for untrusted or user-generated content.
Codes
e <meta name="robots" content="index, follow">

e <meta name="robots" content="index, nofollow">

Combining Directives:
You can combine directives in the meta robots tag based on your requirements. For example,

to prevent indexing and following links:

Code

<meta name="robots" content="noindex, nofollow">

Advanced Directives:
e Noarchive: Instructs search engines not to store a cached copy of the page.
e Nocache: Suggests search engines not to show a cached link in search results.
e Nosnippet: Prevents search engines from displaying a snippet (description) in search

results.

Codes

<meta name="robots" content="noarchive, nocache, nosnippet">

Robots.txt (Global Variable)

Robots.txt file is a text file that is placed in the root directory of a website and is used to
instruct web crawlers, also known as robots or spiders, on how to crawl and index the content
of the site. The robots.txt file specifies which parts of the website should be crawled and

indexed by search engines and which parts should be excluded.

Formula:

e User-agent:*



e Allow:/
e Disallow:/
Example:
- janardhan.digital/seo-course( Craw! & Index)
- janardhan.digital/social-media(Crawl! & Index)
- janardhan.digital/old-seo ( don't index & crawl)

- janardhan.digital/old-social-media( don't index & crawl)

Formula:
e User-agent:*
e Allow: /seo-course
e Allow: /social-media

Disallow: /old-seo

e Disallow: /old-social-media

Or( we can mention only Disallow pages)
e User-agent:*
e Allow:/

Disallow: /old-seo

Disallow: /old-social-media

How to Check status of Robots.txt updation

- domainname.com/robots.txt

Images Optimization

Image optimization refers to the process of reducing the file size of images while maintaining
acceptable quality, with the aim of improving website performance, enhancing user
experience, and boosting search engine rankings. This process typically involves various

techniques such as:

e Compression: Removing unnecessary data from the image file without significantly
affecting its visual quality. Compression can be lossless, where no quality is lost, or

lossy, where some quality is sacrificed for smaller file size.

e Resizing: Adjusting the dimensions of an image to fit the layout of a webpage. This

prevents large images from slowing down page loading times.



e Format selection: Choosing the most suitable file format for an image based on
factors such as color depth, transparency needs, and compression capabilities.
Common formats include JPEG, PNG, and WebP.

e Image lazy loading: Loading images only when they are about to come into view,
rather than loading all images on the page simultaneously. This can significantly

reduce initial page load times, especially for pages with many images.

e Responsive images: Serving different versions of an image based on the user's device
and screen size, ensuring optimal display quality without unnecessary bandwidth

consumption.

e Image caching: Storing images temporarily on the user's device or in intermediate

caches to reduce the need for repeated downloads.

e Image sprites: Combining multiple images into a single file to reduce the number of

server requests required to load a webpage.

Image Optimization Types for SEO

Image Alt tag( alternate name for image)
- image description tag (Brief about the image)

- Image Title tag( User experience)

Image Geo Tagging(Optional)

Image Alt tag/ Alt text
Image alt text, also known as alt tags a textual description of an image, and it serves several
purposes, including helping search engines understand the content of the image and

providing information for users who cannot see the image.

Example: <img src="imagejpg” alt="YouTube SEO Interview Questions">

Image Title

Image titles, also known as title attributes, are HTML attributes that provide additional
information about an image. While image titles don't directly impact SEO as much as alt text
does, they can be useful for providing supplementary information and enhancing user

experience. Here are some tips for

Example: <img src="image.jpg"” title="Janardhan SEQ" >



Image Description
The "Image Description" tag, often referred to as the "alt attribute" or "alt tag," is an HTML
attribute used to provide a textual description of an image on a webpage. It serves several

purposes, including accessibility, user experience, and search engine optimization (SEO).

Example: <img src="image.jpg” description="Janardhan SEO" >

URL Optimization

URL optimization in SEO refers to the process of creating URLs that are concise, descriptive,
and keyword-rich to improve search engine visibility and user experience. Optimized URLs
can have a positive impact on search rankings and make it easier for users to understand the

content and structure of a website.

Guidelines for URL Optimization
- Character limit <100
- Programming Language(.ntml, .php, .aspx)
- Keyword must be there
- Once created can not be changed
- Words separation with Hyphens(-)

- No numbers are allowed(Optional)

Relevance and Readability: Ensure that the URL reflects the content of the page and is
readable to users. A well-structured URL provides a clear indication of the page's topic.
Example:

e Good: www.example.com/blog/seo-best-practices

e Bad: www.example.com/page?id=123456

Use of Keywords: Incorporate relevant keywords into the URL, particularly the main topic or
focus of the page. This can contribute to better search engine rankings.

e Example: www.example.com/keyword-rich-page

Hyphen Separators: Use hyphens (-) to separate words in the URL. Hyphens are preferred
over underscores (_) as they are treated as space by search engines, improving readability.

e Example: www.example.com/product-category/product-name



http://www.example.com/blog/seo-best-practices
http://www.example.com/page?id=123456
http://www.example.com/keyword-rich-page
http://www.example.com/product-category/product-name

Short and Simple: Keep URLs concise and avoid unnecessary parameters or complex
structures. Shorter URLs are easier for users to remember and share.

e Example: www.example.com/about-us

Avoid Dynamic Parameters: Minimize the use of dynamic parameters (e.g., query strings) in
URLs, as they can be less SEO-friendly. If necessary, ensure they are structured in a clear and
meaningful way.

e Example: www.example.com/search?g=keyword

Consistent Structure: Maintain a consistent URL structure throughout your website.
Consistency improves user navigation and makes it easier for search engines to crawl and

index your pages.

e Example: www.example.com/category/subcategory/page

HTTPS Protocol: Use the HTTPS protocol for secure connections. Secure URLs are preferred

by search engines and contribute to a safer browsing experience.

e Example: https:/www.example.com/page

Canonical URL/Canonicalization/Canonical Tag

In SEQ, a canonical URL is the preferred version of a webpage's URL when multiple URLs
point to the same content or similar variations of it. Canonicalization helps search engines
understand which URL should be treated as the primary or canonical version to index and

display in search results.

Duplicate content can occur on websites for various reasons, such as different URL
parameters, session |IDs, or variations in URL capitalization. When search engines encounter
duplicate content, they may have difficulty determining which version to prioritize for
indexing, which can dilute the search visibility of the content and potentially lead to penalties

for perceived manipulation.

For example, if a web page has multiple URLs like:
e example.com/page
e example.com/page/
e example.com/page/?source=organic

You can specify the canonical URL as:

<link rel="canonical" href="https://fexample.com/page">


http://www.example.com/about-us
http://www.example.com/search?q=keyword
http://www.example.com/category/subcategory/page
https://www.example.com/page

This tag tells search engines that the URL "https://example.com/page" is the canonical version,

and other versions should be treated as duplicates or variants.

OG (Open Graph) Tags

Open Graph (OG) tags are meta tags that are used to control how content appears when
shared on social media platforms like Facebook. These tags provide information to social
media platforms about the title, description, image, and other elements of a webpage when

it is shared.

Here are some common Open Graph tags:
e og:title: Specifies the title of the content.
e og:description: Provides a brief description of the content.
e og:iimage: Specifies the URL of the image that represents the content.
e og:url: Specifies the canonical URL of the page.

e og:itype: Indicates the type of content (e.g., article, website, video).

Including Open Graph tags in the HTML head of your web pages can enhance the way your
content is displayed when shared on social media platforms, making it more visually

appealing and informative.

For example:
e <meta property="og:title" content="Your Title Here" />
e <meta property="og:description" content="Your Description Here" />
e <meta property="og:image" content="URL to Your Image" />
e <meta property="og:url" content="URL to Your Page" />

e <meta property="og:type" content="article" />

These tags are not used by search engines like Google for ranking purposes, but they can
impact the visibility and attractiveness of your content on social media, potentially leading to

more traffic and engagement.

e Og:title: Specifies the title of the content as it should appear when shared on social

media platforms. Keep it concise and engaging.

e Og:description: Provides a brief description of the content. It is often displayed below

the title when the content is shared.



e Og:iimage: Specifies the URL of an image that represents the content. This image is

usually displayed alongside the title and description.

e Og:url: Specifies the canonical URL of the content. Ensure that this matches the

actual URL of the shared page.

e Og:type: Defines the type of content (e.g., article, website, video). This helps platforms

understand how to display the shared content.

e Og:locale: Specifies the locale for the content. This can be useful for multilingual

websites.

e Og:site_name: Specifies the name of the website or application. This is useful for

branding purposes.

Twitter Card Tags:
If we want to optimize content for Twitter, consider adding Twitter Card tags in addition to
Open Graph tags.

e <meta name="twitter.card" content="summary_large_image">

e <meta name="twitter:site" content="@YourTwitterHandle">

e <meta name="twitter:title" content="Page Title">

e <meta name="twitter.description" content="Description of the page content.">

e <meta hame="twitter:image" content="https://www.example.com/image jpg">

Optimizing Open Graph tags ensures that shared content is presented in a visually appealing
and informative manner on social media platforms. It helps improve click-through rates,
enhances brand visibility, and provides a better user experience when users share your

content.

Tools to Create for OG Tags

e h JIWWW ngraph.xyz

Heading Tags

Heading tags in HTML are used to define headings or titles within a webpage. They help
structure the content by indicating the hierarchy of different sections. There are six levels of
heading tags in HTML, ranging from <hl> to <h6>, where <hl> is the highest level (main
heading) and <h6> is the lowest level (subheading).


https://www.opengraph.xyz/

Here's an example of how heading tags are typically used:
<h1>This is a Heading 1</h1>

<p>This is some content under Heading 1.</p>

<h2>This is a Heading 2</h2>

<p>This is some content under Heading 2.</p>

<h3>This is a Heading 3</h3>

<p>This is some content under Heading 3.</p>

<l-- .. and so on up to Heading 6 -->

In this example:

<hl1> represents the main heading.

<h2> represents a subheading or a section heading under <h1>.
<h3> represents a subheading under <h2>.

And so on...

It's important to use heading tags in a logical and hierarchical order. This not only helps in
organizing content but also aids accessibility and search engine optimization (SEQ). Search
engines use the structure of HTML documents, including heading tags, to understand the

content and its hierarchy on a webpage.

