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SEO success pyramid
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Sitewide SEO

Use technical knowledge to build site 
architecture that will ensure better 
ranking and allow scalability

2

SEO strategy

Start by setting your primary SEO goals, 
perform a keyword research and create 

a keyword to content map

1

O昀昀 page SEO

Be proactive and use available 
connections and influence to build 
backlinks and grow your site and brand 
awareness

4

On page SEO

Create quality content and follow best 
SEO practices, follow Search Engine 
recommendations to avoid common 

pitfalls

3
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Keyword 
research
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Keyword 
research

Provides you with data 
required to answer

What are people searching for?

How many people are searching for it?

In what format do they want that 
information?
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Starting Keyword Research

1. Begin from obvious keywords: your 
products, services or other topics your 
website addresses

2. Use a keyword research tool to discover 
an average monthly search volume and 
similar keywords

3. It can help you determine which 
variations of keywords are most popular
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Tools:

● Google Search (esp. People Also Ask 
section)

● Google Advanced Search 

1
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Broaden Your Search

1. Next begin to discover other keywords, 
common questions, and topics for your 
content that you might have otherwise 
missed

2. You will likely notice that the search 
volume of those keywords varies greatly

3. Generally, you want to target popular 
terms
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Tools:

● AnswerThePublic
● Google Trends

● Moz Keyword Explorer
● Mangools
● SerpStat
● Ahrefs
● SemRush
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Consider Search Volume

1. Keywords with low search volume are 
usually less competitive and might be 
worth targeting

2. Learning more about search volume can 
help you prioritize keywords and pick the 
ones that will give your website the 
biggest strategic advantage
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Tools:

● Keywords Everywhere
● Ubersuggest
● Wordtracker

● Moz Keyword Explorer
● Mangools
● SerpStat
● Ahrefs
● SemRush

1
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Consider Keyword Di昀케culty

1. The higher the search volume for a given 
keyword or keyword phrase, the more 
work is typically required to achieve 
higher rankings (keyword di昀케culty)

2. Big brands often take up the top 10 
results for high-volume keywords
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Tools:

● Moz Keyword Explorer
● WordStream

● Mangools
● SerpStat
● Ahrefs
● SemRush
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Consider Long-tail Keywords

1. The higher the search volume, the 
greater the competition and e昀昀ort 
required to achieve organic ranking 
success

2. Go too low and you risk not drawing any 
searchers to your site

3. It may be most advantageous to target 
highly specific, lower competition search 
terms (long-tail keywords)
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Tools:

● Mangools

● Moz Keyword Explorer
● SerpStat
● Ahrefs
● SemRush
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Understanding The Long Tail

● Will it be great to rank #1 for keyword "marketing" or "consulting"?
● In reality popular search terms only make up a fraction of all searches performed on 

the web
● Keywords with very high search volumes indicate ambiguous intent
● Targeting these terms could put you at risk for drawing visitors whose goals don't 

match your content
● Don’t underestimate less popular keywords!
● Long tail keywords with lower search volume often convert better, because 

searchers are more specific and intentional in their searches
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Is this person looking for a 
degree program in Finland? 
Research about Finland? A paper 
by a Finnish researcher? 
Language courses?
Trying to rank for this keyword 
might make it hard to provide 
relevant content for a wide 
audience

12
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Assessing a Keyword’s Value: Step 1

Ask yourself:

1. Is the keyword relevant to your website's content?
2. Will searchers find what they are looking for on your site when they search using 

these keywords?
3. Will they be happy with what they find?
4. Will this tra昀케c result in financial rewards or other organizational goals?

If the answer to all of these questions is a clear "Yes!" then proceed...
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Assessing a Keyword’s Value: Step 2

Search for the term/phrase in the major engines:

1. Understanding which websites already rank for your keyword gives you valuable 
insight into the competition, and also how hard it will be to rank for the given term

2. Are there search advertisements running along the top and right-hand side of the 
organic results?

3. Many search ads mean a high-value keyword, and multiple search ads above the 
organic results often mean a highly lucrative and directly conversion-prone 
keyword
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Assessing a Keyword’s Value: Step 3

Buy a sample campaign for the keyword at Google AdWords and/or Bing Adcenter:

