By Snappy

Advanced

SEO
1

Table of Contents
4

Page Speed

9

Site Architecture

13

Content Marketing

25

Rich Results

Chapter

01

Page Speed
Advanced SEO eBook

Page Speed

CHAPTER 1

CHAPTER ONE

Page Speed

O

NE OF THE RANKING FACTORS Google has come right out

and said matters to their algorithm is page speed.

Why It Matters
Google wants its users to have a good experience. That means most of
the ranking signals they look at relate back to what they think creates
a good experience for users on the page. A slow loading time is high on
the list of things that creates a bad experience – most people won’t even
stick around if your website takes longer than three seconds to load. And
high bounce rates are another one of the ranking factors Google takes
into account, so a slow website means you’re doomed twice over.

Ways To Make Your Website Faster
To start, check and see if your website has any speed issues now. You
can use the PageSpeed Insights tool which will both let you know if your
speed’s considered good or lacking now, and provide some tips for how
to better optimize your website for speed.
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If you find that your website does need some work in this category,
there are a few good steps you can take to make your website faster:

Optimize Your Images
Images are often one of the slowest parts to load on a page. You can
keep the same images on your site, but ensure they load faster with the
help of a few simple changes. A compression plug-in like EWWW Image
optimizer will make your images take up less storage space. And a Lazy
Load plug-in makes it so that the page only bothers loading the images
a user can currently see –so they’re not stuck waiting on images that are
out of view anyway to load.

Simplify Your Page Design
Every new element you add to a page – the images, the stylesheets, the
flash animation, the scripts – has to be downloaded each time someone
pulls up the page. That means the more design elements you have on
a page, the slower it will load. Take a good look at your website and
determine if you currently have design elements that are unnecessary.
If there are places where you can tighten your design and remove
unnecessary pieces without it hurting the user experience, do so.

Enable Browser Caching
When a person comes to your website for the first time, their browser
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has to download every element of the page in order to see it all. If you
enable browser caching though, when they come back the next day,
the browser remembers everything from before and can serve it back
up more quickly. This step won’t make things faster for your first-time
visitors, but it can make a big difference for any returning visitors you
have.

Delete Unecessary Plug-ins
Many plug-ins play an important role and are worth using (we just
recommended a couple above), but if you have too many, they can slow
your website down. Go through periodically and see if you have plug-ins
you’re not using. If you suspect a plug-in may be slowing your site down,
but you’re not sure which one, try selectively deleting some of the ones
you have now and do testing to see if it makes a difference. You don’t
need to clear out all your plug-ins, but it’s worth checking to see if any
are having a negative effect on your site speed.

Check Your Web Hosting Provider And Plan.
Having the right web hosting plan is important to making sure your
website can load with the speed your users expect. If your provider’s
servers are overloaded, it will slow your website’s speed. If you’re not
happy with your website’s current speed, research how your current web
hosting provider compares to competitors and determine if it’s time to
try a new one.
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Site Architecture

T

HE WAY YOUR ORGANIZE YOUR WEBSITE also has an important

role to play in SEO.

Why It Matters
A well organized website is both easier for users to navigate and for Google
to crawl. When you structure your website around intuitive categories
and subcategories, visitors have an easier time knowing where to find
what they’re looking for and Google’s bots get more information on what
a page is about by seeing the relationship between different pages on
your website.

How To Build An Intuitive Site Architecture
A good site architecture for SEO won’t just happen on its own, you have
to give it some real thought and create an ongoing process for keeping
up with it. But once you have a clear structure in place, maintaining it
shouldn’t take too much work.

8

By Snappy

Site Architecture

CHAPTER 2

Create An Organization Plan.
Think of your website plan as a pyramid structure. At the top is your
home page (obviously). On the next level is the 3-7 pages you’ll include
on your main menu. This often includes an about page, a link to your
blog, and your main product category pages. So if you have a pet store,
some of your top categories would be Pet Food, Pet Toys, and Pet Treats.
If you find yourself coming up with more than seven items for your main
menu, consider ways to re-organize your ideas to bring that number
down. Under each of these, you can create additional subcategories that
all relate to the larger category.
Unless you have just a massive number of products and pages, you want
to keep the hierarchy pretty simple here. Ideally, you don’t want it to go
more than three levels deep. Your goal should be for a user to never be
more than three clicks away from any other page on the website.
Your site architecture will also determine the structure of the URLs you
use, which is another SEO benefit. Having relevant keywords in your URLs
is something Google pays attention to. If your pet store has a dog food
product called Yummy Kibbles on the dog food page, which is under
the Pet food page, the URL would be something like www.petfoodstore.
com/pet-food/dog-food/yummy-kibbles, which gets a couple of good
keywords in there.
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If you’ve realized you need to rearrange web pages that have already
been published on your website to improve your site structure, make
sure that you use 301 redirects for new URLs you use for old content. If
those pages have built up any link authority already, you don’t want to
lose it in the move.