Hierarchy and Structure:
Use heading tags to create a clear hierarchy and structure for your content. <hl1> is typically
used for the main title or heading of the page, followed by <h2> for subheadings, <h3> for
sub-subheadings, and so on.

e <h1>Main Title</h1>

e <h2>Subheading 1</h2>

e <p>Content..</p>

e <h2>Subheading 2</h2>

e <p>Content..</p>

Content Optimization



Content optimization in SEO (Search Engine Optimization) refers to the process of enhancing
the quality, relevance, and visibility of web content to improve its performance in search
engine results. The goal is to create content that not only meets the needs and expectations
of users but also aligns with search engine algorithms, resulting in better rankings and

increased organic traffic. Here are key aspects of content optimization in SEO:

e Keyword Research: Conduct thorough keyword research to identify terms and
phrases relevant to your content and target audience. Use tools to find keywords with

a balance of search volume and competitiveness.

e Strategic Keyword Placement: Integrate selected keywords naturally into the
content, including headings, subheadings, and body text. However, avoid keyword

stuffing, and prioritize a seamless reading experience.

e High-Quality and Relevant Content: Create high-quality, informative, and engaging
content that addresses the needs and interests of your target audience. Content

should be valuable, relevant, and provide solutions to users' queries.

e Content Structure and Formatting: Organize content with a clear structure,
including headings, subheadings, and bullet points. Use proper formatting to improve

readability and user experience.

e Unique and Original Content: Ensure that your content is unique and original. Avoid
duplicate content issues, as search engines may penalize or ignore duplicated

material.

e Meta Tags Optimization: Optimize meta tags, including the meta title and meta
description, to accurately represent the content of the page. This helps improve

click-through rates from search engine results.

e Image Optimization: Optimize images by using descriptive filenames, adding alt text,
and compressing images for faster loading times. Images contribute to the overall

user experience and can be optimized for search engines.

e Internal and External Linking: Include relevant internal links to other pages on your
website. Additionally, consider incorporating external links to authoritative and
relevant sources. Proper linking helps search engines understand the context of your

content.



e Mobile Optimization: Ensure that your content is mobile-friendly, as mobile
responsiveness is a crucial ranking factor. Use responsive design to provide a

consistent and accessible experience across devices.

e User Engagement Metrics: Monitor and analyze user engagement metrics, such as
bounce rate, time on page, and click-through rate. Positive user signals can contribute

to better search engine rankings.

e Regular Content Updates: Keep content up-to-date and relevant. Regularly update
information, statistics, and references to maintain the accuracy and reliability of your

content.

e Social Media Integration: Share your content on social media platforms to increase its
visibility and reach a wider audience. Social signals can indirectly influence search

engine rankings.

e Performance Optimization: Improve the performance of your website by optimizing
page loading speed. Faster-loading pages are favored by search engines and provide a

better user experience.

e Monitoring and Adjustments: Use analytics tools to monitor the performance of your
content. Analyze data, track rankings, and make adjustments based on insights to

continually optimize your content strategy.

Content optimization is an ongoing process that involves continuous refinement and
adaptation to changing search engine algorithms and user preferences. By consistently
improving the quality and relevance of your content, you enhance its visibility in search

results and provide a valuable experience for your audience.

Tool Count Keyword Density: https://wordcounter.net/

Keyword Density
Keyword density in SEO refers to the percentage of times a specific keyword or phrase

appears on a webpage compared to the total number of words on that page.

Formula= (No of times one keyword repeated/total words)*100

Keyword Frequency


https://wordcounter.net/

Keyword frequency in SEO refers to the number of times a particular keyword or phrase
appears on a webpage in relation to the total number of words on that page. It's a metric that
was historically considered by search engines as part of their algorithms to determine the

relevance of a page to a given search query.

Keyword Stemming

Keyword stemming in SEO refers to the practice of using the root or base form of a word and
generating variations of it by removing prefixes or suffixes. This helps to capture the variations
of a keyword, allowing a webpage to potentially rank for multiple related search queries.
Stemming is particularly relevant when search engines aim to provide users with results that

are contextually similar or related to their search terms.

For example, if the base keyword is "run," stemming might involve variations like "running,"
"ran," or "runner." Similarly, for the base keyword "optimize," stemming could include

variations like "optimization" or "optimized."

Breadcrumbs

Breadcrumbs in SEO refer to a navigational aid that helps users and search engines
understand the hierarchical structure of a website. Breadcrumbs provide a trail of links
typically displayed at the top of a webpage, showing the path from the homepage to the

current page.

In terms of website navigation, breadcrumbs serve several purposes:

e User Navigation: Breadcrumbs provide a clear and user-friendly way for visitors to
understand their current location within a website's structure. Users can easily
navigate back to previous levels or the homepage by clicking on the breadcrumb

links.

e Search Engine Crawling: Search engines use breadcrumbs to understand the
hierarchy and structure of a website. This can contribute to better indexation and
crawling of the site, as search engine bots follow the breadcrumb trail to discover and

organize content.



e Enhanced User Experience: Breadcrumbs improve the overall user experience by
providing context and easy navigation. Visitors can quickly assess where they are in

the site, making it more efficient for them to find relevant information.

Example:

Skip to Main Content A

Personal Business Priority Burgundy NRI AboutUs Support Dilseopen engishv © Q ©@ % 0

Explore Products Grab Deals Make Payments Bank Smart Apply Now Open Digital Alc LOGIN

NN

Home Retail Cards » Credit Card Sp'\ce)%s Bank Voyage Credit Card MVES Benefits

Types of Breadcrumbs:
e Hierarchy-Based Breadcrumbs: Reflect the site's hierarchical structure, often using

categories and subcategories.

e Attribute-Based Breadcrumbs: Display the attributes or characteristics of the current

page.

e Path-Based Breadcrumbs: Show the user's path from the homepage to the current

page.

Domain Authority (DA)

Domain Authority refers to how well we are maintaining the entire website since it's created.
Domain Authority (DA) is a metric developed by Moz that provides an estimate of how well a
domain is likely to perform in search engine rankings. It is a score on a scale from 1to 100,
with higher scores indicating a stronger ability to rank in search results. The score is based on

various factors, including the number and quality of backlinks to the domain.

Factors Influencing Domain Authority:
e Backlink Profile: The number and quality of backlinks to your domain are crucial.

High-quality, authoritative backlinks from reputable websites positively impact DA.

e Content Quality: Publish high-quality, relevant, and engaging content. Content that

attracts natural backlinks and keeps users on your site can positively influence DA.


https://www.axisbank.com/retail/cards/credit-card/spicejet-axis-bank-voyage-credit-card/Features-benefits
https://www.axisbank.com/retail/cards/credit-card/spicejet-axis-bank-voyage-credit-card/Features-benefits

e On-Page SEO: Optimize on-page elements, including title tags, meta descriptions,
and heading tags. A well-optimized site structure contributes to a positive user

experience.

e Site Age and History: Older domains often have higher DA. Additionally, a consistent
and positive online history, including a clean backlink profile, can contribute to higher

scores.

e Social Signals: While not a direct ranking factor, social signals (likes, shares, and

comments) can indirectly contribute to a website's authority.

How to Improve Domain Authority

e Build High-Quality Backlinks: Focus on acquiring backlinks from authoritative and
relevant websites in your industry. Natural and earned links have a more significant

impact than paid or spammy links.

e Create Link-Worthy Content: Produce content that is valuable, informative, and
shareable. Quality content attracts organic backlinks and enhances your website's

authority.

e Internal Linking: Implement a strategic internal linking structure. Link relevant pages

within your site to distribute authority and guide users to important content.

e Remove Toxic Backlinks: Regularly audit your backlink profile and disavow or remove

toxic and low-quality backlinks. This helps maintain a healthy link profile.

e Optimize On-Page SEO: Ensure that your on-page elements are well-optimized for
search engines. This includes using relevant keywords naturally, optimizing meta tags,

and creating a user-friendly experience.

e Improve Site Load Speed: A fast-loading website contributes to a positive user
experience and can indirectly impact SEO. Optimize images, use browser caching,

and consider a content delivery network (CDN).

e Enhance Social Media Presence: While not a direct ranking factor, a strong social

media presence can increase brand visibility, drive traffic, and indirectly impact DA.



e Promote User Engagement: Encourage user engagement on your website. Longer
dwell times, lower bounce rates, and higher page views can signal to search engines

that your content is valuable.

e Regularly Update Content: Keep your content up-to-date and relevant. Regular
updates show search engines that your site is actively maintained and provides

current information.

e Mobile-Friendly Design: Ensure that your website is mobile-friendly. With mobile-first

indexing, mobile-friendly sites are prioritized in search results.

Tools to Measure Domain Authority

- Mozbar/Moz(https://moz.com/)

- Domain authority checkers

Page Authority

Page Authority (PA) is a metric developed by Moz that measures the likelihood of a specific
page on a website to rank in search engine results. Like Domain Authority (DA), Page
Authority is scored on a scale from 1to 100, with higher scores indicating a greater ability to
rank. Page Authority is influenced by various factors, including the quality and quantity of

backlinks, on-page optimization, and overall page content.
Factors Influencing Page Authority

¢ Backlink Quality and Quantity: Acquire high-quality and relevant backlinks to the
specific page. The number of backlinks matters, but their quality (authority and

relevance of linking domains) is crucial.

e On-Page Optimization: Optimize on-page elements, including title tags, meta
descriptions, and header tags. Use relevant keywords naturally in the content to signal

the page's relevance to search engines.

e Content Quality and Relevance: Create high-quality and relevant content that meets
the needs of your target audience. Valuable content tends to attract more links and

positively impacts Page Authority.

e Internal Linking: Implement strategic internal linking within the page's content. Link
to other relevant pages on your website to distribute authority and guide users to

related content.


https://moz.com/

e User Experience: Provide a positive user experience by ensuring that the page is easy
to navigate, loads quickly, and is mobile-friendly. User engagement metrics, such as

time on page and low bounce rates, can positively influence Page Authority.
How to Improve Page Authority:

e Build Quality Backlinks: Focus on acquiring high-quality backlinks from authoritative
and relevant websites. Outreach, guest posting, and creating link-worthy content are

effective strategies.

e Optimize On-Page Elements: Ensure that title tags, meta descriptions, and header
tags are optimized for relevant keywords. A well-optimized page communicates its

topic clearly to search engines.

e Create High-Quality Content: Develop content that is informative, engaging, and
adds value to users. High-quality content is more likely to be linked to and shared,

positively impacting Page Authority.

e Improve Page Load Speed: Optimize images, use browser caching, and implement
other techniques to improve page load speed. Faster-loading pages contribute to a

better user experience.

e Internal Linking Strategy: Implement a strategic internal linking strategy within your
content. Link to other relevant pages on your website to enhance the overall structure

and authority distribution.

e Social Media Promotion: Promote your content on social media platforms to increase
visibility and potentially attract more backlinks. While not a direct ranking factor, social

signals can indirectly impact Page Authority.

e Responsive Design: Ensure that your page is designed to be responsive and provides
a seamless experience across different devices, including desktops, tablets, and

smartphones.

e Regular Content Updates: Keep your content up-to-date and relevant. Regularly
update information, statistics, and references to maintain the accuracy and reliability

of the page.

e Diversify Anchor Text: Diversify the anchor text of your backlinks. Use a natural mix of

anchor text that includes branded terms, generic phrases, and relevant keywords.



User Engagement Metrics: Monitor user engagement metrics such as time on page,
bounce rate, and page views. Improving these metrics indicates a positive user

experience, which can contribute to higher Page Authority.

SPAM Score

SPAM Score in SEO refers to a metric that assesses the likelihood of a website or webpage

being penalized or flagged as spam by search engines. This metric is commonly used by

some SEO tools, and it aims to evaluate the quality of a website's backlink profile. The SPAM

Score is based on various factors associated with spammy or low-quality backlinks that may

negatively impact a website's search engine rankings.

Key factors contributing to SPAM Score include:

Low-Quality Backlinks: Backlinks from websites that are known for spammy

practices or have a low domain authority can contribute to a higher SPAM Score.

Unnatural Link Patterns: Unnatural link patterns, such as a high percentage of
exact-match anchor text or a large number of links from irrelevant sources, can trigger

a higher SPAM Score.

Linking to Low-Quality Sites: If a website is linking to known spam or low-quality

sites, it may negatively impact its SPAM Score.

Link Velocity: A sudden and unnatural surge in the number of backlinks within a

short period may raise suspicions and contribute to a higher SPAM Score.

Link Diversity: Lack of diversity in the types of domains linking to a website or an

overreliance on a specific source can influence the SPAM Score.

How to Reduce SPAM Score:

Audit Backlink Profile: Conduct a thorough audit of your backlink profile using

reputable SEO tools. Identify and review potentially spammy or low-quality backlinks.

Disavow Spammy Links: Use the Google Disavow Tool to request that search engines
ignore specific links. This is particularly useful for disassociating your site from

low-quality or spammy backlinks.

