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Learning Objectives 

After reading this unit, the reader will be able to: 

• tell the meaning of search engine optimization (seo) and related concepts; 

• summarize the relevance and benefits of search engines and its application for 

marketing tourism and hospitality businesses; 

• explain the five components or pillars of seo strategy and ranking factors for 

web pages; 

• remember methods for increasing the ranking of businesses in search engine 

results page; 

• understand metrics and tools of seo analytics for a website. 

5.0 Introduction 

 

 The internet has become a new channel in the business world. The growing popularity 

of the internet has allowed marketers to reach customers in an effective and speedy way (Eren, 

2009, cited by Yalçın & Köse, 2010). As the internet includes thousands of web pages, search 

engine optimization provides an easy and efficient way to get desired information or data 

quickly through search engines. According to Alexa Traffic Rank, Google.com is the most 

trendy and popular search engine in the world. 

It is unquestionable that SEO, which enables business to be found by clients on 

the internet, is a significant part of marketing. Perhaps, the most noticeable difference 

of SEO in comparison to traditional marketing is that customers search for businesses 

rather than businesses looking for clients (Zilincan, 2015). It is relevant for small and 

medium sized tourism enterprises (SMTEs) to make use of search engines as they 

improve the visibility of the different services and brands, leading to greater popularity. 
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Thus, it is of great importance to optimize a business’s website and content and take 

the strategy of SEO into consideration, which will help the company to reach a bigger 

audience. In this module, we will learn in depth what search engines are and how they 

work as well as how SMTEs can make use of search engines as a tool to make the 

business be found easily by consumers on the internet and how this would lead to 

business performance. 

5.1 Search Engine Optimization and Related Concepts 

As more and more businesses are conducted online, it is important for 

businesses to make themselves known on the internet and have a web presence. The 

key to be found on the internet by the right and suitable people is via search engines; 

that is, through a search result listing, which is based on what is known as search 

engine optimization (SEO) or by a pay-per-click (PPC) listing (Kennedy and Kennedy, 

2008 cited by Kritzinger & Weideman, 2013). However, in this module, we will focus 

on the former.  

Khraim (2015) explains that search engine optimization (SEO) refers to the 

procedure of writing, designing and coding a website to improve the visibility, findability 

and quality of a business website on the internet. The role of SEO is tied in with 

achieving the highest-ranking position on search 

engine results page. The aim of SEO is to improve the 

ranking of a website and make the website appear in 

the very first pages on the search engine results page. 

When people search for a product, brand or 

business they tend to examine only a few pages of 

search engine results. After exploring the first three or four result pages, other pages 

are not taken into consideration by users. Due to this fact, it should be considered to 

move a web page to the top lists of search engine results page. In order to accomplish 

it, the information or data related to the business is collected by using search engines. 

In a competitive business environment, a company can raise its web page to the top 

lists to achieve the highest (or one of the highest) positions by using search engine 

optimization techniques. Moreover, it is significant to have a well-structured, effective 
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and attractive web page in order to introduce the services, products of a particular 

business in a better way (Yalçın & Köse, 2010). 

Figure 1 shows an example of how the search results are displayed following a 

search for “Hotel in Huelva” on Google. Those marked in red (top ads) are ranked 

highest in the search results; those marked in yellow (organic results) appear below 

the top ads. These paid ads or organic results can also be presented on sideways.  

 

Figure 1: Search Results for Senator Hotel in Huelva 

 

 

In the world of internet commerce, ranking high on search engine results page 

is of great importance. Recent studies on users' behaviours have shown that 92% of 

users tend to glance at results only within the first search engine results page (Shelton, 

2017). This means that if a website does not appear on the first page, it does not have 

the chance of being seen and found by majority of users searching on the internet. If a 

website is not in the top 30, that means that the website has very few opportunities to 

be read by searchers (Wedeiman, 2009; Clay, 2006, cited by Kritzinger, & Weideman, 

2013). As shown in Figure 1, that is how a search on Google would look, being the first 

page the most highlighting one, followed by the next three pages, and which according 

to the previous research mentioned, a great number of users (92%) would click on the 

first of them. Thus, it is highly significant to raise the webpage to the topmost on the 

search listings. Although the major aim of SEO is to optimize traffic to a business 
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website through searches on search engines, the objective of businesses is to increase 

their profits. For this reason, one of the primary steps in this optimization process is 

recognizing and identifying the costs and advantages of distinct strategies for 

increasing traffic (Baye et al., 2016). 

There are several concepts closely related to search engine optimization and 

they are explained below. 

• Search Engine Marketing (SEM): This term was introduced by Sullivan 

(2001) to make reference to a diversity of activities involved in managing pay per click 

(PPC) listings, carrying out SEO, working out online marketing strategies for 

businesses and submitting websites to directories. SEM is also considered as a way 

of web marketing that searches for promoting websites by raising their visibility in 

search result pages (Kritzinger & Weideman, 2013). 

