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Introduction
Thank you for downloading this guide from hoops design. I wrote this because I had
clients keep asking me questions about how to improve their rank on Google. While there
are already a number of good resources out there, I wanted to create a guide that really
focused on local small businesses and was basic enough to grasp easily.
I hope you find this guide useful. If you have any feedback, please send me an email.
Brian Hoops
brian@design.hoopsbrain.com

What is SEO?
SEO stands for Search Engine Optimization. It is one of those acronyms that gets thrown
around for a lot of things, but generically, it’s the things you can do to improve your ranking
and visibility in search engines.
SEO is a component of internet marketing. Other types of internet marketing include:
• Social media marketing
• Email marketing
• Referral marketing
• Content marketing
• Affiliate marketing
• Advertising
While we won’t get into any of those internet marketing topics specifically, SEO does play a
part in most of those marketing areas.

Search Engines
If you’ve spent more than 5 minutes on the internet, undoubtedly you have used a search
engine. Search engines have become so ubiquitous that using them is a natural extension of
surfing the web.
Unless you’ve been living under a rock for the past 20 years, the search engine you’ve almost
certainly heard of is Google. That’s because Google has an enormous share of the world
market (69.24% in September 2015). Because of they're so huge, people tend to focus on
Google almost entirely, but there are other popular search engines out there, especially if
your target audience lives outside the US.

Besides Google, the other most popular search engines as of September 2015 include:
• Bing at 12.26%
• Yahoo! at 9.19%
• Baidu at 6.48% (a popular Chinese search engine)
• AOL at 1.11%
There are also specialty search engines that focus on indexing only certain types of content.

How Search Engines Index Your Site
The top search engines use tools called crawlers (also referred to as spiders) to find pages to
display in their search results. Today, most crawlers will find your website and its pages
automatically, but some search engines allow you to submit your site manually as well.
Not every page is indexed by search engines. Website administrators can instruct crawlers
not to index certain pages of a site by adding some code to a robots.txt file that is part of your
website. You might do this if you have a private, password protected area of your site, or if
you are building new pages on your site and want to keep them hidden.

How Search Engines Rank Your Site in their Results
This is of course, the secret algorithmic sauce of a search engine company. We don’t really
know all the details since they’re proprietary, but we do know certain factors that can
influence the rank:
• Cross-linking (between pages of the same website)
• Writing content that includes popular keywords
• Updating content regularly to encourage spiders to crawl your site again
• Website meta data (such as the title and meta description)
• Number of quality inbound links to your site
• And many more
The truth is, we don’t know all the factors that Google and other search engines use, but
there are some best practices to follow. Many of these best practices are pretty simple and
just require some time and effort to implement.

Organic vs. Paid Results
You may have seen something like this when doing a web search for a new laptop.

This is actually an ad, which you can tell by the subtle icon right below the title. Ads like this
are called paid results, and usually appear at the very top of the search results.
Perfect! We can wrap this guide up now since you now know how to guarantee top
placement. Well, it’s not that simple of course. I’m sure that Apple gets a lot of visits via this
ad, but they also have a huge marketing budget. If your budget is a bit smaller, this may not
be a good solution for you.
There are also some downsides to paid results. Internet users are getting savvier, and many
users have learned to simply ignore anything that looks like an ad online. If they’re really
savvy, they might have an ad-blocking extension installed in their web browser which will
automatically hide ads like this one.
SEO is all about organic search results—all the results from a search engine that are found
naturally and for free. While you can consider a paid search ad as part of your internet
marketing budget, you should only do that as a way to supplement your organic result
ranking.

Fair Warning
This section is my little disclaimer. While you should get positive results from following the
information in this guide, there is absolutely no guarantee of that. Search engine algorithms
change regularly and there are always new sites coming online that might compete with your
ranking.
I don’t consider myself an SEO expert. There are companies out there that specialize in SEO.
Feel free to consider using their services, but be cautious and avoid any companies that
guarantee you "top placement." They have no power over mighty Google.
Now that you have been properly disclaimed and understand how search engines work a bit,
let’s start digging in to SEO.

Getting Started
Before you start taking steps to improve the search result ranking of your website, it’s
important to understand who your audience is, who your competition is, and where you’re
ranking now.