Remove or Update Low-Quality Links: Reach out to webmasters and request the
removal of low-quality or irrelevant backlinks. Alternatively, update or replace them

with high-quality links.



e Monitor Anchor Text Diversity: Ensure that your anchor text profile is diverse and
doesn't excessively focus on exact-match keywords. Natural and varied anchor text

patterns are less likely to trigger spam concerns.

e Improve Content Quality: Focus on creating high-quality and valuable content.
Quality content attracts natural and authoritative backlinks, contributing to a healthier

backlink profile.

e Build High-Quality Links: Proactively build high-quality and relevant backlinks from
authoritative sources. Focus on building relationships with reputable websites in your

industry.

e Regular Backlink Audits: Schedule regular backlink audits to identify and address

any new spammy links that may have been acquired

Sitemaps

In SEQ, a sitemap is a file or page that lists and provides information about the pages, videos,
and other files on a website. This file helps search engines understand the structure of a site,
making it easier for them to crawl and index its content. Sitemaps play a crucial role in
optimizing a website for search engines and ensuring that all relevant pages are included in

search engine results.

Here are the key aspects of sitemaps in SEO:
1. XML Sitemaps

An XML (Extensible Markup Language) sitemap is a file that provides search engines with a
list of URLs on a website. It includes additional information about each URL, such as the last
modification date, the frequency of updates, and the priority of the page relative to other

pages on the site.

Example of a simple XML sitemap entry:
<url>
<loc>https://www.example.com/pagel</loc>
<lastmod>2024-01-30</lastmod>
<changefreg>weekly</changefreqg>
<priority>0.8</priority>

</url>



2. HTML Sitemaps:
An HTML sitemap is a human-readable page on the website that lists all the available pages.
While HTML sitemayps are primarily designed for users to navigate a site easily, they can also

be beneficial for search engines as an additional means of discovering content.

e Tool to Create HTML Sitemap: https:/www.mysitemapgenerator.com/

3. Image and Video Sitemaps:
In addition to regular XML sitemaps, specialized sitemaps can be created for images and
videos. These sitemaps provide additional information about multimedia content on the site,

helping search engines index and display them in relevant search results.

Sitemaps are important for SEO because they:
e Facilitate Crawling: Sitemaps provide a roadmap for search engine crawlers, making

it easier for them to discover and index content on a website.

e Enhance Indexing: By providing additional information about each URL, such as the
last modification date and priority, sitemaps can help search engines prioritize and

index content more efficiently.

e Improve Website Visibility: Sitemaps contribute to a more comprehensive and
accurate representation of a website's content in search engine results, potentially

leading to improved visibility and rankings.

It's essential to keep sitemaps up to date, especially when new content is added or existing
content is modified. Many content management systems (CMS) automatically generate and

update XML sitemaps, making the process more seamless for website owners.

How to check status of sitemap for any site

- https://www.websitename.domianextention/sitemap.xml

Hyperlinking

Hyperlinking refers to the practice of creating hyperlinks, which are clickable elements that
connect one web page to another or link to different sections within the same page.
Hyperlinks are a fundamental aspect of the World Wide Web, allowing users to navigate

between pages and access various resources.


https://www.mysitemapgenerator.com/

Types of Linking on SEO
e Internal Linking

e External Linking

Internal Linking: Internal links connect different pages within the same website. Use internal
linking to guide users to related content, improving navigation and user engagement.

Prioritize linking to pages that are contextually relevant and add value to the user.

External Linking: External links connect different pages of one website with other sites. This
can enhance your content's credibility and provide additional resources for your audience. Be

cautious with external links and ensure they lead to reliable and authoritative sources.

Creating hyperlinks in HTML is a straightforward process. The HTML <a> (anchor) element is

used to create hyperlinks.

How to create a hyperlink for SEO

<IDOCTYPE html>

<html>

<head>

<title>Hyperlink Example</title>

</head>

<body>

<h1>This is a Hyperlink Example</h1>

<I-- Creating a hyperlink to another web page -->
<a href="https://www.example.com">Visit Example.com</a>
<p>Click the link above to visit Example.com.</p>
</body>

</html>

In this example:
The <a> element is used to create the hyperlink.
The href attribute specifies the destination of the link. It can be a web page URL, a relative

path to another page on your website, an email address, or other resource references.

You can also create links within the same page using anchor tags and the id attribute:



<IDOCTYPE html>

<html>

<head>

<title>Internal Hyperlinks</title>

</head>

<body>

<h1>Internal Hyperlinks</h1>

<l-- Creating internal hyperlinks -->

<p><a href="#section1">Go to Section I</a></p>
<p><a href="#section2">Go to Section 2</a></p>
<h2 id="sectionl1">Section 1</h2>

<p>This is the content of Section 1.</p>

<h2 id="section2">Section 2</h2>

<p>This is the content of Section 2.</p>
</body>

</html>

In this example:

The href attribute is set to the id of the element to which you want to link within the same
page.

Remember to replace the example URLs and content with your own. Additionally, ensure
that your hyperlinks are descriptive and provide meaningful information to users and search

engines. Descriptive anchor text can contribute to better accessibility and SEO.

Anchor Text

In SEO, anchor text refers to the visible and clickable text in a hyperlink. It is the text that
users see on a webpage and can click to navigate to another page or resource. Anchor text is
significant for both user experience and search engine optimization because search engines

use it as a signal to understand the context and relevance of the linked content.

Types of Anchor Text
Anchor text is the clickable text within a hyperlink. When you click on anchor text, it takes you
to another page or resource. Anchor text serves as a concise description of the content it links

to, providing users and search engines with context about the linked page.



Exact Match Anchor Text: This type of anchor text uses the exact keyword or phrase
that the linked page is targeting. For example, if the target page is about "best

smartphones," the anchor text might be "best smartphones."

Partial Match Anchor Text: Partial match anchor text contains some of the keywords
from the target page's topic. Using variations or related terms helps provide context
while avoiding over-optimization. For instance, if the target is "best smartphones," the

anchor text might be "top-rated mobile devices."

Branded Anchor Text: Branded anchor text includes the name of the brand or
company. For example, if linking to the homepage of Apple's website, the anchor text

might be "Apple."

Naked URLs: This type of anchor text uses the full URL as the link. For example,

"https://Wwww.example.com."

Generic Anchor Text: Generic anchor text uses non-specific terms like "click here,"
"read more," or "learn more." While these are less descriptive, they can be appropriate

in certain contexts.

Image Anchor Text: When an image is used as a hyperlink, the alt text of the image serves as

the anchor text. Alt text should be descriptive and provide context for the linked page.

HTML Errors

HTTP status codes are not directly related to HTML errors. HTTP status codes are three-digit

codes returned by web servers to provide information about the status of a request made by

a client (such as a web browser). They indicate whether a specific HTTP request has been

successfully completed, has encountered an error, or requires further action.

XX

2XX
3XX
4XX

Common HTTP status codes include:

2XxX Success:

200 OK: The request was successful, and the server has returned the requested data.


https://www.example.com

3xx Redirection:
e 301 Moved Permanently: The requested page has been permanently moved to a new

location.

e 302 Found (or 307 Temporary Redirect): The requested page has been temporarily

moved to a new location.

4xx Client Errors:

e 400 Bad Request: The server cannot understand the request due to a client error.

e 401 Unauthorized: Authentication is required and has failed, or the user does not have

permission.
e 403 Forbidden: The server understood the request but refuses to authorize it.
e 404 Not Found: The requested resource could not be found on the server.

5xx Server Errors:

e 500 Internal Server Error: A generic error message indicating a server-side problem.

e 502 Bad Gateway: The server, while acting as a gateway or proxy, received an invalid

response from the upstream server.

e 503 Service Unavailable: The server is not ready to handle the request. Common

causes are a server that is down for maintenance or is overloaded.

Redirections

Redirections in SEO refer to the practice of forwarding one URL to another. This is often done
for various reasons, such as when a webpage's URL changes, when a website is moved to a
new domain, or when multiple variations of a URL exist, and you want to consolidate their

authority.

Types of Redirects in SEO
e 301 redirection - Permanent
e 302 redirection- Temporary

e Meta Refresh

e 301 Redirect (Permanent Redirect): Use a 301 redirect when a URL has permanently
moved to a new location. It transfers the majority of the original page's authority to the

new URL. This is the most SEO-friendly redirect.



302 Redirect (Temporary Redirect): Use a 302 redirect for temporary changes. It
doesn't transfer the same level of authority as a 301 and is best suited for temporary

situations.

Meta Refresh: A meta refresh tag in the HTML head can be used for redirection, but it

is not as SEO-friendly and is not recommended for large-scale implementations.

Page speed of a website/Landing Page

Page speed refers to the amount of time it takes for a web page to load its content fully. It is

typically measured in seconds and is a critical factor in user experience and search engine

optimization. A faster page speed contributes to a better user experience, higher

engagement, and improved search engine rankings.

Several factors can influence page speed, including:

Server Performance: The speed and efficiency of the web server hosting the website
play a significant role. A well-configured and optimized server can deliver content

more quickly.

File Size and Compression: The size of files, such as images, CSS, JavaScript, and
HTML, affects the time it takes to load a page. Compressing these files can help

reduce their size and speed up loading times.

Browser Caching: Browsers can cache certain resources, allowing users to load a
page more quickly upon revisits. This reduces the need to download the same files

repeatedly.

Content Delivery Network (CDN): A CDN distributes website content across servers
worldwide, reducing the physical distance between the user and the server. This can

lead to faster loading times.

Render-Blocking Resources: Certain resources may block the rendering of a page
until they are fully loaded. Optimizing and deferring these resources can improve

page speed.

Code Efficiency: Well-optimized and efficient code (HTML, CSS, JavaScript) can lead to
faster rendering times. Minifying and compressing code can also contribute to

improved page speed.



Image Optimization: Images often contribute significantly to page load times.
Optimizing images by compressing them without sacrificing quality can help improve

performance.

Mobile Optimization: With the increasing use of mobile devices, it's essential to
optimize websites for mobile platforms to ensure fast loading times on various

devices.

Tools for Page Speed Optimization

Page Speed Insights(https:/pagespeed.web.dev/)
Pingdom
Tinypng.com

Ideal time for site: <3 sec

Best practices to enhance page speed

Optimize Images: Compress and optimize images without compromising quality. Use
appropriate image formats (JPEG for photographs, PNG for graphics) and consider

using responsive images.

Minimize HTTP Requests: Reduce the number of elements on a page, such as
images, scripts, and stylesheets. Fewer HTTP requests result in faster page loading

times.

Leverage Browser Caching: Set an appropriate expiration date for static resources
(images, stylesheets, scripts) so that browsers can cache them. This reduces the need

for repeated downloads when users revisit your site.

Enable Compression: Enable GZIP compression on your server to reduce the size of

HTML, CSS, and JavaScript files. Smaller file sizes lead to faster downloads.

Minify CSS, JavaScript, and HTML: Remove unnecessary characters, comments, and
whitespace from your code to reduce file sizes. There are tools available to automate

this process.

Use Content Delivery Network (CDN): Implement a CDN to distribute your static
assets across multiple servers globally. This helps in serving content from a server

closer to the user, reducing latency.


https://pagespeed.web.dev/

e Reduce Server Response Time: Optimize your server infrastructure, database queries,
and scripts to ensure a fast server response time. Consider upgrading hosting or using

a Content Delivery Network (CDN).

Schema Markups/Structured data

Schema markup (or structured data) is a form of microdata that you can add to your
website's HTML to provide search engines with additional information about the content on
your pages. This additional data helps search engines understand the context and meaning
of the content, which can enhance the display of search results, creating what's often referred

to as "rich snippets" or "rich results."