• Search Engine Advertising: Search engine advertising is a type of online 

marketing in which paid advertisements are shown on search engines such as Google. 

These advertisements can be seen in the search engine result pages. Advertising on 

search engines can be a useful and worthwhile way to improve our brand or business; 

because using this practice makes our business and web contents more visible on the 

internet.  

• Paid Online Advertising: Paid online advertising is the purchase of online 

advertising spaces or spots to attract internet traffic and consumers. Advertisements 

are placed on relevant websites.  Cost of the paid online advertising depends on the 

number of interactions with the content or it can have a fixed cost established for 

maintaining advertising on websites (Haas, 2019). 

• Pay-Per-Click advertising (PPC): PPC is used in order to describe different 

overlapping practices which make reference to linking individual websites to concrete 

keywords for payment (Moxley et al., 2004). Accordingly, potential customers are 

directly taken to a website by choosing keywords that their particular target market will 

employ in a search (Curran, 2004 cited by Kritzinger, & Weideman, 2013; Moxley et 

al., 2001). 

• Directories and Website Portals: Website portals is a web pages collection 

related to, and common with, an internet domain in the World Wide Web (Sitio Web, 
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2021). Web directory is a web place that contains data, images or links to other web 

places. Web directory is characterized by containing categories and subcategories 

structures. Directories and website portals can be considered like pages or web sites 

included in the World Wide Web that allow us to place our content on the internet. 

5.2 Advantages and Disadvantages of Search Engine Optimisation 

 

The most common advantages of SEO are explained below (Kharim, 2015). 

➢ The primary benefit of SEO is related to the fact that a company or business 

can be ranked in the highest ranks of search engine results page without any 

fuss. When users look for the information they need, they are more likely to opt 

for those sections which appear on the first page. If a website ranks high, it 

becomes easier to find, leading to a growth of traffic (Nezar, 2009, cited by 

Khraim, 2015). 

➢ The use of SEO saves a lot of money and time, as it is a cost-effective way of 

marketing in comparison to traditional marketing. Moreover, the effect of SEO 

can last longer than other tools if the website is designed suitably and properly. 

➢ SEO leads to a major brand visibility. More visitors and users will be attracted 

to the website when consumers search for the brand and services a business 

is providing through the website. 

➢ A website is available and valid for a great number of online clients in a suitable 

way. A better optimized website is more likely to attract more potential clients. 

➢ An increase in accessibility leads to higher sales for the services and products 

(Lourdes and Paloma, 2013, cited by Khraim, 2015). 

Regarding SEO’s drawbacks, the major disadvantages are the following 

(Kritzinger & Weideman, 2013): 

➢ SEO cannot guarantee top rankings (Visser and Weideman, 2011). 

➢ One obstacle to performing a functional SEO program is the fact that each 

search engine contains its peculiar requisites which means that a website 

optimized for one search engine is not optimized for the rest (Sen, 2005). 

➢ Another disadvantage refers to the fact that search engines are continuously 

changing their ranking algorithms to avoid search engine spam. Because of this, 
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websites have to be constantly actualizing their SEO strategies, which can be 

expensive. 

 The most common search engine companies which produce more searches are 

Google (the most outstanding), Bing, Yahoo, Yandex, Baidu and DuckDuckGo. 

Figure 2 shows market share of search engine companies in 2022. As shown in 

Figure 2, Google handles 92% of all search queries across all search engine 

providers, implying that more than nine out of ten internet users who search for 

information online use Google. In comparison, Microsoft's Bing, which currently has 

a market share of 3.33%, only manages a fraction of Google's volume. Yahoo is 

the third most popular search engine, with a 1.34% market share. 

 

Figure 2: Market Share of Search Engines 

 

Source: Oberlo, 2022 

5.3 How Search Engines Work 

 

  In order to implement a successful SEO strategy, it is of great importance to 

understand how search engines work as well as what people are seeking. Search 

engines are complex and elaborated software applications which are automated to 

investigate (“spider” or “crawl”) the internet in order to find websites and collect data 

about different websites. The collected data covers some keywords of the content of 

the web site, the web site URL, the code structure as well as the links provided on the 

web site. The related data is stored on a database. All this is made by the search 

engine software (spider, crawler, bot). A search engine crawler is a program (also 
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known as “bot” or “robot”) that searches the web in an automated and logical way. 

Search engines make use of these crawlers in order to find up-to-date data (Khraim, 

2015; Yalçın, & Köse, 2010).  

 The goal of search engines is to bring the user the most relevant content based 

on the keyword used for searching. When a user or customer search for a specific 

keyword, search engines search the web by “crawling” to find the most relevant content 

depending on the searched keyword (Neher, 2019). Neher (2019, p.124) explains the 

steps and processes involved in the working of a search engine as follows: 

 

Step 1-Web Crawling: Search engines send out search bots known as "crawlers" or 

"spiders" to crawl the web using an automated software program; 

Step 2-Analyzing Websites: Spiders evaluate and learn about a site by analysing 

metadata and keywords, as well as other data such as links to other sites and pages; 

Step 3-Indexing: Spiders compile their findings from each page to create an index. 