Target Audience
Your target audience is the demographic of people you want your website to reach. This
could include several different factors, such as physical location, age, gender, ethnicity,
income level, and any other attributes that are important to you. If your business’ customers
are other businesses, then your target audience will be those types of businesses that you
want to attract.
For some practical, real-life examples in this guide, I’m going to use my wife’s business:
Hoops Chiropractic, PC in Beatrice, Nebraska. Her target audience attributes are below.
Target Audience Attribute

Hoops Chiropractic Target Audience

Location

Beatrice and surrounding towns in Nebraska and Kansas.

Age

All ages

Gender

All genders

Ethnicity

All ethnicities

Income

All income levels

Native Langauge

English

Education

All education levels

Family Composition

All, but a focus on families

Profession

All, but especially professions or tasks with a high likelihood of injury:
agriculture, jobs with repetitive movements, lifting, and oﬃce work.

Symptoms

Headaches, low back pain, sciatica, chronic pain

Conditions

Arthritis, asthma, autism, pregnancy

Lifestyle

Athletes, wellness

This example should give you an idea of he different kinds of factors you can include in your
target audience analysis. Keep in mind that your target audience is just a group of people
that are your ideal customers. The factors or attributes that you include might be different,
and they can be any factor that matters for your business.

What’s Your Baseline?
The next step is to understand where your site ranks currently. This is an easy task—just go
out to Google and do a search using terms that you think people would use to find your type
of business. Here’s where Hoops Chiropractic is doing on Google when doing a search for
“chiropractic beatrice ne.”

It looks like Hoops Chiropractic is listed second in the “places” results and third in the
standard organic results as of the writing of this guide. So the results aren’t bad, at least for
this particular keyword search, but of course there is room for improvement.

Starting with Google is an obvious first choice, but it’s a good idea to repeat the same
keyword search on Bing, Yahoo!, and some other search engines. Your keyword searches
should reflect searches that your target audience might use.
I recommend creating a record of keyword searches that you perform, on what search
engine, and ranking information for each. Here's an example that you could follow.
Keyword Search Phrase

Search Engine

chiropractic beatrice ne

Results Rank

Places Rank

Google

3

2

chiropractic beatrice ne

Bing

5

6

chiropractic beatrice ne

Yahoo!

3

3

family chiropractic beatrice ne

Google

8

N/A

family chiropractic beatrice ne

Bing

16

N/A

family chiropractic beatrice ne

Yahoo!

10

not listed

wellness beatrice ne

Google

not listed

not listed

wellness beatrice ne

Bing

not listed

not listed

wellness beatrice ne

Yahoo!

not listed

3

low back pain beatrice ne

Google

not listed

N/A

low back pain beatrice ne

Bing

not listed

N/A

low back pain beatrice ne

Yahoo!

not listed

N/A

sports injury beatrice ne

Google

16

N/A

sports injury beatrice ne

Bing

3

not listed

sports injury beatrice ne

Yahoo!

3

N/A

headaches beatrice ne

Google

16

N/A

headaches beatrice ne

Bing

5

N/A

headaches beatrice ne

Yahoo!

5

N/A

This is a fairly short and simple example, that only took a few minutes to complete. Yours
may be longer or shorter depending on the keywords you've listed in your target audience
analysis. In addition, you may want to search using synonyms for your keywords. For
example, someone may search for "healthy living" instead of "wellness." Keep track of all of
these results in a spreadsheet program such as Excel.

Know Your Competition
For Hoops Chiropractic, it's pretty clear who the primary competitors are—other
chiropractors in Beatrice and the surrounding area. However, there are also indirect
competitors in the areas of wellness and injury rehabilitation, such as physical therapists.
I recommend writing down who your competitors are, ranked by how closely they align with
your business model. Then list the areas that they compete with you in. Going through this
process may yield some additional insights that you haven't thought of yet.
While you're making your list of competitors, you could also examine their website to try and
determine why they show up higher than you in some search results. They may include
important keywords in specific areas of their site. Make a note of these things for later.