Strategically Use Internal Linking.
Internal linking is a fairly easy, but powerful SEO tool. Like most SEO tips,
it’s useful for visitors as well as search engines. For your visitors, it makes
it easier for them to find pages and content that are related to the topic
they’re reading about. For search engines, it helps provide additional
signals for what your different pages are about and which ones are the
most important.
And internal links give your webpages a way to share any authority
they earn. If you have a blog post that gets widely shared and linked to,
any other internal pages you link to on that page get to share in some of
that authority.
Including internal links on new pages as you create them shouldn’t
be hard, just look for opportunities as you write to mention the topics of
other pages and link back to them as you go. In addition though, take
time to review your older pages to look for opportunities to link to the
new content you publish. This step takes a little more work, but it can
make your internal linking structure that much stronger.
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E

VERYTHING WE’VE DESCRIBED in the first two chapters is

important for getting started, but one of the biggest parts of
ongoing SEO in terms of work and time is content marketing.

Why It Matters
Publishing high-quality content regularly checks a lot of the boxes that
matter most to search engine algorithms:
• It keeps your website looking fresh. The search engines don’t want to deliver
up old, outdated websites that haven’t been updated in years to searchers.
When the algorithm sees regular updates happening on your site, it tells
them your website is alive and current.
• It gives you opportunities to cover more relevant topics. Getting your
homepage to rank for your competitive keywords is a lot harder than getting
a blog post that answers a specific question your customers commonly have
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to rank. Content marketing provides the opportunity to create lots of pages
that cover a high number of relevant topics and long-tail keywords your
audience is likely to be searching for. Every piece of content you create is a
new ranking opportunity.
• It provides more valuable pages for other sites to link to. The easiest part of
SEO is doing all the things you can control on your own webpage (which isn’t
to say that part’s easy). The harder part is getting high authority sites to link
back to you. And getting links from relevant websites that have authority
in the eyes of the search engines is crucial to SEO. Other websites are less
likely to link to your homepage than they are to a piece of content that
provides value to their audience. That makes content marketing one of the
most important parts of any link building effort.

How To Develop And Execute A Content Marketing Strategy
Producing content takes a lot of work and there’s no point in putting
that much time, effort, and budget in unless you do it well. Your content
marketing will go a lot further in getting you real results if you take time
to develop a clear strategy and commit to staying on top of it for the long
term.

Do Audience Research.
The content you create should always be based on what your audience
wants or needs to hear. If you write great content for an audience unlikely
to buy your products, you’ll just be wasting your time. So the first step in
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any good content strategy is to take time to figure out who your audience
is and the kinds of things they’re thinking about. What are their common
questions and concerns? How do they spend their time? Where do they
do their shopping and what drives their decisions?
The best way to find the answers to those questions is to talk to your
current customers. Send out surveys to collect information and offer a
small gift card or discount in exchange for filling it out to increase the
number of responses you get. If you can find willing customers, set up
interviews to talk to them directly about their general habits and online
shopping experiences. And talk to all the customer-facing employees at
your business. Your salespeople and customer service team hear directly
from your customers and prospects about problems and concerns they
have that are relevant to what you sell.
Use all the information you collect to create a description of your
typical customer. Use this description (called a buyer persona) when
building out your strategy to make sure you’re always talking to the right
person.