The indexes are stored in massive data centres built all over the world; 

Step 4-Finding the content: When a user enters a keyword query into a search 

engine, the search engine uses algorithms to sift through billions of indexes to pull out 

the most relevant results; 

Step 5-Displaying Search Engine Results Page (SERP): Users are provided with 

rankings of websites that search engines have determined to be the most relevant and 

popular.  

 According to Neher (2019) Google bases the content we view on three 

fundamental components on the internet: Authority, Relevance, and Technical. 

Authority: It is the importance of the website evaluated by the search engine. Google 

uses many factors to evaluate the authority of the website like the age of the domain, 

legitimacy of a site, social media profiles and links.  

Relevance: It is about how relevant a site is for a specific term that is searched. 

Therefore, it is important to use the most relevant phrases and keywords regarding 

content of the website and searched terms. 
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Technical Aspects: Technical aspects includes availability of a sitemap, readability of 

files, logical organization of the content, existence of appropriate sub-pages or 

category pages to drive search traffic to a site. 

5.4 Components of Search Engine Optimisation Strategy 

 

 For tourism and hospitality organizations, SEO strategy involves the use of 

critical tools and means for ranking high in search engine results page. Search engines 

do not reveal algorithm for online searching. But it is generally accepted that there are 

5 critical components of a successful SEO strategy: identifying search keywords, 

developing high-quality content, on-page optimization, off-page optimization and 

technical optimization (Heinze, 2020; Kumar et al., 2019). Each component of SEO 

strategy is briefly explained below.      

5.4.1 Identifying Search Keywords 

 

 In order to increase the possibilities for a company or brand to be in a higher 

position in a search results page, keywords used by consumers to search tourism and 

hospitality related products need to be considered. The most crucial thing is to identify 

and employ the most precise terms which are related to our business and products on 

the contents of the webpage. Keywords are the resource that will help customers and 

other users to find us easily among the thousands and even millions of results that a 

search engine like Google can give for a search. 

 A keyword, as Fleischner describes in his SEO Made Simple (2020), is any word 

or phrase that best describes our business and the content on the website. Another 

way of seeing keywords is that they are what users type into the Google search box 

for looking for specific businesses or products. If we want to find the best keywords for 

our website, first we must think like the user would think and wonder what they would 

type in when they’re looking for the services that we provide. For instance, if our 

company offers food, we need to consider what the searchers would write in the search 

bar. 

 A search engine can give us two types of results: digital ads and organic search 

results. If we google “Hotels in Istanbul”, we will get ads results at the top of the list and 
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organic search results below them. We will also see URLs. These URLs take us to the 

websites of hotels that are in Istanbul. This is because those ads and websites have 

used “hotels and İstanbul” in their descriptions, in the coding of their web pages, and 

on their website. We need to take into consideration that Google works essentially with 

keywords, and the closer they are to users’ search queries, the better for us. 

 Now that we know how keywords work, we need to consider “search volume”. 

The search volume is how much a keyword is demanded; this is, how many times it is 

typed in by users. So even if we think we have a good keyword that relates to our 

product or business, it does not necessarily mean that it is well demanded or used by 

the target market. Therefore, part of the keyword research is to check how much the 

keywords that we want to utilize are used (Kelsey, 2017). There are two easy 

tools/websites that will help us with our keyword research. On the one hand, we have 

Wordtracker, and it will show us what the search volume for a keyword or keywords 

approximately is. It has 5 free searches and then we can buy the plan that best fits our 

needs. In addition to the search volume of the keyword that we type, it also gives us 

keyword suggestions that we can have a look, showing their search volume and the 

competition. When a suggestion is more specific it is called a “long-tail keyword” 

(Kelsey, 2017). Another tool is Google AdWords. Even if we are not very concerned 

about ads yet, it can help us see real data about keywords too, such as the search 

volume and the competition that there is for the keywords that we want to use. We 

must bear in mind that Google is like a “voting machine”, which means that the better 

and more precise our keywords are, the better. Let’s draw on the hotel business again. 

If we search for hotels in İstanbul on Google, the big companies will be most likely to 

appear. Then, we need to be more specific with our keywords or keyword phrases. For 

example, we can search for “youth hostels in Taksim, İstanbul”. There is less 

competition for such specific keywords and phrases than more general ones, which 

will differentiate our business from others, giving more traffic to our website (Fleischner, 

2020). 

 Another thing that is convenient to remember is that there is competition. Our 

company is probably not the only one offering the same services that we provide, so 

we need to consider how much we are willing to pay for a click on our ads (if we’re 

running ads) and that they might be using the same keywords that we want to use. 