How to Measure Results
Now that you understand your baseline search results and how you're doing against your
competition, you'll want to be able to measure changes in your site performance.
One of the easiest things to do, is to simply repeat your search queries on each of the search
engines after making changes to your site. It usually takes search engines a few weeks to reindex a site, so wait at least two weeks before repeating your searches. Make note of where
you're ranking now compared to where you were before.
Another good tool to measure your site's performance, not just with search results, is a tool
like Google Analytics. Google Analytics will tell you how many users are visiting your site,
keywords people are using to find your site, and much, much more. Here’s an example of a
visitor graph from Google Analytics:

Talk to your friendly, neighborhood web designer about setting this up for you. While I
won't go into how to use Google Analytics in this guide, there are a number of resources
available online about how to properly use it and interpret the results.

What's Next?
Now that you have a base understanding of how search engines work, and you've done some
research and analysis about where you're at currently, you're ready to start making some
informed decisions about how to improve your site ranking.
I like to classify SEO into two categories: On-site SEO and Off-site SEO. On-site SEO is any
changes you make within the pages of your website, such as placing important keywords in
your content. Off-site SEO is anything you set up outside of the pages of your website, such
as a Facebook page. We'll delve into both of these topics in the next chapters.

On-Site SEO
There are many best practices for making sure the pages of your website look as relevant as
possible to a search engine. There are also some practices to avoid, sometimes called "black
hat" techniques. We'll look at both good and bad practices for your on-site SEO in the next
few sections.

Relevant, Quality Content
Search engines place a lot of value on the content of your website, which is primarily just the
text on the website. The quality of your website content is the number one driver of your
search engine rankings. High quality content needs to be useful and relevant to your target
audience.
Usefulness is certainly a qualitative measurement—think carefully about what content a user
would be looking for on your website. Make sure you provide complete information, and
include relevant details.
You can also try to craft the language of your text using relevant keywords. Think back to the
analysis of your target audience and the test searches that you did. If you're not ranking well
with a particular search keyword, you might need to change some wording a bit, add a new
section or page, or restructure some of the content. You can easily overdo this language
crafting—so be careful that the language you use does not seem unnatural.

Structure and Readability
The structure of your content is also very important to how search engines index your site
and place importance on keywords. For example, look at the structure of this guide. The
content is organized into Chapters, which are divided into sections with Headings. Certain
information is organized into bulleted or numbered lists. I may use bold or italics to provide
emphasis for certain words or phrases. I've also included images and links to relevant
content throughout the guide. If there was no structure to this guide and it was just
paragraphs of information, it would be extremely difficult to read and understand. The
pages of your website work the same way.
While your end goal is to improve the ranking of your website in search engines, don't
sacrifice the quality of your content to do it. In the end, that will make your site less useful,
which will hurt your ranking in the long run.
If you're not the best writer, work on an outline or rough draft of your content. Have a friend
or family member read it and make some suggestions. You can even hire people to write

content for you—it’s a skill called Copywriting. Your friendly neighborhood web designer
may offer this service or refer you to someone.

Update Content Regularly
Google and the other big search engines consider how often a page is updated in their
rankings. If you are regularly updating content and keeping the information fresh and
relevant, the search engines will know that your site is actively maintained.
I actually consider updating content on a regular basis to be the most difficult goal to achieve
in this guide. Why is it so hard? Because you have to make time for it. Unless the web is a
big part of your business model, you're probably focused on the main aspects of running
your business. Most of the time, your website sits there—the content may still be accurate
and relevant, but that doesn't mean that it's changed in the last six months.
This guide isn't meant to be something to be followed to the letter. You can obviously pick
and choose certain things to improve your ranking. If you simply don't have the resources to
update your website on a regular basis, then focus on other things for now. If you do have a
little time on your hands, schedule some time in your week to write new content or refresh
old information.

Meta Information
Information stored in meta tags on your website is "content" that is outside of the normal
content area of a web page. Sometimes meta information is hidden, but it can provide
additional context about your website for search engines and potential visitors.
There are actually hundreds of meta tags that a web developer could add to a website.
However, only a couple really affect how search engines rank your page: Title and Meta
Description.
The Title of an individual page on your website is what is displayed within the tab or top of
the window in a web browser. It's also what is displayed as the link to your site in a search
engine result. Typically, the Title contains the name of the website and the title of the page,
such as “Contact Us.” You can also include additional information in the Title, if it's
relevant. Here's an example from Bing search results.