1. If your website doesn't rank for the keyword, you can nonetheless buy test tra昀케c to 
see how well it converts

2. In Google Adwords, choose "exact match" and point the tra昀케c to the relevant page 
on your website

3. Track impressions and conversion rate over the course of at least 200-300 clicks
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Assessing a Keyword’s Value: Step 4

Using the data you’ve collected, determine the exact value of each keyword:

1. If your search ad has generated 5 000 impressions a day and 100 site visitors, of 
which three have converted for a total profit of €300

2. In this case, a single visitor for that keyword is worth €3 to your business
3. Those 5,000 impressions in 24 hours could generate a click-through rate of 

between 18-36% with a #1 ranking
4. This would mean 900-1800 visits and €2 700 - € 5 400 per day
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Simple Keyword Metrics

● Volume - how much are they searched for
● Di昀케culty - how hard will it be to rank in the organic results
● Click-through rate opportunity - meaning what other features are in the search 

results a昀昀ecting click-through rate
● Importance - personal priority and evaluation
● Potential score - a combination of above-mentioned factors
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Example: Template Keyword Research

18

1. Click the background to preview
2. Then click File -> Make a copy...
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Keyword -> Content 
Mapping 

Which factors to include?

Keywords, URLs, volume, other 
keyword Metrics, title grade, content 
grade, speed, engagement, internal 
links, external links, page authority, 
Google desktop, Google Mobile, 
organic visits, anchor text, meta, CTR, 
etc.
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How to Build a Content -> Keyword Map
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Keyword -> Content 
Mapping 

How to use?

1. Identify keywords without 
content

2. Identify on-page opportunities to 
improve

3. Identify link building needs
4. Identify content without 

keywords 
5. Prioritize and focus your work
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Keyword -> Content 
Mapping 

Discovering and prioritizing

1. Use multiple sources to get 
keyword suggestions

2. Select keywords that match 
multiple types of search intent

3. Use goals and keyword metrics to 
sort, filter and prioritize

4. Determine keyword targeting and 
new content creation needs

221
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Example: Template Content Map
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1. Click the background to preview
2. Then click File -> Make a copy...
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Demo: Google Search Console

24



WordPress

Keyword research process is not 
dependant on the technical 
foundation of the website.

It's same for WordPress as any other 
website.

Consider using Rank Math SEO plugin 
with Content AI addon active if you 
don't have time for keyword research.

Keyword research
and content mapping
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On-Page
SEO

26



What is On-Page SEO?

1. The practice of optimizing individual web pages in order to rank higher
2. On-page SEO is multifaceted it includes both the content and source code of a 

page that can be optimized
3. On-page optimization allows you to turn your research into content your audience 

will love
4. On-page SEO does not include inbound links and other external signals (O昀昀-page 

SEO)

271, 2
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On-Page SEO Basics

1. Fulfil the searcher's goal and satisfy their intent
2. Unique value + amplification
3. Keyword targeting
4. Related topics targeting
5. Create trust and engagement through UI, UX, and branding
6. Avoid elements that discourage visitors
7. Speed, speed, and more speed
8. Snippet optimization

281
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The Role Content Plays in SEO

There would be no point to links if they didn’t direct searchers to something - content 
(text, images, videos, etc.)

When someone performs a search, there are thousands of possible results

How well the content on your page matches the search intent determines where your 
page will rank for a given query
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Content Standards

There are no precise benchmarks on the 
length of content, keyword usage, header 
tags, etc.

All those can play a role in how well a page 
performs in search

However, the focus should be on the 
searcher’s intent

Top 3 ranking signals are:

1. links to your website (serve as 
third-party credibility signals)

2. on-page content (quality content that 
fulfils a searcher’s intent)

3. RankBrain (algorithm learning artificial 
intelligence system)

301, 2, 3
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How Does Google Evaluate the Content

Engagement metrics are part of evaluation 
and ranking

Engagement metrics represents how 
searchers interact with your site from search 
results

Role of RankBrain is increasing meaning that 
you should focus on fulfilling searcher intent 
more than ever before

Basic metrics include:

1. Clicks (visits from search)
2. Time on a page (the time the visitor 

spent on a page before leaving it)
3. Bounce rate (percentage of single-page 

visits)
4. Pogo-sticking (clicking on an organic 

result and then quickly returning to the 
SERP)
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Demo: Google Analytics
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General Content Creation Formula

1. Search the keyword(s) you want your page to rank for
2. Identify which pages are ranking highly for those keywords
3. Determine what qualities those pages possess
4. Create content that’s better than that

If you already have published content, evaluate which of those pages are good at 
bringing organic tra昀케c and converting well

Find what content isn’t performing as well and adjust it (correct, merge, fix, optimize, 
etc.)