Remember that everyone wants to be the first to appear in a search engine results list. 
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Our world is run by efficiency along with speed, and users are most likely to not look 

at the results on page 2, let alone the other pages. Keep in mind that Google, is like a 

voting machine, so we need to question ourselves whether we can optimize our web 

(both on-page and off-page) and our content to attract more clients or not compared to 

competition. Improving our SEO is more about outdoing our competition and applying 

it to our SEO strategy than having perfect SEO techniques that do not really help us 

(Fleischner, 2020). There are four criteria that can be used to select the right keyword 

among alternative keywords: relevance, specificity, popularity and competition 

(Heinze, 2020). 

Relevance: Selected keywords should be the most relevant keywords to the business 

of the service provider as well as consumer search terms.  

Specificity: Selected keywords should specifically define service providers’ business, 

products and consumers’ search terms. Longer keyword phrases are more specific in 

general.  

Popularity: Popularity is the frequency of the use of keywords and phrases, which can 

be measured by the average monthly or yearly search volume. 

Competition for the Term: Paid search results are used to gather information about 

how popular specific queries and keyword phrases are. Because of this, it is a less 

useful indicator of rivalry for organic SEO, but it still shows the level of competition.  

5.4.2 Developing High-Quality Content 

 

 Creating and publishing valuable, relevant, and consistent content on business 

websites and digital channels is critical for search engine optimization. The published 

content on the internet platforms including websites should reflect your keyword 

research and keywords used by consumers for searching relevant business, brand or 

product (Heinze, 2020). It should also give valuable, consistent and realistic 

information regarding the business, product or brand. The content of the webpage 

should also be aligned with target customers’ information needs and expectations 

(Heinze, 2020). The key attributes of high-quality content include the following (Heinze, 

2020; Singhal, 2011):  
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• The content should be relevant, appealing, original, detailed and accessible to 

your target customers. 

• The content should not be the same as other web pages or copied from other 

web pages. 

• The content should include images and video linked to other relevant pages 

within your site. 

• The content should include a clear call-to-action (e.g., email signup, download, 

subscribe, call a number, comment or share). 

• The contents should be easy to understand and clear. 

• The content should be interesting enough to engage the user. 

5.4.3 On-site Search Engine Optimization 

 

 It refers to those actions used in order to optimize ‘website navigation and to 

shape the hierarchy of your web pages – your website architecture’ that reflects 

researched critical keywords (Heinze, 2020, p.179).  On-site SEO is highly relevant for 

raising any blog or website to the higher rank in search engines as well as to gain 

organic traffic from search engines. On-site SEO process comprises those constituents 

directly connected to the website. The most critical elements of on-site SEO are: title 

tag, meta description tag, heading tag, and URL. 

Title Tag: A title tag is the title of a web page. Titles are both significant and the most 

basic constituent for search engine relevance. As shown in Figure 3, the page title 

presents the main topics of the concrete web page. The title tag appears in the <head> 

area of the HTML, being the major metadata about the page which impacts and 

influences the most.  

Figure 3: Title Tag and Meta Description Tag of a Hotel Website  

 



             

13 

Description Tag: Meta description tag includes a brief information concerning the 

page content, and it usually appears after the title in the search engine results page. 

This meta description tag can be used as a technique to promote the message so 

that visitors click on it and visit the website. As shown in Figure 3, it is located in the 

<head> segment after the page title.  

Heading Tag: An HTML heading tag is used to define the headings of a page. There 

are six levels of headings defined by HTML. These 6 heading elements are h1, h2, h3, 

h4, h5, and h6; with h1 being the highest level and h6 being the least. and the website’s 

history.  

Figure 4: Components of an URL 

 

URL: URL stands for Uniform Resource Locator. An URL is address of a given unique 

resource on the Web. URLs provide information to search engines about the content of 

a page and impact on rankings and visibility of website. An URL consists of internet 

protocol, subdomain, domain and domain suffix, directories and web page. SEO-

friendly websites should have the following features (Harsel, 2020): 

• Include your keyword relating to your business’ products/services. 

• Be descriptive and meaningful relating to popular searches. 

• Make it easy to read. 

• Use relevant categories/subfolders. 

• Contain around 3 to 5 words if possible. 

• Include keywords consumers use to search for your competitor’s services. 

 

In addition to these factors, search engines should be considered while 

designing a web site. Some questions which ought to be answered before starting to 

design it are the following (Yalçın, & Köse, 2010): 

● Is there any essential focusing or method used on search engines in order to           

catch users’ attention to the related web site? 
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● Which search engine is the related website a business would like to show on? 

● Which rank on the results page is adequate? 

There are numerous techniques available to achieve visibility, and many of them 

are a result of how search engine algorithms work. Firstly, the SEO professional will 

elaborate a list of different phrases or keywords. Relevance, the competitiveness and 

frequency of use the keywords or phrases are critical. Secondly, it is necessary to 

connect the website with the search engine index. This can be accomplished by 

introducing the URLs to the search engines. The third step consists of the manipulation 

of the on-page elements (page content, title tag, metatags, heading, site navigation) 

by part of the SEO professional to make the website more appealing and flashier to 

search engine crawlers (Malaga, 2008; Wedeiman, 2012, cited by Kritzinger, & 

Weideman, 2013). 