Do Keyword Research.
With your audience in mind, start doing keyword and topic research to
figure out what types of topics they’re thinking about and the language
they use when looking for information on them. Start with what you
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learned in your audience research: what questions and topics did your
customers bring up? Create a list of terms based on what you learned
and add to it words relevant to your products and services.
You can then plug your list into Google’s Keyword Planner to find out:
• How commonly people use each of the terms on your current list

• How competitive they are in Google AdWords (which isn’t exactly
the same as how competitive they are in organic search, but can give
you a good idea of what to expect)
• Other, related terms that are worth adding to your list.
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In addition to expanding your list with the keyword tool, you can use
the keywords you have now to find additional similar searches by using
free tools like Answer the Public and UberSuggest and looking at the
suggestions Google makes in the “People also Ask” and “Searches
Related To” sections on the SERP.

16

By Snappy

On-Site SEO

CHAPTER 3

This should give you a lot of content topic ideas to work with, but if you
want more (or get to the end of your list over time), there are a number
of paid keyword research tools that provide advanced features and/or
additional keyword research data.

Create And Stick To A Content Schedule.
Understand that creating content takes time and can be hard to keep up
with. Many businesses start a content program and end up abandoning
it or publishing now and then when they can find the time, but that’s not
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good enough. You need to publish regularly and to do that, you need to
create a realistic content schedule and stick to it.
Once you have a solid list of content topics to work with, start getting
them on the calendar at regular intervals. Include different deadlines on
your calendar for when the writing is due, when the editing is due, when
the content will be published. Remember to allow time for finding or
creating images and performing on-site optimization for each post. And
assign responsibility for each task on your calendar to someone specific
so everyone knows their deadlines and expectations.

Invest In Creating High-Quality Content.
Now that all your planning is in place, it’s time to get started with content
creation. All the content you create should be well researched, provide
accurate information, and have a tone and formatting that are optimized
for the web in general and your audience in particular. That means with
writing you want to use lots of headings, bullets, and white space, and
with video you generally want to keep it within a couple of minutes.
To avoid getting stuck in a rut, try to work some variety into your
content strategy. There are a lot of types of content you can create so try
out different things as you find your footing.
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Invest In Content Promotion And Link Building.
No matter how much work you put into making sure your content is
top notch and targeted to your audience, it won’t do anything for your
business if your audience can’t find it. That makes content promotion an
extremely important part of your content strategy. There are a number
of techniques you can try to get your content in front of more people, a
few worth considering are:
• Social media sharing—This one’s pretty easy and there’s no good

reason not to do it. Share every piece of content you create on your
social media profiles. Craft unique messages on each network and
go ahead and share each piece multiple times over the next several
days and even months. (But note: don’t make this all you do on social
media, make sure you also take time to interact with people and share
other relevant content than just what you’ve created).
• Guest posting—If you can identify some high authority blogs in your
niche (or a related one), pitch them ideas for posts you can write for
them. You can include relevant links back to your site in the post
(naturally though, don’t try to stuff them in) and reach a new audience
in the process.
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• Link exchanges—A similar idea to guest posting, a link exchange is
when you team up with a blog in a complementary space and provide
content for each other that has links back to your own site. You both
get to reach a new audience and have a good outlet to naturally
promote links to your website.
• Influencer marketing—When it comes to choosing products to

buy, 82% of consumers listen to the recommendations of online
influencers. Look for relevant influencers working in your space and
get in touch about partnering with them. Many of them will already
have a process in place for working with brands, whether they become
affiliate marketers, offer a more direct pay structure, or will mention
your brand in exchange for discounts and freebies. They can raise
awareness of your product and send business your way.
• Pay-per-click ads—You probably already use PPC ads for your
products, why not use them as well for your content? They’re a
relatively easy way to drive eyeballs to your most valuable content
pieces with careful targeting and a good return on investment.

Perform Periodic Content Audits.
Everything on this list is sounding like a lot of work for a good reason:
it is. One way you can cut down on the work you do in the long term
is scheduling periodic content audits. These will help you identify the
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types of content and topics that perform best with your audience and
look for ways to make the work you’ve already done go further. You can
figure out which old content pieces would benefit from an update and
look for opportunities to repurpose your most successful content to get
more out of it.

Pay Attention To Analytics.
Always pay attention to what’s working – but don’t be alarmed if your
analytics show slow progress to start, that’s normal in content marketing.
The more data you gain over time on what your audience responds to,
the better you can tweak your content strategy to improve results.
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O

NE OF THE BIGGEST CHANGES in SEO over the last few years

is the emergence of rich results. For your SEO efforts to have
the biggest impact, you have to be aware of when and how to

optimize your work for rich results.

