Search engine optimisation (SEO) success map

1 SEO 3 On-page 5 SEO
planning optimisation Process
News Local )
< Goal setting Personalised < 1 Inclusion
- searchin . .

Competitor Density Position Behavioural 9 2 Site architecture
benchmarking Keyphrase & selected «— 3 Internal linking approaches

. Gap factors / . o

Identify analysis Format a HTML/CSS page &—— 4 External link-building
Keyphrase . // Copywriting code & structure  page
analysis B Resourcing: «&—— 5 Page template effectiveness
Buying agency and markup
process Selection internal staff Title Meta tag factors «4— 6 SERPS effectiveness

selection tag factors

Tracking and

improvement process Creation of themed

SEM strategy: keyphrase pages

Paid vs Natural
vs Affiliate

Domain name &

. document filename
Negative factors

Maximising opportunity &
9 opp Y & Filters

Minimising risk

4— 7 Refine SEO for home and key pages
8 Creation of themed pages
9 Partition existing pages

10 Optimisation of other pages

Your SEO

Press

N N releases
Page Site

Rank authority

Duplicate content
Google ‘sandbox’

Blogs & user-
effect and ‘content velocity’ g

generated content
Penalties External (communities)

Link quality page &

Dynamic content

& onsite-seach Negative factors 4

objectives

To generate:

e Sales

e Leads

e Awareness

link Co-owned Page
Domain strategy Site technology context 9omains External template Pg:g:sl'
- - desi
& architecture RN 7 «—link partner / esian Landing
Google Sitemaps e.g. CMS L":'I;y Range of volume N A8 page(s)
. quality link types Clicks Usability
Robot coverage & Geolocation Ilr_'ti'_'nal Evaluation to outcome & Accessibility
. inking
requency site _ Offer AN
Evaluating and maximising structure Negative factors relevance
- index coverage » Persuasion
Site submission > ] Link velocity h . effectiveness
Call-to-action
2 Index 4 Link- 6 Conversion
coverage building efficiency

= Version 1.0 Author: Dave Chaffey
e-consultancy © E-consultancy 2006






