Web Design and Marketing



Keywords

Copyrighting

It is essential to get your online copyrighting right. Sounds obvious though often it is overlooked. Online copyrighting is the same as conventional copyrighting. Wrong!

In the conventional advertising world your message is broadcast to an audience who are not generally looking for your product or service.

Conventional advertising tends to seek to interrupt your current activities and attract your attention. OK so banners and pop-ups do this in the online world but what we are talking about is ‘search engine optimisation’ rather than paying for such ads.

When you use keyword marketing techniques you deliver your message to the viewer at the very moment they are actively looking for it. 

With online copyrighting you have two readers to consider: Search engines and your potential customers. Search engines give top ranking to websites that use keywords effectively. Your potential customers will find your website if you do this properly.

Once a potential customer has arrived at your website your objective is for them to take an action to initiate a process that will result in them buying.

You need to put yourself in the mind of the viewer and imagine what questions they will require answering, for instance:

· Is all the information they need accessible?

· Why should they buy from you?

· Have you convinced them to trust you?

· Will their privacy be respected?

· If things go wrong will you take action to rectify matters?

If all this sounds like a tall order, you’re right. But it’s not impossible and if you want to succeed you need to consider all these factors and adapt your writing style to address them.

Choosing keywords is an exercise you should devote some serious time and effort to. 

Some keywords will be often be inherently too generic to consider optimising on, ‘service’ is an example of this in so much that it is difficult to think of a business that does not offer a service. In the context of ‘cheap car service Leicester’ though it might well be worth including.

You need to be particularly wary of acronyms. These very often have dual or many more meanings. For instance do a search for ‘ASP’ on Google and it will return thousands of pages relating to the Microsoft product ‘Active Server Pages.’ However in the IT Industry ASP also means ‘Application Service Provision’, the practise of providing a service where the user logs into software hosted and maintained by the service provider.

The experienced surfer will realise this and key in the long form ‘Application Service Provision’ (if they know it). My suggestion would be to use the long form with the acronym in brackets after.

The more astute of you may also have noticed that in the IT Industry ASP can also mean ‘Application Service Provider’.  As I said it needs some serious thought and also research on the Internet.

The IT industry is probably more guilty than most of inventing new words and acronyms.

 However all industries do this to an extent and very often a single company will think up 

their own to differentiate themselves. Be very wary of this, as such thinking is not search 

engine friendly. You need to consider the words that your potential clients will key into a 

search engine.

I would consider visiting www.wordtracker.com/trial for a free trial (full service costs £4.20 for the day to £140 for a whole year)*. This will show you how many times specific keywords are keyed into search engines.

Please note the statistics it shows are from 390** million searches over the past 60 days in the UK. Webtracker also state there are approximately 319** million searches in the UK every day! This figure is supported by many other sources.

This reason the 390* million figure is so low for a 60 day period is because Wordtracker works on a select database of searches rather than looking at every single search that is conducted on the Internet. That would be an almost impossible task! However this doesn’t mean that the information present by Wordtracker cannot be of real use.

So if for instance Wordtracker shows 100 searches for ‘recruitment software’ are conducted over the sixty day period multiply 319/390 by the count to get an estimate or what Webtracker call the predicted daily UK figure. 

*  Prices correct at time they were acquired

** Correct at time statistics were acquired

:

You need to split your keywords into three sections:


Primary


Secondary


Occasional
It is necessary to split the words and phrases in this fashion as it not possible to optimise a web site effectively for large numbers of words so it is advantageous to prioritise which are the most important.

It is important to make sure your primary search criteria are not too generic. I have tested this by entering ‘Recruitment Software’ into Google. The results show there are 244,000* relevant sites. Reaching the top ten out of 244,000 might seem a daunting task but on closer examination of the top ten it would appear that they are not highly optimised so good results should be achievable.

When the search is made more specific for instance ‘recruitment software front office’ the total number of sites is reduced to 13,200*.

*At time statistics were acquired.