Why Rich Results Matters
For certain types of searches, instead of seeing just the traditional list of
links on the search results page, you now see information in a variety of
formats. Some of the common rich results you’re probably most familiar
with are:
• Answer boxes that show up at the top of the page
• Organic results that include an image or other additional information
alongside the usual link and description
• Rich ads that show up along the top or to the side of results that
include images, pricing information, and other relevant details.
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• Maps with local results marked and snippets below that include
things like address information and reviews for each result.
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These results often show up above the organic results and with visuals
that draw the eye. For searches that include rich results, getting to the
top spot is often less valuable now than being part of the rich results.

How to Target Rich Results
To compete with and for the rich results on Google, it’s important to
continue to prioritize all the other tenets of good SEO – keyword research,
on-site optimization, developing great content, etc. But there are a few
specific actions you should take in addition.

Do SERP Research.
When you’re planning out your content strategy and selecting the
keywords and topics to focus on, take time to pull up Google and do all
the searches you’re hoping to rank for. Some searches won’t bring up
any rich results at all, which tells you that you don’t need to worry about
optimizing for them when you’re creating content on those topics. But if
the results page for your search includes an answer box at the top or rich
listings in the organic results, then that tells you that you should focus
on optimizing for the type of results that show up for that keyword.

Target Featured Snippets.
When your SERP research reveals featured snippets (also often called
answer boxes) for keywords you plan to target, there are a few good
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strategies you should use to try to get your content into those spots:
Pay attention to the type of featured snippet in the results.
There are three types of answer boxes:
• Paragraph snippets—This is the most common type of featured
snippet in which the answer to the question you’ve asked is answered
in a few lines, usually in 50 words or less.
• List snippets—Just like it sounds, this type of answer box contains
a bulleted or numbered list that provides answers to the question
you’re looking for.
• Table snippets—These are less common than the other two, but
you’ll see them for any searches in which the information is most
easily displayed and understood by using a table format, like with
event calendars or me.
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For each of these, you want to replicate the kinds of results you see
showing up in the featured snippet in your own content (while trying
to improve upon the content itself). For paragraph snippets, that means
including the question or keyword in your content – probably in the title
or a heading – directly followed by a summary version of the answer.
For list snippets, it means structuring your content as a bulleted or
numbered list. And for table snippets, it means putting the information
that answers the question into a table format.
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Focus On Priority Search Terms First.
When it comes to featured snippets, some results are more valuable
than others. If the question people are searching can be easily answered
entirely within the snippet itself, then there’s not much reason for them
to click through to your webpage. You’ll get more out of showing up
for questions where the featured snippet shows a summary or starter
answer, but there’s still good reason for someone to want to learn more.
When you’re doing your SERP research, make note of any target
search terms where the quality of the information in the featured snippet
is questionable. Anything that’s easy to improve upon should be treated
as a high priority in your rich results strategy.
And you’ll have an easier time claiming the featured snippet for search
terms you already rank for (even if you don’t rank in the top couple of
spots). If you’re on page one or two for any topics now, go back and work
on optimizing those pages for featured snippets.

Use Schema Markup.
In addition to featured snippets, for many searches there are results that
show up in the list of links on the SERP with rich features like images and
additional information. The sites that show up this way communicate that
extra information to Google by using schema markup. Schema markup
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is available for many types of content including news stories, recipes,
videos, and products that have reviews and ratings.

For any content you create that it’s relevant for, you should get in the
habit of adding schema markup to the page before you publish. The
easiest way to do that is with Google’s Structured Data Markup Helper.
You simply provide details on the type of content you’re marking up,
drop in the URL, mark the relevant parts of the page in the tool for each
category provided, and you’ll receive html code to copy and paste back
into your own webpage.
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Schema markup is a relatively easy way to differentiate your results in
your search, especially as there are still many websites that don’t use it
at all. It won’t be relevant for every piece of content you create, but it’s
worth using for any for which it is.
If this all sounds a little overwhelming, that’s because there really is
a lot involved in doing SEO well. For some businesses, it’s worth learning
as much as you can so you can do it on your own, but for many, it makes
more sense to outsource the work to someone that’s already learned
the ins and outs of SEO. If you feel like you could use some outside help,
HostGator offers SEO services from skilled professionals with a lot of
experience in the field. You can set up a free review and consultation to
learn more.
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