331
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Applying Keyword Research

1. Survey keywords and group them based on topics and intent
2. Those groups will be your pages (instead of creating a page for each keyword)
3. Evaluate the SERP for each group of keywords to determine  a suitable type/format 

of the content
4. Consider: are SERPs image/video heavy, is content short or long-form, which SERP 

features are present
5. Think, what value could you o昀昀er to make the page better than the pages that are 

already ranking the keyword?

341
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How to Use the Keyword Phrase

1. In the title tag (keep the keyword close to the beginning)
2. Once prominently near the top of the page
3. At least two/three times (including variations) in the body copy (possibly even more 

if content is long)
4. At least once in the alt attribute of an image on the page (could bring image search 

tra昀케c)
5. Once in the URL (keep it user friendly)
6. At least once in the meta description tag
7. Don't overkill!

351
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Usability

The search engines constantly strive to improve their performance by providing the best 
possible results. While "best" is subjective, the engines have a very good idea of the 
kinds of pages and sites that satisfy their searchers:

1. Easy to use, navigate, and understand
2. Provide direct, actionable information relevant to the query
3. Professionally designed and accessible to modern browsers
4. Deliver high quality, legitimate, credible content
5. Fast and mobile friendly

371
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Signals of quality

Engagement metrics: when a search engine delivers a SERP, it can measure the success 
of the rankings by observing how person interacts with the page, e.g. if user immediately 
hit the back button after opening the search result, this indicates that person is not 
satisfied.

Machine learning: from 2011 Google incorporated machine learning to predict what the 
humans would judge a low quality site. The end result was a seismic shift that 
rearranged over 20% of all of Google's search results.

381
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Formatting for readability

Even with excellent content, if it’s formatted improperly, the page might be o昀昀-putting 
for the audience.

1. Text: avoid fonts that are too tiny, Google recommends 16+px (on mobile)
2. Contrast: text color in relation to the background color should be contrasting 

enough.
3. Headings: brake up your content with headings to help readers navigate the page 

(especially if long), use H1-H6 according to hierarchy not the style!

391, 2
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Contrast ratio
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Formatting for readability

1. Bullet points: Great for lists, can help readers more quickly find the information they 
need.

2. Paragraph breaks: avoiding walls of text can help prevent page abandonment and 
encourage site visitors to read more. The optimal line length for body text is 50-60 
characters per line (desktop), including spaces.

3. Supporting media: include images, videos, and widgets that would complement 
your content.

4. Emphasis: appropriately use bold or italics to call out important points you want to 
communicate.

411
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Avoid
Bad practices

1. Low-Value Tactics
2. Thin Content
3. Duplicate Content
4. Cloaking
5. Keyword Stu昀케ng

42
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Avoid Low-Value Tactics

1. Content should exist to answer questions, to guide through the site, and clarify 
site’s purpose

2. Don't create content just for the purpose of ranking highly in search alone
3. Ranking is a means to an end, the end being to help searchers

431, 2
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Avoid Thin Content

1. It is obsolete SEO practice to create 
a page for every single keyword in 
order to rank for those queries

2. This practice created tons of thin, 
low-quality content across the web

3. Google started to penalize 
low-quality pages since 2011

4. Google continues the practice of 
promoting high-quality content

441

Bankruptcy Law

Civil Rights Law

Criminal Law

Family Law

Fields of Law
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Civil Rights Law
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Avoid Duplicate Content

Content that is shared between multiple 
pages or several domains and “scraped” 
content (web plagiarism) is disfavored by 
search engines

There are plenty of legitimate reasons for 
duplicate content, so Google encourages the 
use of a rel=canonical tag to point to the 
original version

