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Why SEO?



How are websites ranked?



How are 
websites 
ranked?



Search engines are trying to deliver 
the best results to searchers.

Help them. And help yourself.



Basic Tools



Google 
Analytics



Google 
Analytics:

Acquisition 
Overview



Google Search Console
(formerly WebMaster Tools)
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Fundamentals of 
Site Structure and 
SEO



How content affects SEO for the entire site



Search Analytics in 
Google Search 
Console can show you 
what keywords 
people are using to 
search for your 
products. 



• A Keyword Universe is a 
comprehensive list of words that are 
relevant to your business and that 
indicate that the searcher may be 
interested in your content

• Keyword phrases and their 
corresponding Global Monthly Search 
volume can help guide decisions on 
how to word navigation and metadata 
elements

• You can find this data from the Google 
Keyword planner, and provides 
approximate monthly search volume 
numbers from the Google search 
engine.



Using your keyword list, build 
valuable content (“assets”). 

Content is critical to successful link 
building. 



Do it with authority.

Do it with variety.

(blogs, videos, articles) 



Create content that other people want to 
link to (you are the expert after all)

Types:
Content
Data
Products
Services
People

Topics/focus:
News
Funny
Controversial
Data visualization
Competition
Ego-bait
Long-form, detailed content

Source: Moz.com, Beginner’s Guide to Link Building
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Step 1: Title Tag



Title Tag



Step 2: Meta Description



Meta Description



Step 3: H1



H1 Headlines



Step 4: Alt Text



Step 4: Alt Text

Alt Text



Alt Text

Source: Moz.com



Internal Linking: often overlooked



Example



Example
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What is Link Building?



Focus for off-page SEO: 

Link Building



Link building is the process of 
building links with other Web sites to 
increase your own site's quality 
backlinks.



Step 1:

How do you find who is linking to you 
already? 



Step 1:

Back to Google 
Search Console



Step 2:

Evaluate competitive websites.



Step 2:

Link Explorer report 



Step 3:

Build relationships 
(good old-fashioned elbow grease)



Step 3:

Research bloggers, influencers in your 
market and create an outreach 
campaign.
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Quick Basics:

Search engines do not read links on 
Facebook.

LinkedIN, Pinterest and Twitter are 
read as links.



Use social media to send signals.

Social posts that are shared create 
social signals that search engines pick 
up on.



POWER OF PINTEREST

Pinterest, with the right audience, is a powerful 
link engine. 

Recent AIM experiment:

Posting 2-5x/day on Pinterest drove 1.5x more traffic than 
Facebook

Total viewership increased from 40k views to 180k in 2 weeks

Pinterest drives “long tail traffic”



A quick note on SEM (search engine 
marketing) and paid social.

Google AdWords, especially 
retargeting, is an easy way to test 
concepts.

Facebook Ad retargeting is also a 
powerful way to test concepts.



Surprise! Trends and Updates



EAT

YMYL

Topics and Keywords

Featured Snippets



EAT

Expertise

Authoritativeness

Trustworthiness

(AKA: referral links)



YMYL: Your Money or Your Life

From SEMRush:

YMYL stands for “Your Money or Your Life” pages and are comprised of pages that are 
important enough that, were they low-quality, they could have a potential negative 
impact on a person’s life, income, or happiness. As a general rule, the pages that Google 
requires to be written by experts are known as YMYL pages. 

Google thinks of the following categories as examples of YMYL pages:

• Shopping or financial transaction pages

• Pages that offer financial information, for example, investment or tax information

• Pages that offer medical information about specific diseases or conditions or mental 
health

• Pages that offer legal information about topics like child support, divorce, creating a 
will, becoming a citizen, etc.

• Any page that has the potential to be dangerous or detrimental if it possessed low 
levels of E-A-T (car repair and maintenance, for example)



Topics and Keywords: think of content in 
clusters, the more you support an overall 
theme, the better you are rewarded.



Featured Snippets
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Resources and Tools

Google Analytics
Google Search Console
Google Search Ads 360 (Keyword Planner Tool)
SEMRush
SEOMoz
WebSEO
Facebook Ad Library
SerpStat



Thank You!

For more information, sign 
up for the Catapult 
Creative Labs monthly 
enewsletter.
(just take a pic of the QR code with your phone)