Benefits of Schema Markup in SEO:

Enhanced Search Results: Schema markup can lead to more visually appealing and
informative search results. Rich snippets may include additional information such as ratings,
reviews, pricing, event details, and more, making your listing stand out in search engine

results pages (SERPs).

e Improved Click-Through Rates (CTR): Rich snippets make your results more
engaging, potentially increasing click-through rates. Users are more likely to click on a

result that provides additional information directly in the SERPs.

e Clearer Information to Search Engines: Schema markup provides explicit
information about the type of content on your page. This clarity helps search engines
better understand your content, leading to more accurate indexing and potentially

improved rankings.

e Voice Search Optimization: As voice search becomes more prevalent, structured data
can assist search engines in understanding and presenting information in response to

voice queries.

e Local SEO Benefits: For businesses with a physical presence, local business markup
(LocalBusiness schema) can provide key details like address, phone number, business

hours, and reviews directly in search results, improving local SEO.

e Product Information in SERPs: For e-commmerce websites, product markup (Product
schema) can display details such as price, availability, and ratings directly in search

results, attracting potential buyers.



Tools for Schema Markup

1.  Schema Validator( To know how other people implemented Schema Markups)

Website: https://validator.schema.org/

2. Technialseo.com ( this helps to implement Schema markups in our website)

Blackhat SEO

Blackhat SEO practices involve techniques that violate search engine guidelines, aiming to
manipulate search engine rankings and deceive users. It's important to note that engaging in
blackhat SEO can result in severe penalties, including being banned from search engine
results. Ethical and whitehat SEO practices are recommended for sustainable, long-term
success. However, it's valuable to be aware of blackhat techniques to avoid them and

maintain a reputable online presence. Here is a list of some

Blackhat SEO practices:

Keyword Stuffing: Overloading content, meta tags, or alt attributes with excessive

keywords in an attempt to manipulate search engine rankings.

e Cloaking: Presenting different content or URLs to search engines and users, intending

to deceive search engine algorithms.

e Hidden Text and Links: Making text or links invisible to users by matching font color
with the background color or using tiny font sizes. This is done to manipulate search

engine rankings.

e Doorway Pages: Creating low-quality pages optimized for specific keywords to funnel
users to a different page. These pages are often designed for search engines rather

than human visitors.

e Link Farming: Creating a network of interconnected websites solely for the purpose of

artificially inflating link popularity and manipulating search engine rankings.

e Automated Content Generation: Using automated tools to generate low-quality,

nonsensical content with the aim of targeting specific keywords.

e Spamming Blogs and Forums: Posting irrelevant or promotional content with links to

a website in blog comments, forums, or guestbooks for the purpose of link building.


https://validator.schema.org/

e Negative SEO: Deliberately engaging in harmful activities, such as building spammy

backlinks or duplicating content, to damage the rankings of a competitor's website.

e Duplicate Content: Replicating content across multiple pages or websites without

adding significant value. This can result in confusion for search engines and users.

e Clickbait and Sneaky Redirects: Using misleading titles, meta descriptions, or
thumbnails to attract clicks, and then redirecting users to unrelated or spammy

content.

e Buying and Selling Links: Purchasing or selling links with the primary goal of

manipulating search engine rankings. This violates Google's guidelines.

e Link Manipulation (Link Schemes): Engaging in activities like excessive link
exchanges, link buying, or participating in link networks with the intention of

manipulating search engine algorithms.

e Cookie Stuffing: Inserting affiliate tracking cookies on users' computers without their

knowledge to earn commissions for sales made through manipulated clicks.

e Page Hijacking: Copying a webpage's content and presenting it as your own on a

different URL to steal traffic and search engine rankings.

e Domain Squatting: Registering domains that closely resemble established brands or
popular websites with the intent of profiting from user confusion or selling the

domains to the legitimate owners.

It's crucial to prioritize ethical SEO practices and focus on providing valuable, relevant content
to users. Engaging in blackhat SEO can result in severe consequences, including loss of

search engine visibility and damage to your online reputation.

Google Algorithm updates

Google Algorithm updates refer to changes made to the search engine's algorithms, the
complex formulas and rules that determine how web pages are ranked in search results.
Google regularly updates its algorithms to improve the quality and relevance of search

results, enhance user experience, and address emerging trends and technologies.

Some notable Google Algorithm updates include:



Google Dance (1998): One of the oldest and initial stage google algorithm updates
released in 1998. This update mainly focuses on informing the period that Google
releases any updates it will result in significant fluctuations in search engine rankings.
During this time website keyword rankings might bounce around as the new index

was implemented.

Florida (November 2003): The Florida update was released in the year of November,
2003. It is mainly targeting sites that are using keyword stuffing and other spammy
SEO practices. After this update it makes sure whichever site is using such practices to

rank higher in SERP gets down and keyword ranking goes down.

Panda (February 2011): Pand update(Named after engineer Navneet Panda) officially
released in Feb 2021, Mainly focused on site content quality such as targeted
low-quality, thin, or duplicate content. The main objective of this update is to benefit
sites that contain high-quality content and also penalize sites who are maintaining

low-quality content.

Penguin (April 2012): Penguin Update officially launched in April 2012, aimed to
downgrade site rankings that are followed by manipulative link-building practices.
Meaning that it is focused on practices like buying links or participating in link
schemes. In similar lines it also added SEO benefits to the sites that are following link

building practices as per search engine guidelines.

Hummingbird (August 2013): Hummingbird was officially launched in August 2013, It
is a concept of semantic search. It is aiming to understand the intent behind user
gueries rather than completely relying solely on exact keywords by the user. Meaning
that it not only focuses on exact keywords what users search for, also rank for meaning

behind the words if it matches to content.

Pigeon (July 2014): As we all know, pigeons used to pass communications between
places in the old days. The name of this update originated based on the same. The
pigeon algorithm update launched in July 2014 aimed to improve local search results.
After this update businesses operating based on locations have impacted quite a bit

and received maximum SEO benefits.

Mobile-Friendly Update (April 2015): Mobile-Friendly Update( known as
"Mobilegeddon," ) was launched in April 2015. It is aimed to emphasize mobile-friendly

websites in mobile search results, it is also encouraging website owners to optimize for



mobile devices. The main objective of this update was to improve the mobile search

experience for users by ranking high mobile-friendly websites.

RankBrain (October 2015): Rankbrain was not a regular algorithm update released, it
is @ machine learning system designed to better understand the meaning behind

complex and ambiguous queries.

Fred (March 2017): Fred was officially launched in March 2017, it is aimed to punish
sites that are having low-quality content and aggressive monetization. Meaning that
all monetization enabled sites have to maintain quality content for the users rather

than focus on revenue modelings.

Mobile-First Indexing (March 2018): In addition to the mobile friendly update, google
released another update focused on mobile friendliness. This mobile-first indexing
was officially released in March 2018 aimed to boost sites that are using the mobile
version of websites for indexing and ranking, considering mobile-friendliness as a

significant factor.

Medic (August 2018): Affected health and wellness websites, emphasizing the
importance of expertise, authoritativeness, and trustworthiness (E-A-T) in content. The
term "Medic" refers to a significant algorithm update that Google rolled out in August
2018, although Google didn't officially confirm or name the update. It became known
as the "Medic" update because of its perceived impact on websites related to health
and medical topics. The update appeared to have a broad impact on a variety of

websites, particularly those in the health and wellness industry.

BERT (October 2019): Bidirectional Encoder Representations from Transformers
(BERT) aimed to improve the understanding of the context and nuances of words in
search queries. BERT, which stands for Bidirectional Encoder Representations from
Transformers, is not exactly an update in the traditional sense but rather a significant
advancement in Google's search algorithm. Google introduced BERT in October 2019
to improve the understanding of search queries and deliver more contextually

relevant search results.

Google Link Spam Algorithm Update: 2021 Google announced an algorithm update
aimed at identifying and nullifying link spam was beginning to roll out. Google
warned that any sites taking part in link spam tactics could see ranking changes -

with sponsored, guest, and affiliate content most likely to be impacted. Google said


https://developers.google.com/search/blog/2021/07/link-tagging-and-link-spam-update

the update should be fully rolled out in “at least” two weeks and will impact multiple

languages.

June 2021 Spam Update: Google’s Danny Sullivan announced via Twitter an algorithm
update targeted at fighting spam was rolling out to search results. The rollout of the
update was to be completed the same day. He added that a second spam update
would follow within a week. Google revealed no specific details on what this update

was targeting.

Page Experience Update: Google confirms its long-awaited Page Experience update
has started rolling out. Sites should not expect to see drastic changes as a result of this
update, Google says, and any sudden drops or spikes should be mitigated by the
gradual rollout process. The rollout will be completed by the end of August 2021. As of
my last knowledge update in January 2022, the Page Experience Update is a
significant algorithmic change announced by Google that focuses on user experience
as a ranking factor. This update emphasizes various aspects of how users perceive and
interact with web pages. Google has mentioned that it aims to promote websites that
offer a better overall user experience in terms of loading performance, interactivity,

visual stability, and other user-centric metrics.

October 2022 Spam Update: Google announced a spam update, which began rolling
out on October 19 and was completed on October 21. Site owners who want to learn
more about spam updates can find more information on the Google Search Central

Blog.

December 2022 Link Spam Update: Google announced the launch of the December
2022 Link Spam Update, which began on December 14 and was completed on
January 12. With this update, Google is leveraging the power of “SpamBrain” to
neutralize the impact of unnatural links on search results. To learn more about

SpamBrain, see the Google Search Central Blog.

December 2022 Helpful Content Update: Google announced the launch of the
December 2022 Helpful Content Update, which began on December 5 and was
completed on January 12. Site owners who want to learn more about helpful content

updates can find more information on the Google Search Central Blog.


https://twitter.com/searchliaison/status/1407745802798178305
https://twitter.com/googlesearchc/status/1582748832231628800?s=20
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October 2023 Spam Update: Google announced the launch of the October 2023
Spam Update, which began on October 4 and was completed on October 19. This

update applies globally and improves coverage in many languages.

Helpful Content Update: Google announced the launch of the Helpful Content
Update, which began on August 25th. Content creators can learn more about how to

create content for people first on the Search Central blog.

Passage Ranking: Google's Public Liaison for Search, Danny Sullivan, announced via
Twitter that Passage Ranking officially launched for English-language queries in the
United States. According to Google: “This change doesn't mean we're indexing
individual passages independently of pages. We're still indexing pages and
considering info about entire pages for ranking. But now we can also consider

passages from pages as an additional ranking factor....”

Featured Snippet Deduplication: Google’'s Danny Sullivan confirmed via Twitter that
webpages in a featured snippet position will no longer be repeated in regular Page 1

organic listings. This change affected 100% of all search listings, worldwide.

November 2023 Core Update: Google announced a core algorithm update, which
began on November 2 and is still rolling out. To learn more about core updates, see

the Google Search Central Blog.

October 2023 Core Update: Google announced a core algorithm update, which
began on October 5 and was completed on October 19. To learn more about core

updates, see the Google Search Central Blog.

August 2023 Core Update: Google announced a core algorithm update, which began
on August 22 and concluded on September 7. To learn more about core updates, see

the Google Search Central Blog.

March 2023 Core Update: Google announced a core algorithm update, which began
on March 15 and finished rolling out on March 28. To learn more about core updates,

see the Google Search Central Blog.

Core Algorithm Update: Google announced a core algorithm update, which began
rolling out on September 12 and was completed on September 26. Site owners who
want to learn more about core updates can find more information on the Google

Search Central Blog.
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https://developers.google.com/search/blog/2019/08/core-updates
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May 2022 Core Update: Google announced via Twitter the release of a broad core
update, named the May 2022 Core Update. This is part of a series of updates Google
makes to the overall ranking process throughout the year. This update began on May
22,2022, and was completed on June 9, 2022.