Another tool that can be used for on-site SEO is the free Google Business 

Profile. It is a Google business directory for local search engine optimization. Tourism 

and hospitality companies can register and populate it with their own content. They 

can enter their name, physical location address, phone numbers, opening hours, 

pictures etc. Google suggests the following steps for registering with the Google 

Business Profile: 

1. Access to Google Business Profile in the next link: 

https://www.google.com/business/. 

2. Click on “Manage now”. 

3. Access to our business google account or create one in the next url: 

https://accounts.google.com/SignUpWithoutGmail?dsh=547739982412218968

5&continue=https%3A%2F%2Faccounts.google.com%2FManageAccount#Fir

stName=&LastName= 

4. Write the name of our business and click on “Next” (if our business already 

appears, we could see it in a drop-down list). 

5. Write the address of our business and click on “Next”. 

https://www.google.com/business/
https://www.google.com/business/
https://www.google.com/business/
https://accounts.google.com/SignUpWithoutGmail?dsh=5477399824122189685&continue=https%3A%2F%2Faccounts.google.com%2FManageAccount#FirstName=&LastName
https://accounts.google.com/SignUpWithoutGmail?dsh=5477399824122189685&continue=https%3A%2F%2Faccounts.google.com%2FManageAccount#FirstName=&LastName
https://accounts.google.com/SignUpWithoutGmail?dsh=5477399824122189685&continue=https%3A%2F%2Faccounts.google.com%2FManageAccount#FirstName=&LastName=
https://accounts.google.com/SignUpWithoutGmail?dsh=5477399824122189685&continue=https%3A%2F%2Faccounts.google.com%2FManageAccount#FirstName=&LastName=
https://accounts.google.com/SignUpWithoutGmail?dsh=5477399824122189685&continue=https%3A%2F%2Faccounts.google.com%2FManageAccount#FirstName=&LastName=
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6. Select the category of our business and click on “Next” (we can create a 

category if we need). 

7. Write the telephone number(s) of our business and the URL of its website, 

and click on “Next”. 

8. To verify our relation with the business click on “Continue”. 

9. Select an option to verify.   

In contrast to other search engines, Google's own website-ranking algorithm 

sets it apart. Previously, the Google PageRank (or Google PR) metric could be used 

to represent the entire ranking system. Google PR served as a metaphor for the SEO 

sector. Due to the evolving complexity of the algorithm and developments in artificial 

intelligence, the Google Page Rank is no longer legitimate, but the idea of being able 

to analyse our website objectively is still quite alluring for those looking to boost 

rankings (Fleschner, 2020).  

What makes one result appear on Google over another? It starts by giving a 

certain web page a weight or level of relevance. Numerous variables affect this weight. 

Think of Google search results as the outcome of a significant election in which both 

human voters and automated voting systems participated. These votes are based on 

how effectively we abide by on-site requirements such as page titles and descriptions, 

off-site requirements such as who links to our website, and other requirements relating 

to how well our site functions for users.  

 Google does not regard all inbound links equally; certain votes have more 

weight than others, in addition to website-specific variables. For instance, a vote from 

an authoritative website would theoretically have more weight than one from a website 

with less authority. The unpalatable fact is that various voters' votes are weighted 

differently. Searching was rather easy back before. If we purchased a URL that 

contained our keyword, top ranks were all but guaranteed. But over the past few years, 

Google has concentrated on enhancing the search experience and has made search 

engine results more difficult than ever. Nowadays, in order to implement SEO efficiently 

in Google, it is important to understand concepts like user intent, universal search, 

mobile first, Google Updates  
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User Intent: Google has discovered user intent thanks to artificial intelligence and 

machine learning.  Google has access to enough information to identify our search 

terms before we do. For example, if we are looking for restaurants close to us and our 

favourite is Italian food, the evaluations we've written on various apps and Google 

Maps' tracking of the restaurants we've already visited will likely result in more Italian 

eateries showing up in search results. This happens because Google is always 

improving and already knows what we're looking for. They are engaging in countless 

trillions of search actions worldwide in addition to simply glancing at us. They gather 

more data with each keypress or tap, improving the utility of our search. They are 

gaining a better grasp of what a person does, including the terms they use, the 

websites and apps they like, as well as the outcomes that are important to them, as 

indicated by clicks, time spent on screen, and engagement. 

 

Universal Search: With the introduction of video, blogs, podcasts, social media in real-

time, and a variety of apps, Google has improved the search experience for all of us. 

Even small local companies have benefited from the Google Business Profile directory. 

For everyone interested in SEO, proactive management is also necessary to promote 

their website, company, or online reputation. Getting several entries on a search results 

page for pertinent searches has become more important in search engine optimization. 

 

Mobile First: It simply means that Google will start including content from our website's 

mobile version in its index and use it as the starting point when determining our 

website's rating. It is not a mobile-only index, hence the term "mobile-first." For 

instance, even without a mobile-friendly version, a site's desktop version can still be 

indexed. However, not having a mobile-friendly experience hurts our business 

rankings, and a site with a superior mobile experience can even rank higher for desktop 

searches. 