Domain names

Your choice of domain name is one of the most important criteria that search engines apply in their selection process. Ideally your domain name should include your primary keywords.

You also need to consider the stationery you already have printed with your current domain name.

Partial Matching

Partial matching is when you choose to use the longer versions of your keywords so that search engines will match when either the long or the short version of a keyword is entered.

This means for instance you might use ‘Derbyshire’ instead of ‘Derby’ in the hope that whichever variant the surfer keys in the search engine will still return your website.

On the surface this seems like a really good idea, however not all search engines support partial matching. Two notable search engines that do not support partial matching are Google and Yahoo. If you look at the ‘Search Engine Popularity’ section of this document you will see that between the two of them they are the preferred choice of search engine for nearly 60% of the UK population. So with these search engines current popularity using a partial matching strategy would not work more often than it would.

My personal opinion is that in the above example people would probably key in the shorter version of the word. So in this example I believe you would harm your website by choosing the longer version.

There is of course another rather obvious solution; use them both! However this is not always a practical solution, as visually this might look very poor or the text may read very badly.

If you choose this latter route you must also remember that the more keywords you optimise on the more you dilute the message and the less likely you are to achieve good results in search engines.

It is very easy to determine whether a search engine supports partial matching. Select a very specific search that will return your website at number 1 in that engine. This will probably be you company name. If you have, for example, ‘Derbyshire’ on you web site try then adding ‘Derbyshire’ to the search criteria and then search again. Your website should of course still appear at number 1. Try then replacing the ‘Derbyshire’ in the search with ‘Derby’. If your web site then disappears then that search engine does not support partial matching.

Link Popularity

Link popularity is about other websites on the Internet that have a link to your site. These take the form of usually blue underlined text that by clicking on surfers will arrive at your website.

Link popularity has become much more important recently. Search engines such as Google assess the quantity and quality of these links. Quantity is self-explanatory but what do we mean by quality?

If your site is optimised strongly on the word ‘software’ it is important that sites that link to you also give good results on that word. In other words the search engine attempts to work out whether the link is part of an indiscriminate link exchange program or whether it is a genuinely useful one.

A word then about ‘link farms’, link farms are completely indiscriminate link exchange programs. They are web sites that contain thousands of links to other sites and in return each of those sites link back to the link farm. Search engines have the technology to detect these sites. They are best left alone as you may end up damaging the effectiveness of your website.

So how do you improve your link popularity? Unfortunately hard work and keeping your eyes and ears open is the only way. Search then for sites in a similar or related field to you. Once you have found a suitable site willing to participate in a link exchange add the link to your website as soon as possible. Then email the exchange site and inform them the link is now live and ask if they could advise you when the reciprocal link is live.

Also make sure you are listed in relevant directory sites. You may find that it is well worth paying a small subscription to sites that perform well. So for instance you may want to contact some of the sites that come up when searching for ‘recruitment software directory’ in Google.

If you want to find out how popular you are go to www.sitepopularity.org and key in your URL. This site will show you the number of links you have to your site on major search engines. You can also drill down to see the detail of these links. Don’t expect links to show up here immediately, it may take many months for them to come through. It may be that an exchange site has not resubmitted their website to the search engines. There is nothing to stop you from doing this for them.

N.B. Google refers to link popularity as page ranking. If you download the Google toolbar from http://toolbar.google.com the page-ranking icon will appear on your browser.

The Head Area  

The head area is the area at The top of your web page often a shared border and so  repeated on sub pages and frequently contains the company name and logo. Often this just contains a jpeg or a gif (an image). Whilst being aesthetically pleasing this is not ideal for optimisation. Putting a file companylogo.gif in this area will attract few visitors to your site. A search engine will see the keywords, ‘company’ and ‘logo’.

This is one of the key areas where you would be well advised to make an aesthetic compromise. I would suggest a strip at the top of your home page in a small font and an appropriate colour scheme. I could suggest maybe a variation on your company colours.