July 2021 Core Update Completed: Google Search Liaison confirmed via Twitter that
the July 2021 Core Update rollout was effectively completed on July 12th. No additional

details were provided.

July 2021 Core Update: Google Search Liaison announced via Twitter the July 2021
Core Update is rolling out and will take one to two weeks to complete. Google's

guidance for core updates can be found on the Google Search Central Blog.

Broad Core Algorithm Update: Google Search Liaison Danny Sullivan announced via
Twitter that a broad core algorithm update was about to be released. Sullivan also
noted that some planned improvements weren't quite ready for this update, so the
parts that weren't ready will be rolled out as part of a second, related broad core

algorithm update, scheduled for July.

December 2020 Core Update: Google confirms a core algorithm update, the
December 2020 Core Update, is rolled out on December 3, 2020. This is the third core
algorithm update of the calendar year. A fair amount of time has passed since the last

core update, compared to the average time between these types of updates.

May 2020 Core Update: Google Search Liaison Danny Sullivan announced via Twitter
that Google would be releasing a broad core algorithm update. About 90 minutes
later, he announced the update was underway and would take 1-2 weeks to

completely roll out.

January 2020 Core Update: Google's Danny Sullivan announced via a tweet that a
broad core algorithm update was about to be released. Google again provided the

same guidance as for all other recent broad core algorithm updates.

November 2023 Reviews Update: Google announced an algorithm update targeting

review content on a page-level basis. It began on November 8 and is still rolling out.

April 2023 Reviews Update: Google announced an algorithm update targeting review
content on a page-level basis. It began on April 12 and finished rolling out on April 25.

To learn more about core updates, see the Google Search Central Blog.
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https://developers.google.com/search/updates/reviews-update

February 2023 Product Reviews Update: Google announced the launch of the
February 2023 Product Reviews Update, which began on February 21 and was
completed on March 18. The update applies to these languages globally: English,
Spanish, German, French, Italian, Vietnamese, Indonesian, Russian, Dutch, Portuguese,
and Polish. See the Google Search Central Blog to learn more about the product

review system.

Product Review Algorithm Update: Google confirmed the rollout of a new product
review algorithm update on September 20 and was completed on September 26.
Although they did not offer advice for site owners for this particular update, they

shared a post on product review updates in 2021 for more information.

July 2022 Product Reviews Update: Google announced the release of the July 2022
Product Reviews Update on July 27th, which was completed on August 2nd.
Ecommerce marketers can refer to Google Search Central's documentation on how to

write high-quality product reviews for more information.

December 2021 Product Review Update: Google announced via the Google Search
Central Twitter account that the December 2021 Product Review Update began rolling
out for English language pages today, and is estimated to take three weeks to
complete. They shared a link to a blog post on product review updates and your

website for more information.

Product Reviews Update: This new search ranking algorithm update was designed to
reward “product reviews that share in-depth research, rather than thin content that
simply summarizes a bunch of products.” In their announcement, Google also shared

nine useful questions to consider when creating and publishing product reviews.

November 2023 Reviews Update: Google announced an algorithm update targeting

review content on a page-level basis. It began on November 8 and is still rolling out.

September 2023 Helpful Content Update: Google announced the launch of the
September 2023 Helpful Content Update, which began on September 14 and was
completed on September 28. Site owners who want to learn more about helpful

content updates can find more information on the Google Search Central Blog.

March 2022 Product Algorithm Update: Google announced via the Search Central

Blog an update to product review rankings that would enable them to identify
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high-quality reviews. The update should take a few weeks to complete. You can learn
more about the quest to provide better product reviews to search users on The

Keyword and get Google's advice on how to write high-quality product reviews.

e Page Experience Update: Google announced via Twitter that the page experience
update is slowly rolling out for desktop search, expected to be completed in March
2022. Google offers developers more information about the page experience update

on Google Search Central.

e November 2021 Local Search Update: Google announced via Twitter a November
2021 Local Search Update that began on November 30th and was completed on
December 8th. Google also suggested that businesses review their guidance on how

to improve local rankings.

Off Page SEO

Off-page SEO (Search Engine Optimization) refers to the optimization efforts made outside of
your own website to improve its visibility and ranking on search engine results pages (SERPs).
While on-page SEO focuses on optimizing the content and structure of your website,
off-page SEO involves activities that take place elsewhere on the internet and contribute to

your site's authority, credibility, and popularity.

Backlink Building in Off Page SEO

One of the most crucial aspects of off-page SEO is building high-quality backlinks. Backlinks
are links from other websites pointing to your site. Search engines often consider backlinks as
"votes of confidence" for your content. However, the emphasis is on quality rather than

quantity, and having authoritative and relevant sites linking to yours is more valuable.

Types of Backlinks in SEO

Backlinks, also known as inbound or incoming links, are links from one website to another.
They play a significant role in SEO as search engines often consider them as a measure of a
website's authority, credibility, and relevance. There are various types of backlinks, and they

can be classified based on their source, nature, and impact on SEOQ. Here are some common

types:

Natural Backlinks:
e Editorial Backlinks: When other websites link to your content naturally because they

find it valuable and relevant.



e Organic Backlinks: Links that are not actively sought but are gained through the

natural interest and relevance of your content.

Manually Build Backlinks:
e Outreach or Influencer Marketing: Actively reaching out to influencers or other

websites in your niche to promote your content and gain backlinks.

e Guest Blogging: Contributing content to other websites in exchange for a backlink in

the author bio.

Self-Created Backlinks:
e Forum Signatures: Including a link to your website in the signature when

participating in online forums.

e Blog Comments: Leaving comments on blog posts with a link back to your website.
Note that this approach should be done judiciously and with valuable contributions to

the discussion.

Reciprocal Backlinks:
e Link Exchanges: Mutual agreements between two websites to link to each other.
While reciprocal linking was more common in the past, it should be approached
cautiously, as excessive reciprocal linking can be perceived as manipulative by search

engines.

High-Quality Backlinks:
e Authority Backlinks: Links from authoritative and well-established websites in your
industry or niche.
e Educational or Government Backlinks: Links from educational institutions (.edu) or

government websites (.gov), often considered highly authoritative.
Low-Quality Backlinks:
e Spammy or Manipulative Backlinks: Links from low-quality or spammy websites,

which can harm your site's reputation and SEO.

Dofollow and Nofollow Backlinks:



e Dofollow Backlinks: Links that pass authority and contribute to search engine ranking.

Most backlinks are dofollow by default.

e Nofollow Backlinks: Links with a "nofollow" attribute, indicating to search engines that
they should not pass authority to the linked page. While they don't directly impact
SEOQ, they can still drive traffic and offer other benefits.

Contextual Backlinks:
e In-Content Backlinks: Links within the body of a web page's content, typically
surrounded by relevant text. These are often considered more valuable than links in

other areas.

Methods of Backlink Creation
Creating high-quality backlinks is an essential aspect of SEQ, and there are several methods
you can use to build a strong and diverse backlink profile. Here are various methods for

backlink creation:

Directory Submissions Promotion(2-5 Directory )

Directory submissions in SEO involve submitting a website's URL and other details to online
directories or web directories. These directories categorize websites based on their content or
industry, making it easier for users to find relevant information. The goal of directory
submissions is to improve a website's visibility, create backlinks, and potentially attract more

traffic.

Here's how the directory submission process typically works:
e Selection of Directories: Choose reputable and relevant directories. Look for
directories that are well-established, have a good reputation, and are related to your

website's industry or niche.

e Prepare Website Details: Before submitting to a directory, gather necessary details
about your website, including its name, URL, a brief description, keywords, and

relevant categories.
e Submission Process:

1. Navigate to the chosen directory's website.

2. Locate the "Submit a Site" or similar option.



3. Fill out the submission form with the required information.
Review and Approval: Some directories may review submissions before approving
them. This review process helps maintain the quality of the directory. Once approved,

your website listing becomes part of the directory.

Build Backlinks: Directories typically provide a backlink to your website. These
backlinks, while not as powerful as some other types, can contribute to your overall

link profile.

Social Bookmarking

Social bookmarking in SEQO refers to the practice of saving and organizing website links on

social bookmarking platforms, allowing users to easily access and share their favorite web

pages. From an SEO perspective, social bookmarking can contribute to increased visibility,

traffic, and backlinks for a website.

Here's how social bookmarking typically works in the context of SEO:

Account Creation: Users create accounts on social bookmarking platforms. Examples
include Reddit, Digg, StumbleUpon (now Mix), and Delicious (although Delicious has

undergone changes in recent years).

Bookmarking URLs: Users submit URLs of web pages they find interesting or
valuable. This creates a bookmark or link on the social bookmarking platform

associated with the submitted URL.

Tagging and Categorization: Users typically add tags and choose categories to help
organize and classify their bookmarks. This makes it easier for others to find content

related to specific topics.

Sharing and Discovering Content: Other users on the platform can discover and
explore bookmarks based on tags, categories, or recommendations. Social
bookmarking platforms often have features that allow users to upvote, like, or share

bookmarks.

PPT/PDF(Paper presentation) Submission

PPT submission in SEO refers to the practice of creating and sharing PowerPoint

presentations on various online platforms to enhance a website's visibility, drive traffic, and

potentially earn backlinks. This technique leverages the use of presentation files in the PPT



(PowerPoint) format to share information, ideas, or content related to a particular topic or
niche.

Forums/Q & A Sites( Quora)

Forum submission in SEO refers to the practice of participating in online forums and
discussion boards to engage with a community, share information, and include links back to
a website. Forums are online platforms where users can discuss various topics, ask questions,
and provide answers. Forum submission can be a part of an SEO strategy to build backlinks,

increase website visibility, and establish authority within a specific niche or industry.

Here's how forum submission typically works in SEO:
¢ Find Relevant Forums: Identify forums related to your industry, niche, or the topics

you want to discuss. Look for active and reputable forums with engaged communities.

e Create an Account: Register an account on the selected forums. Follow the forum

rules and guidelines when setting up your profile.

e Participate in Discussions: Actively engage in forum discussions by answering
guestions, providing valuable insights, and sharing your expertise. Participate in

relevant threads and conversations.

e Include a Forum Signature: Many forums allow users to create a forum signature, a
section that appears at the end of each of your posts. This is where you can include a

link back to your website.

e Share Relevant Links: When appropriate, share links to your own content or resources
on your website that add value to the discussion. Be mindful not to spam or overly

self-promote.

e Build Relationships: Focus on building relationships with other forum members.
Engage in genuine conversations and establish yourself as a helpful and

knowledgeable contributor.

Classified submission

Classified submission in SEO involves posting advertisements or listings about products,
services, or job vacancies on classified websites. These websites act as online marketplaces
where users can browse and search for various items or services they are interested in.
Classified submissions in SEO are a way to promote businesses, generate leads, and

potentially create backlinks to a website.



Here's how classified submission typically works in SEO:
e Choose Classified Websites: |Identify and select reputable and relevant classified

websites. There are numerous general and niche-specific classified platforms available.

e Create an Account: Register an account on the selected classified websites. Complete

the profile and provide accurate and relevant information.

e Post Advertisements: Create and post advertisements for your products, services, or
job vacancies. Include details such as the title, description, images, contact

information, and any relevant links.

e Include Website Links: Many classified websites allow you to include links to your

website in the advertisement. This can contribute to building backlinks to your site.

e Optimize Ad Content: Write compelling and optimized ad content that attracts the
attention of potential customers. Use relevant keywords, clear descriptions, and

high-quality images.

e Regular Updates: Some classified platforms may prioritize recently posted ads.

Regularly update or repost your ads to maintain visibility.