Because search engines value the information in the Title, it might help with Hoops
Chiropractic's rankings to include additional relevant information in the Title. For example:
Hoops Chiropractic - Chiropractic Care and Wellness in Beatrice, Nebraska.
The other important meta tag for search engine ranking is the Meta Description. This
information is displayed in gray text directly below the URL in the screenshot above.
However, that text is not actually displayed anywhere on the Hoops Chiropractic website.
The Meta Description is hidden from normal view, but search engines can still see it, so they
will also use it as a factor in your ranking.
You can (and should) use a unique Title and Description per page on your website. This is
because each page will likely have some unique content, so the Title and Description should
be crafted towards the relevant keywords for each page.
In the upcoming Tools section, I'll mention a helpful tool for updating your Titles and Meta
Descriptions on the pages of your website.

Domains and SSL
There are two main things to consider for SEO when setting up your website on a hosting
provider. First, you should have your own domain for your business. Most likely, this will be
your own ".com" address. As cheap as a domain name is, this should be a no-brainer.
The second thing you should consider, is having an SSL certificate (or security certificate)
installed. You'll know a site has an SSL certificate when you see the lock icon in your
browser and the website address begins with "https://" rather than "http://".

If you're doing any kind of payment or transactional activity on your website, an SSL
certificate is a must-have for your website. However, you can still install an SSL certificate
on your site, even if you're not doing that kind of activity. In these days of security and
privacy concerns, it has become a best practice to make your site appear secure and safe,
even if it's not totally necessary. Recently, Google and other search engines have started
factoring SSL certificates in their rankings, and rewarding sites that have them installed.
There are different options for SSL certificates. Most providers will charge a fee, but there is
a new provider called Let's Encrypt that provides free SSL certificates. Talk to your local web
developer or web hosting provider about installing an SSL certificate on your site.

Website Design and Performance
Another ranking factor for Google is both the design of your website and its performance
(how quickly it loads). Over the last decade, the number of different sized screens your
website can be viewed on has changed dramatically. We now have really tiny screens on our
phones and really large screens in our living room. All these screens could potentially be
used to display your website, so it's important that your site can automatically display itself
in an optimal way, no matter the screen size. This is a concept called Responsive Web
Design and it is vital for a good user experience on your site. Google can tell if a site is
mobile friendly, and considers that a ranking factor in search results.
Google also rewards quickly loading sites. No one wants to wait for a slow site to load, so
this is another factor of a good user experience. There are a number of ways to increase the
performance of your site, such as optimizing images and caching. Your friendly
neighborhood web designer can help you optimize your site to ensure it loads as quickly as
possible.

Website Structure and Accessibility
The underlying HTML structure of how your site is coded is also important. If your web
designer did their job, they would have followed standards and best practices. There are
several benefits from using a good HTML structure, such as accessibility, consistent display,
and search engine rank.
Website accessibility is important in making sure your website can be used by visitors with a
disability. For example, if a user is sight-impaired, they may use a screen-reading program
to read text on their screen to them. Like your HTML structure, if your web designer did not
factor in accessibility, your website could be a challenge to use for an impaired visitor.
If you do your own website maintenance, a common task is to add or change some of the
pictures on the site. One important and easy step for accessibility is to add Alternate Text
(alt text) to any images on your site. This will allow those images to be read by a screen
reader. As a bonus, the alternate text is also indexed by search engines, allowing you to place
to put additional keywords within your content.
Having an accessible site and one that is coded using best practices is important for all users,
as well as rewarded by search engines. Changing your HTML structure is not a trivial task,
especially on an existing site. This is another thing to talk to your web designer about. If a
web designer doesn't state that they follow standards and best practices, it's probably best to
avoid them.