 

Google Updates: A complete overhaul of the Google algorithm has improved the user 

experience. Google Suggestion, which updates Google, provides search terms as we 

input our query in search and Gmail.  

To get and maintain our website ranked at the top for targeted keywords, we 

must comprehend how Google has changed. Even though it can seem difficult right 

now, it will get simpler as we examine the many strategies for bringing in eligible 
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customers. Google also provides a variety of tools to assist us, Google Search Console 

is one of them. Register with the Google Search Console if our website is new. It is 

highly advised to look into the educational resources offered by Google. Information 

like this is really useful for utilizing Google Console and improving our website. When 

we have access to the platform, we can: 

▪ Discover how Google sees our website and identify any potential issues. 

Discover the precise issues Google has accessing our website by looking at 

how Google crawls and indexes it.  

▪ Find our link and search for traffic. We may view, categorize, and download 

detailed information on internal and external links to our site using new link 

reporting capabilities. Learn which Google searches lead people to our 

website and exactly how they get there.   

▪ Inform people about our website. Use sitemaps to inform Google about our 

pages, including which ones are the most crucial to our business and how 

frequently they change. Additionally, we may specify how we want the URLs 

we index to be displayed.  

5.4.4 Off-site Search Engine Optimization  

 Off-site SEO alludes to those outside conditions and factors which have a result 

on the website listing on search results page. These are actually the links back to the 

website from other websites. Links play an important role in SEO, as there is a 

significant correlation between the quantity and quality of links to the website. The 

moment Google appeared in our lives, its way of ranking websites in search revolved 

around the numerous links that the website contained. Therefore, the higher the links, 

the more likely the website was to have valuable content. It is simple: the more links, 

the higher the search traffic and the more customers the businesses get. This is known 

as “link popularity” (the total number of webs which link to a particular website). In other 

words, links could be considered as “popularity votes'', so the more votes a particular 

business gets, the more popular that business is on Google (Jamison, 2021). 

As far as links are concerned, earning links, and link building are critical for off-

site SEO. Search engines continue improving their capability to understand and 

interpret quality content, but “earning links” might be an elaborated and complex 

concept for businesses and marketers. It is necessary to make a distinction between 
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what “link building” and “link earning” are. Link building is about creating hyperlinks to 

a website from other websites in order to improve findability by search engines. On the 

other hand, “link earning” is the acquisition of links from other websites due to the 

quality and content of a web page without any marketing effort. Backlinks and link 

building is critical for SEO.  

Backlinks refer to one-way links from other websites to a particular website 

(Figure 6). Backlinks play a relevant role for SEO, as search engine’s algorithm checks 

if any website contains a wide number of backlinks. The moment the number of 

backlinks rise, the search engine ranking and the website’s popularity increases as 

well (Jain, & Dave, 2013). The number one factor that influence search engine rankings 

is backlinks (Zauca, 2022). Backlinks can be paid linking or organic linking. 

Figure 5: Backlinks to a Website  

 

 
Source: Backlinko, 2022, Retrieved from: https://backlinko.com/hub/seo/backlinks 

 

 

 Link building is a purposeful effort to establish links from other websites that is 

likely to enhance the website’s popularity. It will also improve the website traffic as well 

as its the listing on the search results page. There are different types of links, which 

are presented below (Kumar et al., 2019). 

 

Reciprocal Linking: As shown in Figure 6, reciprocal links refer to the mutual or reciprocal 

manner of link building based on the exchange of links of two websites to each other. For 

instance, website A contains an incoming link to website B in the swap of the link X. 

 

Figure 7:  Reciprocal linking 

https://backlinko.com/hub/seo/backlinks
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Source: Kumar et al., 2019. 

One-way Linking: It is considered as the most valued and effective. As portrayed in Figure 

7, one-way linking refers to the practice of a website A links to another website, for instance, 

website B, and website B does not link back.  

 

 

Figure 7: One-way linking 

 

  
 

Source: Kumar et al., 2019. 

 

 

Triangular Linking: It is also known as “Three ways linking”. As shown in Figure 8, the site 

A links to website B, and then, website C links back to website A. 

 

Figure 8: Triangular linking 

  

 
Source: Kumar et al., 2019. 

 

5.4.5 Technical Search Engine Optimization 

 

 Technical elements can improve the findability and crawlability of your content 

by search engines. Technical SEO refers to specific configurations applied to the 

website and server. Technical SEO influences search engine crawling, indexing and 



             

20 

rendering (Indig, 2022). The following practices can help the technical efficiency and 

effectiveness of a website as well as increase findability and crawlability of a website 

(Indig, 2022; Heinze, 2020): 

• An orderly and standardized structure for websites.  

• Building an XML (eXtensible Markup Language that is used to describe data) 

sitemap for websites. 

• Indexing website with sitemap.xml which allows website owner to list a page 

link. 