The Body Area

The body area is the main substance of the web page below the head area. This is the area that the eye naturally falls to as it is in the centre of the screen. The first few sentences are your chance to entice the viewer to spend more time at your website and engage their interest further.

The body text should be around 500 words long. This may seem excessive and of course ‘most surfers don’t scroll’. This is true but do not let this deter you. Put the text you really want the viewer to see at the top of the body area and include you primary search criteria words.

Use your primary search words right at the beginning of the body area.

Build further sentences around your secondary and occasional search criteria to fill the mid section and bottom of the body text. Yes it is true most ‘humans’ won’t read these words but the search engines will although they attach less importance to words nearer the bottom of the page.

Some search engines claim to be able to recognize themes; try and use your primary key words two or three times both in the middle and towards the end of the text.

The Alt Text

The alt text is often neglected but it is an important factor in search engine optimisation.

Pictures and symbols on web pages can have text associated with them. This is called alt text. If you position your cursor onto an image in Internet Explorer some text (if set up) should appear. This is the alt text.

Search engines will not merely assess the filename associated with the image. Some engines will consider this alt text when assessing the relevance of a site. Additionally, the fact that viewers can see this text if the cursor rests on the image will give them more understanding of the link or the relevance of the picture.  

You need to include keywords in the alt text. 

Hyperlinks

Hyperlinks to sites are best if they include your keywords in the URL. Remember though that the text for the hyperlink does not have to be the same as the URL.

Name your hyperlink text appropriately, for instance if you are linking to a site called www.abc.co.uk that happens to be a dealer for Sage Line 50 you might put on your web page:

A provider of account software can be found at Sage Line 50 Accounts.

In the above example the hyperlink Sage Line 50 Accounts would actually link to www.abc.co.uk 

You must also ensure that the hyperlinks work. The search engine’s crawler software will follow the hyperlinks on your website and if there are broken links they may penalize you.

Description Meta Tag

Websites are generally written in HTML (Hyper Text Markup Language). This was invented in the early nineties by Tim Berners-Lee. Tim developed this primarily so academics would have a common and efficient method of disseminating information across the Internet.

Within the HTML code are hooks called meta tags. These tags are not displayed to the viewer but are looked at by search engines to determine what that particular website is about. They can also identify other characteristics such as what language the website is written in.

The description meta tag is often displayed next to the results by search engines. A good thing to put here is the opening text of the body area.

The opening text of the body should contain all or most of you primary key words.

HTML

<meta name=”description” content=”Description of your website”>
Title Meta Tag

The title meta tag is one of the most important meta tags. It is the first thing a user will see about your website, the blue underlined text in the example below.

A search on Google for ‘Recruitment Software’ might produce a result resembling:

Recruitment Software Provider - Database Front Office Back Office Internet

Recruitment Software provider Colleague is a leading supplier of Front Office systems… 

www.colleague-software.co.uk/ 12K – 15 Jul 2003 – cached - similar pages

Of course you must consider carefully how the information is presented to the viewer. You do have control over the title and for major search engines that will ensure at least your first few words will be presented as you wish them.

The text below is a slightly more random affair depending on what search words they have entered. 

My advice would not to be too concerned about including the company name, remember they are on the Internet searching for your company and your company name is not too generic they will find you.

Remember if you want sub pages indexed you need to consider different titles for different pages

HTML

<title>A title including your primary keywords</title>

N.B. You must always ensure the Title meta tag immediately follows the <head> as some search engines will ignore it if it is not positioned here.

Keywords Meta Tag

‘Enter the correct key words as meta tags and a wave of surfers will end up at your website’. Or so the urban myth goes!

In reality the optimisation process is much more complex than that. Search engines now attach much less importance to the keywords meta tag (due to abuse by webmasters) preferring to scan web pages for relevancy themselves. The presence of these search words in the keyword meta tag will however add weight to an already relevant site.