Bad Practices
SEO is an evolving field as search engines change how they rank sites. In the early days of
the web, it was easy to trick search engines to rank your site higher by manipulating your site
in a variety of ways. Search engine companies got wise to this, and will now punish your
ranking if you follow these bad practices. Stay away from the techniques below.
Duplicating Content
Each page of your site should contain unique content. Don't repeat the same information in
multiple separate pages, unless it's in an area such as your header and footer. Keep the
content of each page different and relevant to that page.
Keyword Stuffing
Earlier in the guide, I mentioned sprinkling certain keywords throughout the content of your
pages. This is still recommended, but you can go too far. If you are throwing tons of
keywords into your copy, and making the readability of your copy worse, it will hurt your
search engine ranking. Be sure to sprinkle those really important keywords in titles,
headings, and a few places throughout your content. But don't overdo it—keep the wording
natural and easy to read.
Hidden / Invisible Text
Don't try to fool a search engine by hiding additional keywords in white text on a white
background, or using other techniques. It won't work. Just write good copy.

Helpful Tools
There are many tools out there for improving your on-site SEO. There are a couple that I use
on a regular basis.
Yoast SEO plugin for WordPress
I install this plugin on almost every WordPress site I build. It makes it easy to optimize your
titles, headings, and content with keywords—but also scores your content on readability.
You can also use this tool to update your webpage titles and meta descriptions easily.
(https://wordpress.org/plugins/wordpress-seo/)
Moz Keyword Explorer
This is a handy tool for keyword research. You can type in any keyword and get information
about it, as well as related keywords.
(https://moz.com/products/pro/keyword-explorer)

Off-Site SEO
Off-site SEO is a term that I use for anything you do outside of your website, to try to
increase the ranking of your website in search results. This might include trying to get sites
to add link on their site to yours, creating social media pages, and listing your business in
online directories.

Inbound Links
Inbound links, also sometimes referred to as “backlinks,” are links from another website to
your website. The more quality inbound links you have to your site, the better your search
ranking.
There are a variety of ways to get inbound links:
• Add your site to an online directory, such as DMOZ.org.
• Social Bookmarking—on sites like digg.com and reddit.com.
• Social Media—search engines index tweets and social networking profiles.
• Links within other websites you own—if you happen to have more than one website, link to
each other if they are relevant to each other.

Social Networks and Directories
Creating a presence on some social networks and directories will create additional inbound
links for your site, if set up properly. Social networks are also an inexpensive marketing tool,
which can help build loyalty and awareness of your business. Most social networks also let
you post paid advertisements, but that’s certainly not required to build an audience there.
Online business directories are pretty straightforward, and allow you to list information
about your business, such as your phone number, email address, location, and hours. Some
directories blur the line between a directory and a social network, depending on the features
they offer to users.
There is such a huge number of social networks and online directories—so many that it’s not
practical to use every single one. Below is a list of some of the most popular and widely used
social networks and directories that can be used for businesses. Pick the ones that fit your
business. Think about the type of information you want to communicate, such as text,
images, or video. Also use the networks what your target audience is using, otherwise you
might be all alone out there.

Facebook
Almost everyone is on Facebook, so this will probably be your first social network for your
business. Facebook lets you choose from a few different types of business pages after you
have a Facebook account. If you’re a local business with a physical location, most likely you
will create a Local Business or Place page. Once set up, other people on Facebook can
like your page, which lets you create posts that will show up in their Facebook newsfeed.
If your Facebook page is configured to be public, anyone outside of Facebook can view the
information about your business, and the page will show up in search engine results.
Here’s what Hoops Chiropractic’s Facebook page looks like, for an example.

(http://www.facebook.com)

Twitter
Twitter is another common social network. Twitter doesn’t differentiate between an
individual or business account—you can simply create a profile for your business and start
posting. Anyone following you will be able to see your tweets in their Twitter feed.
Twitter is known for it's 140 character limit for tweets (your posts). So, if you plan on
posting longer messages, you may get frustrated with this limitation. You can also tweet out
images, videos, and links to other content, so you do have some flexibility in the type of
information you can send out.
(http://www.twitter.com)
Google My Business / Google+
Google My Business is a business network where people on the Google+ social network can
follow you, but more importantly, it also lets you provide Google with specific information
about your business which can appear directly within search engine results. This
makes Google My Business an incredibly important network to use. Here's an example:

Look at that highly visible area with information about Hoops Chiropractic, right there in the
search results! That’s not an ad, it’s simply information that Google is pulling from the
Google My Business page, based on my relevant search.
(http://business.google.com)
Bing Places
Bing has a similar feature to Google My Business called Bing Places. It works virtually the
same way, just in Bing's search results. Bing is another popular search engine, so this is also
a very important place to have your business listed.
(http://bingplaces.com)