Useful tool: Siteliner

451
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Avoid Cloaking

Never hide text in the code of your website 
that a normal visitor can't see

Generally, search engines might de-rank your 
pages for cloaking

Sometimes Google may allow such practices 
because they contribute to a positive user 
experience (White Hat Cloaking)
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Avoid Keyword Stu昀케ng

Misconception: "if you include a keyword 
within your page X times, you will 
automatically rank for it"

The page has to add value outside of keyword 
usage

Page shouldn't sound like it was written by a 
robot

Incorporate your keywords and phrases 
naturally

471
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Meta
Tags and descriptions

1. Internal links
2. Header tags
3. Title tags
4. Meta description
5. Alt text
6. Meta robots tags

48
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Internal links

Part of a website’s crawlability lies in its 
internal linking structure.

Without hyperlinks website is just a collection 
of disconnected documents.

Menus are the most common category of the 
links helping users to navigate sites.

49

When you link to other pages on your website, 
you:

1. Ensure that search engine crawlers can 
find all your site’s pages

2. Pass link equity (ranking power) to other 
pages

3. Help visitors navigate your site
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Link volume

Google recommends to "limit the number of 
links on a page to a reasonable number (a few 
thousand at most)".

The more links on a page, the less equity each 
link can pass to its destination page.

501, 2
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Link accessibility

1. Links that require a click (like a navigation drop-down to view) are often hidden 
from search engine crawlers.

2. Try using links that are directly accessible on the page.
3. Anchor text - the text with which you link to pages, it sends signals to search 

engines regarding the content of the destination page. 
4. Avoid keyword stu昀케ng and make anchor text natural rather than formulaic!

511
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Tips

Bad practice Good practice
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http://www.domain.com/ 

<a href= 

"http://www.domain.com/">

</a>

Keyword Text

<a href=

"http://www.domain.com/" 

title="Keyword Text">

Keyword Text

</a>
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Redirection

● Removing/renaming pages is a common practice, if you move a page, make sure to 
update the link!

● At least make a redirect the URL to its new location
● Better tactics is to update all internal links to that URL, so that users and crawlers 

don’t have to pass through redirects to arrive at the destination page.
● Avoid redirect chains that are too long (Google recommends no more than 3-5 

redirects).
● Modern CMSs (e.g. WordPress) help to set redirects or update links automatically.
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Tips

Bad practice Good practice

541

(original location of content) 
example.com/location1

>>

example.com/location2

>>

(current location of content) 
example.com/location3

example.com/location1 

>>

example.com/location3
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Header tags

The main header tag, called an H1, is typically reserved for the title of the page:
<h1> Page Title </h1>

55

<h
1>

</
h1

>

In this example Header tag is same as Page Title
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Header tags

1. HTML element used to designate headings on your page.
2. H1 is a main heading, there are also optional sub-headings that go from H2 to H6 

tags.
3. Each page should have a unique H1 that describes the main topic of the page.
4. H1 should contain that page’s primary keyword or phrase.
5. Avoid using header tags to markup non-heading elements!
6. What you choose to put in your header tags can be used by search engines to 

evaluate and rank your page.
7. Focus on your site visitors when crafting your headings!
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Title tags

● HTML element that specifies the title of a particular web page, nested within the 
head tag.

● Each page on your website should have a unique, descriptive title tag.
● Title tags plays a big role in people’s first impression of your website when the see 

SERPs.
● It's an e昀昀ective tool for drawing searchers to your page over any other result on the 

SERP. 
● Title tags appear in search engines and the Web browser’s title bar.

571
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Title tags: Keyword usage

1. Having your target keyword in the title can help users and search engines 
understand what your page is about.

2. Keep keywords closer to the front of the title tag!

591
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Title tags: Length

1. On average, search engines display the first 50–60 characters of a title tag in 
search results.

2. If your title tag exceeds the characters allowed it will be clipped and "..." will appear.
3. Never sacrifice quality! If getting your title tag down to 60 characters harming its 

readability, go longer (within reason).
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Title tags: Branding

1. It's common practice to end our title tags with a brand name mention.
2. It promotes brand awareness and creates a higher click-through rate among people 

familiar with the brand.
3. Sometimes it makes sense to place your brand at the beginning of the title tag, 

such as on your homepage.
4. Consistent use of common separators will help readers to understand, where the 

unique part of the title ends.
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Meta descriptions

HTML elements that describe the contents of the page that they’re on.