Blog Commenting

Blog commenting in SEO involves leaving comments on blog posts with the intention of
contributing to the discussion, engaging with the community, and potentially building
backlinks to your website. This practice is a way to interact with other bloggers and their

audiences, showcase your expertise, and generate awareness for your own site.

Here's how blog commenting typically works in SEO:

e Identify Relevant Blogs: Find blogs that are relevant to your industry, niche, or

interests. Focus on blogs that have an active and engaged audience.

e Read and Understand the Content: Before commenting, read the blog post
thoroughly to ensure you understand the content and context. Your comments

should be relevant and add value to the discussion.

e Create a Genuine Comment: Craft a thoughtful and genuine comment that

contributes to the conversation. Avoid generic or spammy comments.



e Include a Link to Your Website: Most blog commmenting systems allow you to include
a link to your website along with your comment. This link can serve as a backlink to

your site.

e Use a Real Name and Email: When leaving a comment, use your real name and a

valid email address. Some blogs require this information for comment approval.

e Be Respectful and Positive: Maintain a positive and respectful tone in your

comments. Avoid being overly promotional or critical.

e Engage in Conversations: If other readers or the blog author respond to your
comment, engage in further conversation. This can help build relationships and

enhance your online presence.

Web 2.0 Backlinks in SEO

Web 2.0 backlinks in SEO refer to backlinks created on platforms that are considered part of
the second generation of the World Wide Web. Web 2.0 websites are characterized by
user-generated content, collaboration, and dynamic pages, allowing users to interact with the
content and contribute to the platform. In the context of SEO, web 2.0 platforms are often

used to create backlinks for the purpose of improving a website's search engine rankings.

Here are the key features and aspects of Web 2.0 backlinks in SEO:

e User-Generated Content: Web 2.0 platforms encourage user-generated content,
allowing users to create, share, and modify content. This often involves creating blogs,

articles, or other types of content.

e Interactivity and Collaboration: Web 2.0 sites are characterized by interactivity and
collaboration among users. This can include commmenting, sharing, and contributing

to content created by others.

e Free Subdomains: Many web 2.0 platforms offer users the ability to create
subdomains for free. Users can establish their own web presence within these

platforms, creating content and linking back to their main websites.

¢ Blogging Platforms and Wiki Sites: Common examples of web 2.0 platforms include
blogging sites like WordPress.com, Blogger, and Medium, as well as wiki sites like
Wikipedia.



e Backlink Creation: In SEQ, webmasters often leverage web 2.0 platforms to create
backlinks by publishing content with links pointing to their main websites. This is

done with the intention of influencing search engine rankings.

e Anchor Text and Link Varieties: When creating web 2.0 backlinks, webmasters can
often control the anchor text used in the links. This allows for strategic placement of
keywords. Additionally, links can be inserted within the content, author bio, or other

sections of the platform.

Guest Blogging

Guest blogging, also known as guest posting, is a practice in SEO where individuals or
businesses write content for other websites with the primary goal of gaining exposure,
building relationships, and earning backlinks. In a guest blogging arrangement, a guest
author contributes content to another website, usually in the form of a blog post or article,

and often includes a brief bio with a link back to their own website.

Here's how guest blogging typically works in SEO:

e Identification of Opportunities: Guest bloggers identify websites that accept guest
contributions and are relevant to their niche or industry. These could be industry

blogs, online magazines, or websites seeking expert opinions.

e Pitching Content Ideas: Guest bloggers pitch content ideas or topics to the target
websites. The pitch should demonstrate the value the guest blogger can provide to

the website's audience.

e Approval and Submission: Upon approval of the content idea, the guest blogger
writes the article or blog post and submits it to the hosting website. The submitted

content should align with the host website's guidelines and audience preferences.

e Author Bio and Backlinks: In return for their contribution, the guest blogger typically
receives an author bio at the end of the article. This bio includes information about the

guest author and a link or links back to their own website or relevant pages.

e Promotion and Engagement: After the guest post is published, both the host website
and the guest blogger promote the content through various channels. This helps to

increase visibility and engagement.



Guest blogging can be a powerful and ethical strategy when done correctly, contributing not
only to SEO but also to brand building, networking, and thought leadership within a given

industry or niche.

How to find Guest Blogging sites based on business types
Which type of Company are you working for?
Search on google with the following commands

- “Write for us” + “Software”

- “Write for us” + “Health”

- “Write for us” + “Education”

- “Write for us" + “Industry Name”

Email Copy for Guest Blogging
Hi, My Name Is Janardhan,

Am The Admin Of Janardhan.digital(www.janardhan.digital).

| Am Here To Discuss With You Regarding Blog Contributions To Your Blog.

| Like Your Blog Content And The Lessons You Share With Your Readers. | Enjoy Reading Your
Articles And Would Love To Contribute Some Quality Content Related To Education And
E-learning. | Recognize The Need For Well-written Content And Pride Myself On Producing
Guest Posts That Are Well-formatted And Go The Extra Mile.

Since You Have Already Published Some Great Guest Articles From Different Authors In Your
Niche, | Thought It Would Be Great If | Too Get An Opportunity To Present Your Blog Readers
With Something Of Real Value. | Would Like To Contribute In A Way That's Meaningful For

Your Audience.

| Have Read All Your Guidelines For Guest Posting And | Promise That | Will Follow Your Blog
Guidelines To Write An Effective Article.

Kindly Let Me Know If | Could Suggest Some Good Post Ideas To Your Blog. Let Me Know
What You Think. I'm Excited To Hear Back From You!


http://www.janardhan.digital

Thanks, And Regards

Janardhana

SEO Tools

SEO tools are software applications or online platforms designed to assist website owners,
marketers, and SEO professionals in optimizing their websites for search engines. These tools
provide insights, analytics, and various functionalities to help improve a website's
performance in search engine results. There are numerous SEO tools available, each serving

specific purposes in the SEO process. Here are a few popular SEO tools:

Google Analytics:
e Purpose: Web analytics tool for tracking and reporting website traffic.

e Key Features: Visitor data, website performance, conversion tracking.

Google Search Console:
e Purpose: Google's official tool for website performmance monitoring and optimization.

e Key Features: Search performance analytics, indexing status, error reporting.

Yoast SEO:
e Purpose: WordPress plugin for on-page SEO optimization.

e Key Features: Content analysis, XML sitemap generation, SEO recommendations.

SEMrush:
e Purpose: All-in-one marketing toolkit for keyword research, competitive analysis, and
more.

e Key Features: Keyword tracking, site audit, backlink analysis, position tracking.

Ahrefs:
e Purpose: SEO toolset for backlink analysis, keyword research, and content
optimization.

e Key Features: Backlink analysis, keyword explorer, site audit, content explorer.

Moz:
e Purpose: SEO software suite for link building, on-page optimization, and local SEQ.

e Key Features: Domain authority, link explorer, on-page optimization tools.



Screaming Frog SEO Spider:
e Purpose: Website crawling tool for technical SEO analysis.

e Key Features: Website crawling, broken link detection, site structure analysis.

Ubersuggest:
e Purpose: Keyword research and SEO analysis tool.

e Key Features: Keyword suggestions, content ideas, backlink data.

SpyFu:
e Purpose: Competitor analysis tool for SEO and PPC campaigns.

e Key Features: Competitor keywords, ad history, backlink insights.

SERPstat:
e Purpose: All-in-one SEO platform for keyword research, rank tracking, and site analysis.

e Key Features: Keyword analysis, rank tracking, site audit.

Rank Math:
e Purpose: WordPress SEO plugin for on-page optimization and schema markup.

e Key Features: Content analysis, XML sitemap generation, rich snippets.

Majestic:
e Purpose: Backlink analysis tool for understanding a website's link profile.

e Key Features: Trust Flow, Citation Flow, backlink analysis.

BuzzSumo:
e Purpose: Content marketing tool for identifying popular topics and influencers.

e Key Features: Content discovery, social engagement analysis.

WooRank:
e Purpose: Website review and SEO analysis tool.

e Key Features: SEO insights, site audit, competitor analysis.

Grammarly:

e Purpose: Writing and grammar assistant to improve content quality.



e Key Features: Grammar checking, style suggestions, plagiarism detection.

Google Search Console

Google Search Console (formerly known as Google Webmaster Tools) is a free web service
provided by Google that helps website owners, webmasters, and SEO professionals monitor
and manage the presence of their websites in Google Search results. The primary purpose of
Google Search Console is to provide insights into how Google's search engine interacts with a
website and to assist site owners in optimizing their websites for better visibility in search

results.

Important Metrics to Consider from Google Search Console
Impressions:
e Animpression occurs when a user's search query triggers the display of a web page in
the search results, whether or not the user clicks on the result.
e The Impressions metric indicates how many times a page from your website appeared
in the search results for a specific query.
Clicks:
e Aclick happens when a user clicks on a search result and is directed to the
corresponding web page.
e The Clicks metric measures how many times users clicked on your website's search

results for a particular query.

Click-Through Rate (CTR):
e CTRis the percentage of users who clicked on a search result compared to the total

number of users who saw the result (impressions).
e Formula: CTR = (Clicks / Impressions) * 100

e The CTR metric provides the percentage of clicks relative to impressions for a specific

query or set of queries. A higher CTR often indicates that users find your search results

appealing.

Average Position:
e Average Position represents the average ranking of a web page in search results for a

given query.



e The Average Position metric shows the average ranking of your pages when they
appear in the search results for specific queries. A lower average position is generally

better, as it indicates that your pages rank higher on average.

Core Web Vitals

Core Web Vitals are a set of specific web page experience metrics that Google considers
important for user satisfaction. Introduced as part of Google's broader initiative called the
Page Experience Update, Core Web Vitals focus on key aspects of web page performance
that impact the user experience.

Core Web Vitals consist of three key metrics:

1. Largest Contentful Paint (LCP): LCP measures the loading performance of a web
page by analyzing the time it takes for the largest piece of content (usually an image,
video, or block-level element) to become visible within the user's viewport.

% Recommended Target: To provide a good user experience, LCP should occur

within the first 2.5 seconds of the page starting to load.

e First Input Delay (FID): FID assesses the interactivity of a web page by measuring the
delay between a user's first interaction (such as clicking a button or a link) and the
browser's response.

% Recommended Target: To be considered user-friendly, FID should be less than

100 milliseconds.

e Cumulative Layout Shift (CLS): CLS evaluates the visual stability of a web page by
measuring the unexpected layout shifts that may occur during the loading process.
These shifts can be disruptive to users, especially when they result in accidental clicks.

< For a good user experience, CLS should be less than 0O.1.

e Performance Reports: Provides data on how often a website appears in Google
Search results, the average position of the website's pages, and the click-through rate

(CTR).

e URL Inspection: Allows users to inspect individual URLs on their website and see how

Googlebot crawls and indexes them.

e Coverage Report: Highlights issues with pages that Google couldn't index and

provides details on errors, warnings, and valid pages.



e Sitemaps: Enables website owners to submit XML sitemaps to help Google

understand the structure of their site and discover new content.

e Mobile Usability: Identifies issues related to how mobile-friendly a website is and

provides suggestions for improvement.

e Links Report: Displays information about external links pointing to the website,

including the most linked content and anchor text.

e Manual Actions: Notifies website owners of any manual actions taken by Google, such

as penalties for violating Google's webmaster guidelines.

e Security Issues: Alerts website owners to potential security issues, such as malware or

hacked content, that may impact search rankings.

How to Install Google Search Console to website
- Google search console tool-> Settings
- Ownership Verification
- HTML Tag-> Meta Tag copy
- CMS->Theme-> Customize-> Edit in HTML

- Paste code next to Head section

Google Analytics

Google Analytics is a powerful tool that plays a pivotal role in the field of Search Engine
Optimization (SEO). By providing valuable insights into website traffic and user behavior, it
enables SEO professionals to make informed decisions and optimize their strategies. This
study material aims to explore the key features of Google Analytics and how they can be

leveraged to enhance SEO efforts.