YP.com / Yellow Pages
While the physical Yellow Pages are slowly going the way of the dodo and the dinosaurs, they
are trying to recreate the Yellow Pages online with a business directory called YP.com. You
can get your business listed in their directory, which provides another inbound link to your
website.
(http://adsolutions.yp.com)
Yelp
Yelp is business directory with a mobile app, which lets you find businesses near you. Yelp
users can also rate and leave comments about the businesses they visit, which can be both
good and bad, depending on those business ratings.
(https://biz.yelp.com)
Foursquare
Not too different from Yelp and Facebook, Foursquare is a business directory with a mobile
app, which helps people find businesses near them. Again, people can leave comments and
reviews about your business.
(http://business.foursquare.com/claim)
Apple Maps
If you use any Apple devices, you’ve probably used Apple’s built-in Maps app. Recently,
Apple has created an online portal where you can submit your business to be listed within
their maps.
(https://mapsconnect.apple.com)
Manta
Another pretty straightforward business directory, along the same lines of YP.com.
(https://www.manta.com/ng?rl=addacompany-header&add_driver=header#!/member/
company/add)
Instagram
Instagram is a social network and mobile app, that focuses on sharing photos and videos. In
addition to a personal account, you can create a profile for your business. Instagram is very
popular, and an important network to be on if you intend to share a lot of photos or videos.
(http://www.instagram.com)
Pinterest
Pinterest is another popular social network/bookmarking site. Pinterest users can pin (i.e.,
bookmark) anything they find on the internet, and other Pinterest users can follow them and
see what they pin. It's basically like online scrapbooking. Pinterest is also very popular, and
can be useful if you intend to curate useful links and images that people might want to

follow. For example, if you’re an interior designer, you might curate images or various
websites featuring different building interiors that you like.
(http://www.pinterest.com)
LinkedIn
LinkedIn is another very big social network, that focuses on professional networking. You
can also create a business page on LinkedIn. If you serve other businesses, or are interested
in using LinkedIn for recruiting, this is a good social network to be on.
(http://www.linkedin.com)
YouTube
Yes, YouTube is also a social network, not just a place to watch videos. It's also one of the
top visited sites on the entire internet. If you intend to create any video content to share
online, definitely consider creating a YouTube page—people can subscribe to it, watch your
videos, and leave comments.
(http://www.youtube.com)
Tumblr
Tumblr is kind of a cross between a social network and a blogging platform. You can create
your own Tumblr blog, people can follow it, reblog your posts, etc.
(https://www.tumblr.com)

Where to Start
As I mentioned before, with so many options out there (and new ones every week, it seems),
it can be overwhelming to know what social networks and directories to use.
At a minimum, I would recommend at least setting up a Facebook page and a Google My
Business account. Nearly every one is on Facebook (for better or worse), and Google is very
dominant in the search engine space. Both of these are pretty easy to set up and I'll go into
some best practices in the next section.
Some sites automatically create a listing for your business based on information already
available on the web. So, you'll should do a search for your business to see if it is already
listed. If it is, there is usually a link or button to claim the business listing as your own.
Once you've verified that you're the owner of the business, you can customize the listing by
adding additional information and images to help your listing stand out.
If there are other social networks or directories that make sense to use for your business, set
those up as you have time, or use them on a trial basis since all of them have a free level of
service.

Best Practices
Like your website, your social network and directory presences should contain detailed,
relevant information targeted for your audience. Be sure to include all the obvious things
like your phone number, physical address, email address, and business category.
Most sites also let you include a brief description that is a few sentences long. Like the
content of your website, be sure to include your most relevant keywords in the description.
Don't overdo it though, the most important thing is that it's easily readable and
understandable to a human being.
Nobody likes to look at a boring site or page, so be sure to find some photos or graphics to
add to your social network pages or directory listings. Try to use your logo and any other
branded elements to make your page look like your own.
One step that is easy to miss but very important is to include your website address. This gets
you another inbound link to your website. Also, you'll want to have your web designer add a
link on your website to any of your social network pages that you set up. This "cross-linking"
of your website and social network pages helps search engines know that these different sites
are related to each other.