What you input into the description will show up in search results!

In some cases Google will choose di昀昀erent snippets of text to display in search results, 
dependent upon the searcher’s query.
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Meta description: Length

1. It’s best to write meta descriptions 
between 150–300 characters in length.

2. On some SERPs Google gives extra 
space, this usually happens for web 
pages ranking right below a featured 
snippet.
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Alt text

Alt text (alternative text) within images is a principle of web accessibility, and is used to 
describe images to the visually impaired via screen readers.

Search engine bots also crawl alt text to better understand your images, which gives 
you the added benefit of providing better image context to search engines.

Ensure that your alt descriptions reads naturally for people, and avoid stu昀케ng keywords 
for search engines.
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Tips

Bad practice Good practice

661

<img src=

"Grumpycat.gif"

alt=

"grumpy cat, cat is grumpy, grumpy cat gif">

<img src=

"grumpycat.gif" 

alt=

"A black cat looking very grumpy at a big 
spotted dog">
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Tips

Bad practice Good practice

671

Use images, flash files, java applets, and other 
non-text content to present important 
content

These are often ignored by search engine 
crawlers!

Use HTML text to provide most important 
content, that should be indexed
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Make non-textual content indexable

1. Provide alt text for images: assign images in gif, jpg, or png format "alt attributes" in 
HTML to give search engines a text description of the visual content.

2. Supplement search boxes with navigation and crawlable links.
3. Supplement Flash or Java plug-ins with text on the page.
4. Provide a transcript for video, infographics and audio content if the words and 

phrases used are meant to be indexed by the engines.
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Meta robots tag

Can be used to control search engine crawler activity on a per-page level:

<META NAME="ROBOTS" CONTENT="NOINDEX, NOFOLLOW">

1. index/noindex: tells the engines whether the page should be crawled and kept in 
the engines' index for retrieval.

2. follow/nofollow: tells the engines whether links on the page should be crawled.
3. noarchive: restrict search engines from saving a cached copy of the page.
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Image optimization

1. Images are the biggest culprits of slow web pages! The best way to solve for this is 
to compress your images.

2. There is no one-size-fits-all or one correct format when it comes to image 
compression.

3. Consider the maximum widthxheight at which the image will be displayed at your 
site.

4. Use HTML to make images responsive or take advantage of CMS build in features 
such as thumbnails.

5. Consider implementing lazy loading or using Next-Gen Formats.
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Which image format to use?

71
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Tools

Performance: Lighthouse, PageSpeed 
Insights, Pingdom Speed Test, Fast or Slow 

Accessibility: Lighthouse, Wave, Axe

SEO metrics: MozBar, SEO Analyzer, 
SiteProfiler, Semrush

Meta: MozBar, Seositecheckup, Screaming 
Frog
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Demo: Page speed audit and 
image optimization
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In general WordPress could be considered a good 
CMS in terms of SEO:

1. WordPress core team is focused on user 
experience and accessibility

2. There are a lot of high quality WordPress 
themes that follow best coding practices 

3. WordPress makes it easy to create and 
manage content, permalinks, alt-tags, 
sitemaps, etc.

4. There are plenty of free and paid SEO 
plugins

5. Google takes WordPress seriously and 
contributes to its development

6. It's possible to achieve 100% (or nearly) 
Google PageSpeed score, especially on 
desktop devices

WordPress
On-Page SEO
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Cons:

1. WordPress most commonly used to 
create dynamic websites that are 
usually characterised by lower 
performance compared to static 
websites

2. Bad choice of WordPress theme or a 
plugin could negatively a昀昀ect your 
SEO e昀昀orts

3. Bad content management practices 
and lack of team organization could 
easily lead to poor SEO

4. Some important SEO features 
require plugins

WordPress
On-Page SEO
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Plugins to use:

1. Keywords, meta, content 
analysis, schema, etc.: YOAST 
SEO, All in One SEO for WordPress 
(AIOSEO), Rank Math SEO, SEP 
Press

2. Image optimization: ShortPixel 
Image Optimizer, Optimole, EWWW 
Image Optimizer, Imgify, Smush

WordPress
On-Page SEO
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