HTML

<meta name=”keywords” content=”your primary keywords, your secondary keywords”>

Tuning

You can’t expect to get it right first time and as I mentioned earlier you can overdo optimisation. 

Tuning is an ongoing process. If for instance there is a major new development in your business sector for which a new buzz word is created then you should ensure the new buzz word is added to your website.

Submitting to Search Engines

Submit your website to the search engines once it is hanging together. So for instance don’t hold back just because a sub page is not completed. Do make sure that page exists even if it just says:

 ‘This page will cover a Sage Line 50 interface but is not yet completed’.

Don’t submit if it has broken links or a home page that just says ‘Under Construction’ it won’t save time and you may be penalized for this.

Submitting to search engines is actually incredibly simple. Normally it consists of simply finding the right page on the search engine website and entering your URL.

For example to submit to Google go to: www.google.co.uk/addurl.html
Or to submit to Yahoo go to: www.uk.yahoo.com go right to the bottom of the page and click on How to suggest a site.

You can tell whether a search engines recognizes your website by keying in your URL directly into the search box. For example key www.douglaspoint.com into Google and it will display amongst other things a cache hyperlink. By clicking on this an image of your website will be displayed that is stored on the search engine server.

How long will it all take?

Perhaps surprisingly all this technology isn’t instantaneous. To understand why this is we need to consider the logistics involved. Google looks at over 3 billion web pages (that’s English billions). Googlebot, Google’s crawler is very busy software indeed.

Some search engines will index you in less than a week. Google generally takes 4 to 6 weeks before it will index you properly though it may put you in a temporary index first.

Google relies heavily on page ranking (the quantity and quality of other web sites that link to your site) to assess your website’s importance. It will probably take over four months for Google to start to recognize these links from other sites. This may seem an inordinate amount of time, but consider what it is doing: cross referencing every link on every one of those 3,000,000,000 web pages.

If you are checking your ranking regularly you may also experience something called the ‘Google Dance’. This is when one day your are number 6, next number 1 and the day after completely disappeared. Don’t worry this is normal and is due to the vast quantity of data Google is processing. You will come back and normally it will settle down after a couple of months.

You may also see yourself slip gradually down the rankings. If this happens make a slight change to your website and resubmit.

To build a good page ranking with other co-operative sites may well take six months to a year, so the message is simple; start early!

What about paying for advertising?

It is possible to achieve good results on search engines without paying for anything but your domain name and hosting.

There are various methods of paying to achieve results such as ‘pay per click’ or paying a monthly or annual subscription to a ‘directory’ site.

The general consensus is that a sponsored link on a pay per click basis or similar is less likely to be clicked on than if your site achieves a good ranking in the main body top 10. However it is difficult to imagine who would have the money and the commercial interest in conducting substantial research to prove this. The search engines are naturally protective of the revenue they receive from sponsorship.

Sponsored links tend to be out of the natural line of sight, particularly on Google, and I believe people are instinctively more sceptical of a sponsored link. Personally I immediately get the feeling someone is trying to sell me something when at that point what I wanted was information. Being on the Internet isn’t like facing a high pressure salesman at your front door, you can just click somewhere else without feeling in the slightest bit uncomfortable. It’s not a personal thing. However, with Google Adwords you only pay if they do click though.

With my particular experience of wedding directory sites prices ranged from free trial, £10, £12, £20 and then a number at £250 per annum. The £250 range of sites performed no better in major search engines than the £10, £12, £20 per annum range. They were just more commercially minded.

My tip would be to assess which sites are the ‘market leaders’ by their performance rather than how much they charge.

If you do decide to advertise in this manner you should monitor their performance via you website log. You should have a daily ‘Referrer Report’ that will tell you how many visits to your site came through for example www.abc-advertiser.co.uk
As with any form of advertising you ought to look at the effectiveness of that website in actuality and also at how you will be presented on it rather than attaching too much relevance to the inevitable barrage of impressive but perhaps meaningless numbers you may be subjected to.
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