Bad Practices
Most of the information included in the On-Site SEO section about Bad Practices also applies
here. In general, don't try to be sneaky or "game" the social network sites. Keep things
professional and relevant. Don't try to stuff a bunch of keywords into one of these pages, but
do carefully use your most important keywords in your descriptions. You can always include
secondary keywords in posts to your followers.

Tools
Managing several social network pages can be a challenge. These tools can help.
Yoast SEO plugin for WordPress
While primarily for on-site SEO purposes, this plugin also helps connect your website to
your social network accounts through an easy to configure interface.
(https://wordpress.org/plugins/wordpress-seo/)
Moz Local
This tool from Moz is useful for analyzing your business information across multiple search
engines and directories. That way you can ensure the information on all of the sites is
accurate and consistent.
(https://moz.com/local/search)

Buffer
Buffer is handy tool that lets you post to multiple social networks at once. You can also set
up a queue to schedule posts at a certain time. I use this tool a lot, and it can save a lot of
time.
(http://www.buffer.com)
Mobile apps for social networks
Many social networks and directories have mobile apps—you probably already have some of
these installed on your phone or tablet. What you might not know is that some social
networks have separate apps just for managing your business page or listing. A couple of
examples are the Facebook Pages Manager and the Yelp for Business Owners apps.

Review and Checklist
Now that you know the basics of both on-site and off-site SEO, you should have the tools and
knowledge necessary to improve your website ranking. There is no perfect formula to follow,
but the tips and techniques in this guide should give you the best possible chance for success.
I hope you’ve found this SEO Guide to be a helpful resource to get you started improving
your search engine ranking. There are many more resources with additional information
about SEO topics online, and I’ve included links to sites that we’re helpful to me in the next
chapter.
Finally, I’ve included a helpful checklist to follow below, so you can start checking off those
steps to improving your website SEO.

SEO Checklist
✓ Identify and document your business’ target audience attributes
✓ Research your current search engine ranking results with several relevant keyword
phrases, on each of the major search engines to determine your baseline
✓ Research your competition and identify where they are ranking higher than you
✓ Set up Google Analytics on your website so you can measure changes in your website
traffic levels and other statistical information
✓ Make sure your website content is high quality and relevant to your industry or business
✓ Check your website’s readability and make sure it’s well structured with headings, bullets,
and other formatting
✓ Update your content (regularly!) if it’s out of date
✓ Improve your Titles and Descriptions (meta information) of each of your web pages
✓ If your site seems to load slowly or is not optimized for mobile devices, talk to your friendly
neighborhood web designer
✓ Add your site to DMOZ.org
✓ Create a Facebook page for your business
✓ Create a Google My Business account, verify your business, and add any relevant
information
✓ Do the same thing with Bing Places

✓ Consider adding your site to other social networks or directories
✓ Use your social network accounts regularly to send useful information to your followers
✓ A few weeks after making SEO changes, re-do your baseline search engine searches to see
if you have improved your ranking
✓ Continue on making improvements and trying new things!

Sources
These are the sources I used for this guide, and are good resources for additional
information.
• Search engine optimization (https://en.wikipedia.org/wiki/Search_engine_optimization)
• Web search engine (https://en.wikipedia.org/wiki/Web_search_engine)
• How Does Google Rank Websites? (http://www.seomark.co.uk/how-does-google-rankwebsites/)
• Google’s 200 Ranking Factors: The Complete List (http://backlinko.com/google-rankingfactors)
• Five Ways to Improve your Site’s Ranking (SEO) (https://www.mtu.edu/umc/services/
web/seo/)
• 10 Bad SEO practices that will destroy your Google Rankings (https://
www.reliablesoft.net/10-bad-seo-practices-that-will-destroy-your-google-rankings/)
• Google Webmaster Guidelines (https://support.google.com/webmasters/answer/35769)
• SEO Tips: Get More Traffic with these 10 Important Inbound Links (https://
www.hostway.com/web-resources/search-engine-optimization/link-exchange/seo-tipsget-more-traffic-with-these-10-important-inbound-links/)