• Having a Robots.txt file, which allows the website to communicate with search 

engines, located on top of a website. 

• Using the 301-redirect method that allows website owners to define the old and 

new names of a changed web page. 

5.5 Search Engine Optimisation Checklist 

 

 Through this point, different SEO activities will be provided so that a business 

organizes its SEO process in an efficient way, achieving top ranking together with an 

increase in sales (SEO PowerSuite, n.d, p.1-24). 

1. Get the right keywords: It is important to set up the most relevant and 

searched keywords relating to your business, product or customer searches. 

2. Make the website accessible: A business needs to make sure that the 

website’s content is not blocked from indexing. Moreover, it is important to check that 

the content is not blocked by the “noindex” tag in the <head> section of pages, the 

robots.txt file in the root directory or the X-Robots-Tag in the HTTP header. If search 

engines cannot access the content, then it will not be shown in search results. 

3. Fix issues with URLs and links: The first step is to make URLs static, 

followed by fixing too long URLs, making URLs descriptive and fixing broken links. 

4. Take care of code and performance: It is necessary to make the pages’ 

code valid and to improve page load speed (by utilizing browser caching, applying the 

file compression, putting the scripts at the bottom, optimizing graphics and video size 

or reducing the number of frames). 
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5. Optimize site’s landing pages: The first step is to select the landing pages 

and assign keywords for them, followed by optimizing the landing pages. 

6. Check on-page/content factors: Re-write or duplicate missing titles (also 

paying attention to too long titles), revise meta descriptions, diversify text-only content, 

insert keywords in document names (.pdf, .ppt, doc, etc.) and reduce the number of 

outgoing links. 

7. Find and analyse site’s backlinks: The first step is to find all the site’s 

backlinks. Then, analyse the current backlinks, followed by improving the quality of 

backlinks, removing links with high penalty risk. The last step is to compare the site’s 

backlinks with competitors. 

8. Do link outreach: Get more backlinks (the more backlinks a website has, 

the better), and verify the most important backlinks. 

9. Use social Media: The use of social networks such as Twitter, Google, 

Facebook or LinkedIn has had a great impact over the last few years. Actually, 

hundreds of millions of people across these social networks who find new content, 

share it with their followers and friends.  In accordance with SEOmoz, the quantity of 

social activity which a website has on social networks (links, recommendations, likes, 

shares, etc.) is of great importance for a page’s ranking. Therefore, search engines 

are aware of the great influence of shared content on social networks, which would 

make a website rank higher (HubSpot, w.d.). Businesses can create Facebook and 

Instagram accounts in order to engage consumers in discussing the posts, videos and 

photos and in sharing the content.  

10. Track the progress: It is necessary to check the rankings for keywords, 

sync the SEO tools with Google Analytics (to be aware of which keywords bring more 

traffic or to know which backlinks bring more visits to the website), check SEO factors 

of the site and landing pages and set up events to track what impacts the site’s growth. 

11. Extras: Improve your online presence: Produce some videos (as they are 

a significant tool used to generate more traffic and sales) in different video content 

platforms such as YouTube or present the business by publishing some presentations 

with links and useful information by different platforms, like SlideShare.  
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5.6 Search Engine Optimization Analytics 

SEO analytics is ‘the process of collecting and analysing raw data to better 

inform your search engine optimization efforts’ and performance of SEO practices 

(Larkin, 2021). In a way SEO analytics measure the performance of SEO practices and 

implementations. The role of SEO analytics is to improve SEO (Kral, 2019). Having an 

effective and useful SEO analytics process allow businesses to: 

• Be aware of what’s going on regarding the traffic to the website. 

• Know the reason for what's going on. 

• Find opportunities and gaps. 

• Make suggestions to act on the insight. 

• Calculate the expected result of the recommended action. 

A business can analyse and measure traffic to a website by using the Google 

Analytics tool. This way, a company can be aware of different aspects and facts 

concerning the website and its visits such as visit time, duration of visit, bounce rate, 

keywords which generate high bounce rate etc.  (Egri & Bayrak, 2014). Which is the 

marketing campaign which works in a more effective way? How does a business 

quantify its success? Which indicators should a business track? Google Analytics has 

the answer to these questions, as it is the expert guidance any business needs in order 

to improve the services or brands and increase the site. Through Google Analytics, a 

business can learn how to (Clifton, 2012): 

• Track online campaigns and centralize the data collection. 

• Measure the web traffic as well as be aware of its impact. 

• Target the visitor segments or time periods that the business chooses. 

• Track flash events, dynamic web pages or banners and follow the best practices for 

page tagging. 

• Find out how long it takes for the users and visitors to become customers. 

• Optimize SEO, checkout systems, email marketing, pay-per-click campaigns. 

• Configure the data collection parameters, followed by an extraction and analysis of 

the collected data. 

 Google Search Console also provide important information about the 

traffic to your website and any problems in finding and indexing the website. 