What is Google Analytics?
Google Analytics is a web analytics service offered by Google that tracks and reports website
traffic. It provides detailed statistics and analytics tools for understanding website

performance and user behavior.

Benefits of Google Analytics for SEO
Google Analytics is an indispensable tool for SEO professionals, offering a wide range of
benefits that contribute to the success of search engine optimization efforts. Here are some

key benefits of using Google Analytics for SEO:



Insight into Website Traffic: Google Analytics provides detailed information about
website traffic, including the number of visitors, page views, and sessions. This data

helps SEO professionals understand the overall performance of a website.

Understanding User Behavior: With features like Behavior Flow and User Explorer,
Google Analytics enables the analysis of user interactions with the website. This
understanding helps in tailoring content and improving the user experience.

Traffic Source Analysis: SEO professionals can identify the sources of website traffic,
distinguishing between organic search, direct visits, referral traffic, and more. This

information is crucial for assessing the effectiveness of different marketing channels.

Keyword Insights: Google Analytics integrates with Google Search Console to provide
insights into the keywords users are using to find a website. This data is valuable for

refining keyword strategies and optimizing content.

Conversion Tracking: Setting up goals and conversion tracking in Google Analytics
allows SEO professionals to measure the success of specific actions on the website,

such as form submissions, sign-ups, or purchases.

Bounce Rate Analysis: Bounce rate indicates the percentage of visitors who leave the
welbsite after viewing only one page. Google Analytics helps identify pages with high

bounce rates, allowing for optimization to improve user engagement.

Page Performance Metrics: SEO professionals can analyze the performance of
individual pages, including page load times. Fast-loading pages contribute to a

positive user experience and can positively impact search engine rankings.

Custom Reports and Dashboards: Google Analytics allows users to create custom
reports and dashboards tailored to their specific needs. This flexibility enables SEO

professionals to focus on the metrics that matter most to their goals.

Integration with Other Tools: Google Analytics can be integrated with other Google
services, such as Google Search Console, as well as third-party SEO tools. This
integration provides a more comprehensive view of website performance and SEO

metrics.



e Mobile Analytics: As mobile usage continues to rise, Google Analytics offers insights
into mobile traffic, user behavior, and device-specific data. This information is crucial

for optimizing websites for mobile users.

e Data-driven Decision Making: The wealth of data provided by Google Analytics
empowers SEO professionals to make informed, data-driven decisions. This ensures

that optimization efforts are aligned with actual user behavior and preferences.

e Continuous Improvement: Regular monitoring of Google Analytics data allows for
ongoing optimization. SEO professionals can identify trends, assess the impact of

changes, and continuously refine strategies to improve website performance.

Google Analytics Types:
- Google Analytics Universal(Old)
- Google Analytics 4 (GA 4)- Latest

As of my last knowledge update in January 2022, Google Analytics 4 (GCA4) had been
introduced as the next generation of Google Analytics, replacing Universal Analytics. It's
important to note that there might be further updates or changes beyond my last update.
Below are the key differences between Google Universal Analytics and CGA4:
1. Event-Driven Model:
e Universal Analytics: Primarily focused on pageviews and sessions.
e GA4: Shifts to an event-driven model, giving more emphasis to user interactions and
events, allowing for more detailed tracking of user engagement.
2. User-Centric Measurement:
e Universal Analytics: Relies on sessions and pageviews.
e GA4: Emphasizes user-centric measurement, tracking individual users across multiple
devices and sessions, providing a more holistic view of user behavior.

3. Cross-Platform Tracking:

e Universal Analytics: Limited in its ability to track users across different platforms and

devices.



e GA4: Offers enhanced cross-platform tracking, allowing a more comprehensive
understanding of user journeys across websites and mobile apps.
4. Enhanced Machine Learning and Al:
e Universal Analytics: Limited machine learning capabilities.
e GA4: Integrates advanced machine learning and Al for more robust insights, including
predictive metrics and automated insights.
5. Reporting Interface:
e Universal Analytics: Traditional reporting interface with predefined reports.

e GA4: Introduces a more flexible and customizable reporting interface, with the ability

to create custom reports and explore data more intuitively.

6. Event Setup and Configuration:

e Universal Analytics: Events require explicit setup.

e GA4: Simplifies event tracking with a more flexible and dynamic event setup, making

it easier to capture user interactions without extensive manual configuration.

7. User-Defined Conversions:

e Universal Analytics: Goal setup for conversions.

e GA4: Focuses on user-defined conversions, allowing for more flexibility in defining and

tracking conversions based on specific user interactions.

8. Audiences and Segmentation:

e Universal Analytics: Limited audience-building capabilities.

e GA4: Offers more advanced audience-building features, allowing marketers to create

audiences based on specific user behaviors and interactions.

9. Data Retention and Sampling:

e Universal Analytics: Data retention policies and sampling thresholds.

e GCA4: Provides extended data retention and reduces the reliance on data sampling,

offering more accurate and detailed insights.



10. Integration with BigQuery:

e Universal Analytics: Limited integration with BigQuery.

e GA4: Offers native integration with BigQuery for more advanced analysis and data

processing.

11. Privacy and User Consent:

e Universal Analytics: Requires manual configuration for GDPR and privacy compliance.

e GA4: Built with privacy in mind, incorporating features to assist with compliance and

offering more control over user data.

It's recommended to check the latest documentation and updates from Google Analytics for
any changes or additions to the features mentioned above. Transitioning to GA4 is
encouraged as it represents the future of Google Analytics, offering more advanced features

and capabilities compared to Universal Analytics.

Reporting formats in Google Analytics
Google Analytics provides various reporting formats and features to help users analyze

website and app data. Here are the main reporting formats available in Google Analytics:

e Standard Reports: These are the default reports available in the Google Analytics
interface, covering aspects such as audience, acquisition, behavior, and conversions.

Standard reports offer pre-defined metrics and dimensions.

e Custom Reports: Users can create custom reports tailored to their specific needs.
Custom reports allow for the selection of specific metrics and dimensions, providing

more flexibility in data analysis.

e Realtime Reports: Realtime reports show live data on website or app activity as it
happens. Users can monitor the number of active users, pageviews, events, and more

in real time.

e Explorer Reports: The Explorer reports allow users to drill down into specific
dimensions and metrics, providing a more detailed view of data. Users can navigate

through data hierarchies to gain deeper insights.
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Map Overlay Reports: These reports provide a geographical view of user activity,
showing where website or app interactions are occurring globally. Users can analyze

metrics by country, region, or city.

Flow Reports: Flow reports visualize the path users take through a website or app.
This includes the Behavior Flow report, which shows the sequence of pages viewed,

and the User Flow report, illustrating the paths users follow.

Event Reports: Event reports focus on user interactions tracked as events. Users can
analyze event categories, actions, labels, and values to understand user engagement

with specific elements on a site or app.

Conversion Reports: Conversion reports provide insights into the performance of
goals and ecommerce transactions. Users can analyze conversion rates, goal

completions, and revenue generated.

Audience Reports: These reports offer insights into the characteristics and behaviors
of the audience. Users can explore demographics, interests, technology used, and

other audience-related metrics.

Acquisition Reports: Acquisition reports help users understand how visitors find and
land on their websites or apps. This includes reports on traffic sources, channels,

mediums, and campaigns.

Behavior Reports: Behavior reports focus on how users interact with content on a

website or app. Users can analyze pageviews, site speed, site search, and more.

Custom Dashboards: Users can create custom dashboards to bring together multiple
reports and visualize data in a single view. Custom dashboards allow for a personalized

and consolidated overview of website or app performance.

Sources in Google Analytics

Direct Traffic: Directly user going to your platform( https://grabdeel.com)

Organic search: User going to google and search with Keywords then entering to site
Referral : Getting users from referral

Social : FB, insta, linkedin

Email: Directly from email campaigns

Paid Search: Getting users from paid Search advertising



e Display: users from Banner ads

Other Important Terms in Google Analytics

1. Bounce rate

The bounce rate is a metric that measures the percentage of single-page sessions, where a
user visits a webpage and leaves without interacting with the page further or triggering any

additional requests to the Google Analytics server.

In other words, a bounce occurs when a user lands on a page and then exits the site without
navigating to any other pages, submitting a form, or interacting further with the content. The
bounce rate is calculated as the number of single-page sessions divided by the total number

of sessions for a given period, expressed as a percentage.

The formula for calculating bounce rate is:

Bounce Rate= (Number of Single-Page Sessions/Total Number of Sessions)x 100

2. Sessions
In Google Analytics, a session is a group of interactions that a user takes on a website within a
given time frame. A session begins when a user arrives at a website, and it ends when the
user either leaves the site, remains inactive for a specified period (defaulted to 30 minutes), or

at midnight, whichever comes first.

3. Exit Rate
In Google Analytics, the exit rate is a metric that represents the percentage of sessions that
ended on a specific page. It is calculated as the number of exits from a page divided by the
total number of pageviews for that page. The exit rate indicates the likelihood that a user will

leave the site after viewing a particular page.

The formula for calculating the exit rate for a specific page is as follows:

Exit Rate= (Number of Exits from Page/Total Number of Pageviews for Page)x 100

4. Events
Events are user interactions with content that can be tracked independently from a web

page load or a screenview. Events allow you to measure specific interactions or actions users



take on your website or app, providing valuable insights into user engagement beyond
traditional pageviews. Events can be custom-defined based on the needs of your tracking

strategy.

5. Funnels
A funnel refers to a series of pages or steps that visitors must navigate through to complete a
predefined goal. Funnels are used to visualize and analyze the user journey through a
sequence of pages leading up to a desired conversion or outcome. They are particularly

useful for tracking and optimizing the conversion process on a website.

6. Retention
Retention refers to the measurement of how many users return to a website or app over a
specific period of time after their initial visit. Retention analysis helps you understand user
engagement and loyalty by tracking the behavior of users who have visited your site or app

on different occasions.

Retention reports in Google Analytics typically show the percentage of users who return to
your site or app after their first visit. The analysis is often presented in cohorts, which are
groups of users who share a common characteristic or time frame for their initial visit. Cohort

analysis allows you to see how user retention changes over time for different groups of users.

Key points related to retention in Google Analytics:

e Cohorts: Users are grouped into cohorts based on their first visit, allowing you to

analyze their behavior over subsequent days, weeks, or months.

e Retention Rate: This is the percentage of users from a specific cohort who return to
the site or app during subsequent time periods. For example, you might see the

percentage of users who return on the second day, third day, etc.

e Time Periods: Retention analysis typically covers different time intervals, such as daily,

weekly, or monthly retention rates.

7. Segmentation
Segmentation in Google Analytics refers to the process of dividing your welbsite or app's

audience into different groups or segments based on certain criteria. This segmentation



allows you to analyze and understand the behavior of specific user groups, helping you gain

insights into their preferences, actions, and characteristics.

Google Analytics provides a variety of dimensions and metrics that you can use for

segmentation. Some common segmentation criteria include:

Demographics: Segmentation based on user characteristics such as age, gender, and

location.

e Technology: Segmentation based on the devices, browsers, and operating systems

used by visitors.

e Traffic Source: Segmentation based on the channels through which users arrived at

your site, such as organic search, paid search, direct traffic, or referral traffic.

e Behavior: Segmentation based on user interactions, such as pages viewed, session

duration, and specific events triggered.

e Acquisition: Segmentation based on how users were acquired, such as through

organic search, paid advertising, social media, or email campaigns.

e E-commerce: Segmentation based on e-commerce metrics, including purchase

behavior, product categories, and transaction details.