There are many metrics and software tools to measure SEO analytics. Table 1 
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lists a number of key performance indicators or metrics and useful tools to 

measure the pillars or components of SEO strategy including content, on-site 

SEO, off-site SEO and technical SEO. 

Table 1: Key Performance Indicators (KPIs) and Analytical Tools for 

Components of SEO Strategies 

SEO PILLAR EXAMPLES OF KPIs EXAMPLE TOOLS 

Content • Number of comments 

• Time spent on page 

• Completion of call-to-
action 

• Traffic generated 

• Keyword visibility in 
SERPs 

• Google Analytics 

• Google Search 
Console 
Tool/Webmaster Tools 

• SEMrush 

• Moz 

On-page 
SEO 

• Reduction of errors such 
as duplicate titles, 
descriptions and headings
  

 

• Screaming Frog 

• Yoast’s WordPress 
SEO plugin 

Off-page 
SEO 

• Number and quality of 
links to a page 

• Number of shares to a 
page 

• Link Explorer – Moz 

Technical 
SEO 

• Reduction of technical 
errors such as w3c 
validator approval and 
website speed approval
  

• Found SEO Tools 

• DeepCrawl 

• Google Search Console 

Source: Heinze, 2020, p. 201. 

5.7 Conclusion 

 

 Implementing a useful SEO strategy is essential for a business to be successful on 

the internet. In the conclusion, a list of dos and don'ts about the SEO is summarized below. 

(Santamaría Morillas, 2017): 
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● Do a study with keywords related to your business and product and make a 

technical audit of the content and popularity of the site. 

● Create a significant anchor text which includes the main keywords (remember 

its keywords must be directly related with your business, brand or product). 

● Increase the user’s visit time on the web. 

● Avoid duplicate content, as it may be harmful for the search engine indexing 

and listing.  

● Promote your website with links from other relevant websites. 

● Adapt the website to mobile devices. 

● Examine analytics of the website. 

● Elaborate an action plan with short, medium and long term aims. 

● Do not forget to adapt the content to HTML. 

● Invest in social media links. 

● Avoid and/or correct penalties. 

● Transcribe the video content to text and optimize it. 

● Have your website in other countries’ languages (national language and English 

could be perfect). 

● Try to avoid broken links and make use of different tools in order to know your 

website’s position on the search engine results page. 

● Make the content more appealing and attractive. 

● Use Robots.txt to give commands to searchers. 

● Do not show the same title in all the URLs of the website. 

● Increase the web’s loading speed. 
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Assessment Questions 
 

 

1) Which of the following statements best describe search engine optimization (SEO)? 

 

a. It means the process and practice of improving a website’s visibility and ranking 

in search engines. 

b. It is an internet advertising model used to drive traffic to websites, in which an advertiser 

pays a publisher when the ad is clicked.  

c. It is a marketing metric that measures the total cost of a customer completing a specific 

action. 

d. It refers to linking individual websites to concrete keywords for payment. 

 

2) Which of the following is NOT a disadvantage of SEO? 

 

a. SEO cannot guarantee top rankings. 

b. Search engines are continuously changing their ranking algorithms.  

c. Each search engine contains its peculiar requisites.  

d. SEO leads to brand visibility on the internet. 

  

3) Which of the following options is NOT a component of SEO strategy and ranking factor? 

 

a. High quality content 

b. Search keywords 

c. Inside the SEO 

d. Off-site SEO 

 

4) The most frequently used search engine worldwide is …………. 

a) Google   b) Baidu     c) Bing    d) Yandex 

 

5) Search engines evaluate and learn about a site by analysing ………… and ………….. 

a) spiders and crawlers   b) keywords and metadata c) SERP  and index   d) robots and ads 

 

6) Backlinks refer to one-way links from other websites to a particular website. 

a) True   b) False 

 

7) The number one factor that influence search engine rankings is backlinks.  

a) True   b) False 

 

8) On-site SEO refers to reduction of errors regarding title tag, metadata description tags and 

heading tags and URL. 

a) True   b) False 

 

9) Please put the following statements about how search engines work in the correct order? 

1) Indexing 

2) Analysing websites 

3) Web crawling 

4) Displaying Search Engine Results Page 
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5) Finding the content 

a) 5,4,3,2,1    b) 3,2,1,5,4  c) 2,1,3,4,5   d) 4,3,2,1,5 

 

10) Please match the concepts on the left with the correct definitions on the right. 

 

 

a) Google Business Profile  1) It is a free tool that helps you track the 

performance of your website 

b) Link earning 
2) It refers to the links to a website 

from other websites which influence 

website ranking on search engine 

results page. 

c) Google Search Console 3) It is a free Google business directory 

for local search engine optimization. 

d) Off-site SEO  4) It is the acquisition of links from other 

websites due to the quality and content 

of a web page without any marketing 

effort 

a) a3, b2, c1, d4 b) a2, b1, c4, d3   c) a3, b4, c1, d2   d) a4, b2, c3, d1 

 

 

 

 
 

 

 