To create segments in Google Analytics, you can use the built-in segment builder tool. This
tool allows you to define rules and conditions for segmenting your audience based on various
dimensions and metrics. Once a segment is created, you can apply it to various reports within

Google Analytics to view data specific to that segment.

Google Tag Manager (GTM)

Google Tag Manager (GTM) is a free tool provided by Google that allows website owners,
marketers, and developers to manage and deploy various tags on their websites or mobile
apps without requiring direct code changes. Tags are snippets of code that collect data and
send it to third-party tools, such as analytics platforms, advertising platforms, or other

marketing tools.

Here are key components and features of Google Tag Manager:



e Container: In Google Tag Manager, all tags, triggers, and variables are organized
within a container. A container is a set of rules and configurations for managing the

deployment of tags on a website or mobile app.

e Tags: Tags are code snippets or tracking pixels from third-party services that you want
to implement on your site. Examples include Google Analytics tags, Facebook Pixel

tags, or marketing conversion tags.

e Triggers: Triggers define when a particular tag should be fired or executed. Triggers
are based on user interactions or specific conditions on your website, such as

pageviews, clicks, form submissions, or custom events.

e Variables: Variables are placeholders for dynamic values that can be used in tags and
triggers. They help in making your tags and triggers more flexible and adaptable to

different situations.

e Versioning: GTM provides versioning, allowing you to make changes to your container
in a controlled environment. You can preview and debug changes before publishing

them to the live environment.

e Preview Mode: When making changes to your container, you can use the Preview
Mode in GTM to see how tags fire and debug any potential issues before publishing

the changes.

e User Permissions: Google Tag Manager allows you to set permissions for users,
controlling who has access to specific containers and what actions they can perform.
Using Google Tag Manager can streamline the process of managing and updating tags,
making it more efficient and less reliant on manual code changes. It also helps reduce the

risk of errors and allows for better collaboration between marketing and development teams.

Local SEO

Local SEO (Search Engine Optimization) is a set of strategies and techniques designed to
optimize a business's online presence to attract more local customers. Local SEO is
particularly important for businesses that serve specific geographic areas, such as local shops,
restaurants, service providers, and professionals. The goal is to improve the visibility of a
business in local search results and online directories when users search for products or

services in their vicinity.



Key components of local SEO include:

e Google My Business (GMB) Optimization: Creating and optimizing a Google My
Business profile is crucial for local SEO. This includes providing accurate business
information, such as name, address, phone number (NAP), business hours, website,

and categories.

e Local Keyword Optimization: Incorporating location-based keywords in website
content, meta tags, and other on-page elements. This helps search engines

understand the local relevance of your business.

e NAP Citations: Consistent and accurate NAP information across online directories and
platforms. These citations help search engines verify the legitimacy and location of a

business.

e Local Link Building: Acquiring high-quality local backlinks from reputable websites,
local news outlets, and community organizations. Local link building helps establish

authority within the local community.

e Local Content Creation: Creating content that is locally relevant, such as blog posts,
articles, or event announcements related to the local community. This helps engage

local audiences and improves search engine visibility.

e Online Reviews and Ratings: Encouraging and managing online reviews on
platforms like Google, Yelp, and other industry-specific review sites. Positive reviews

can enhance trust and influence local search rankings.

e Local Schema Markup: Implementing local schema markup on the website to
provide search engines with additional information about the business, such as

address, phone number, business hours, and customer reviews.

e Mobile Optimization: Ensuring that the website is mobile-friendly, as many local
searches occur on mobile devices. Google also considers mobile-friendliness as a

ranking factor.

e Local Social Media Presence: Actively participating in local social media platforms
and engaging with the local commmunity. Social signals can influence local search

rankings.



e Local SEO Tracking and Analytics: Monitoring local SEO performance through tools
like Google Analytics, Google Search Console, and other SEO tracking tools. This helps

assess the effectiveness of local SEO efforts.

e Local SEO for Multi-Location Businesses: For businesses with multiple locations,
implementing strategies to optimize each location individually. This includes creating

separate GMB profiles and location-specific landing pages.

e Local Business Directories: Ensuring consistent business information on local
business directories and niche-specific directories. This improves the visibility of the

business in local searches.

Local SEQO is essential for small businesses and enterprises alike to connect with their local
communities and attract customers in their geographic vicinity. Optimizing for local search
can lead to increased foot traffic, phone calls, and online visibility, ultimately contributing to

the success of a local business.

Competitor Analysis( know your competitor better)

Competitor analysis is the process of evaluating and understanding the strengths and
weaknesses of your business competitors. This strategic assessment helps businesses gather
insights into their competitive landscape, identify opportunities and threats, and make
informed decisions to improve their own market position. Competitor analysis involves
gathering data on competitors' strategies, products, services, marketing, and overall

performance.

Here is a step-by-step guide on how to performm competitor analysis:

e Identify Your Competitors: Determine who your direct and indirect competitors are.
Direct competitors offer similar products or services, while indirect competitors may

address the same customer needs in different ways.

e Define Competitor Metrics: Identify key metrics to assess competitors, such as
market share, revenue, customer base, and growth rate. These metrics will guide your

analysis and help you benchmark against industry standards.

e Collect Basic Information: Gather general information about each competitor,

including their company history, mission, values, and organizational structure.



Analyze Products/Services: Evaluate the products or services offered by each
competitor. Understand their features, quality, pricing strategy, and unique selling

propositions (USPs).

Assess Pricing Strategies: Examine competitors' pricing models and strategies.
Compare your prices with theirs and identify any areas where you may have a

competitive advantage or disadvantage.

Investigate Marketing and Branding: Analyze competitors' marketing efforts,
including advertising, content marketing, social media presence, and branding

strategies. Identify the channels they use to reach their target audience.

Review Online Presence: Examine competitors' websites, online reviews, and social
media profiles. Assess the user experience, content quality, and engagement levels.

Identify areas for improvement on your own online platforms.

Evaluate Distribution Channels: Understand how competitors distribute their
products or services. Analyze their partnerships, retail presence, e-commerce

strategies, and supply chain management.

Monitor Customer Feedback: Pay attention to customer reviews and feedback on
competitors' products or services. Identify common strengths and weaknesses

mentioned by customers.

SWOT Analysis: Conduct a SWOT analysis (Strengths, Weaknesses, Opportunities,
Threats) for each competitor. This structured analysis helps you identify internal and

external factors affecting their business.

Attend Industry Events: Participate in industry conferences, trade shows, or events
where your competitors may be present. This provides an opportunity to gather

additional insights and observe their strategies.

Utilize Competitive Intelligence Tools: Leverage competitive intelligence tools and
software to track competitors' online activities, keywords, and overall performance.

Tools like SEMrush, Ahrefs, and SimilarWeb can provide valuable data.

Benchmark Performance: Compare your own performance against that of your
competitors using the data collected. Identify areas where you can capitalize on

strengths or address weaknesses.



Tools for Competitor Analysis

Similar web

SEMrush

SEO Audit

An SEO site audit is a comprehensive analysis of a website's performance, structure, and

content with the goal of identifying opportunities for improvement. It involves assessing

various elements that impact a website's visibility in search engine results and overall user

experience. Conducting an SEO audit is crucial for identifying issues that may hinder search

engine rankings and for formulating a strategy to enhance a website's performance. Here are

the key aspects to consider when conducting an SEO site audit:

1. Technical SEO: Crawlability: Ensure that search engine crawlers can access and index all

relevant pages on the website. Check for crawl errors, blocked resources, and use tools like

Google Search Console for insights.

Site Speed: Evaluate the website's loading speed and identify opportunities to
optimize performance. Faster-loading sites tend to have better user experiences and
may receive preferential treatment from search engines.

Mobile Friendliness: Confirm that the website is mobile-friendly and provides a
positive experience for users on various devices. Google uses mobile-first indexing,
meaning it primarily uses the mobile version of a site for ranking and indexing.

URL Structure: Ensure a clear and logical URL structure that is easy for both users and

search engines to understand. Use descriptive and relevant URLs.

2. On-Page SEO:

Title Tags and Meta Descriptions: Review and optimize title tags and meta
descriptions for each page. Ensure they are unique, descriptive, and within

recommended character limits.

Header Tags (H1, H2, H3, etc.):. Check the use of header tags to structure content
appropriately. Each page should have a single H1 tag and use other header tags

hierarchically.

Content Quality: Assess the quality and relevance of the content on each page. Aim

for comprehensive, well-written, and engaging content that serves the needs of users.



e Keyword Optimization: Analyze keyword usage in content, headings, and metadata.

Ensure a natural and relevant integration of target keywords without keyword stuffing.

3. Off-Page SEO:

e Backlink Profile: Evaluate the website's backlink profile for the quality and quantity of
inbound links. Identify and address any low-quality or toxic backlinks that may harm

the site's reputation.

e Social Signals: Assess the website's presence on social media platforms and the

engagement levels. Social signals may indirectly influence search rankings.
4. User Experience (UX):

e Navigation and Site Structure: Ensure a clear and intuitive website structure with
easy navigation. A well-organized site helps users and search engines find relevant

content.

e Call-to-Action (CTA): Evaluate the presence and effectiveness of CTAs on key pages.
CTAs guide users toward desired actions, such as making a purchase or submitting a

form.

5. Local SEO (if applicable):
e Google My Business: Verify and optimize the Google My Business profile, especially
for local businesses. Ensure accurate business information, consistent NAP (Name,

Address, Phone), and positive reviews.
6. Analytics and Tracking:

e Google Analytics: Confirm that Google Analytics is properly configured and tracking

data accurately. Analyze user behavior, traffic sources, and other key metrics.

e Conversion Tracking: Implement and verify conversion tracking for important actions,

such as form submissions, purchases, or other desired goals.

7. Security:
e SS| Certificate: Ensure that the website is secured with an SSL certificate. A secure

connection is important for user trust and is a ranking factor in search engines.

8. Accessibility:



e Accessibility Standards: Assess the website for compliance with accessibility
standards, making sure it is accessible to users with disabilities. This includes

considerations for text alternatives, keyboard navigation, and more.

9. Indexing and Sitemap:
e XML Sitemap: Verify the presence of an XML sitemap and submit it to search engines.
The sitemap helps search engines understand the structure of the site and index

content more efficiently.

10. Content Duplication:
e Duplicate Content: Identify and address any instances of duplicate content, both
within the website and across external sources. Duplicate content issues can

negatively impact SEO.

11. Local Search:
e Local Citations: Ensure consistent business information across local directories and
citation sources. Local citations help establish the credibility and location of a

business.

12. Competitor Analysis:
e Competitive Landscape: Understand the competitive landscape by analyzing
competitors' SEO strategies, keywords, and performance. Identify areas where your

site can improve.

14. Accessibility and Mobile Friendliness:
e Mobile Responsiveness: Confirm that the website is responsive and provides a

seamless experience on various devices.

15. Local Search:
e Local Citations: Ensure consistent business information across local directories and
citation sources. Local citations help establish the credibility and location of a

business.

16. Competitor Analysis:
e Competitive Landscape: Understand the competitive landscape by analyzing
competitors' SEO strategies, keywords, and performance. Identify areas where your

site can improve.



Final words From Janardhan Digital

In the ever-evolving landscape of search engine optimization, adaptability is key. Stay curious,
stay informed, and never stop learning. Harness the power of data to drive your strategies, but
don't forget the human element behind every click. Be creative, be innovative, and always
prioritize providing value to your audience. And above all, embrace the challenges as
opportunities for growth. Thank you for entrusting me as your guide in this SEO expedition.

Go forth, conquer the digital realm, and may your rankings soar!"



