1 Overview
The following section is an example of how an existing page could be effectively optimised. First keyword research is required to understand the best keywords to target. After that, the existing (current) SEO elements need to be gathered so we can check no important optimisation is lost if we make changes. Then we improve (propose) the new SEO elements. 

Doing it this way is useful for those new to SEO and when passed on to a web developer or another member of the team, it’s really easy to understand what needs to be changed, and why it has been done this way. 

If you are optimising a new page, there will be no existing SEO elements information to collect. Please note this Word document requires comments enabled.
www.goinspire.com is a fictitious travel company used below and offer safari holidays in Africa. 
2 Example: Botswana Safari Page

	Botswana page
	www.goinspire.com/?page=botswana   

	Targeted Keywords

	Primary (P1)

	VIP
 - Botswana safari [5500]

(P1) Botswana holidays [3500], Botswana safaris [750]


	Secondary (P2)
	(P2) luxury Botswana holidays [340], tailor-made holidays in Botswana[1000]

	Tertiary (P3) + Synonyms (Syn)

	(P3) Botswanian safari (P3), Botswana travel (P3) 
(Syn) Botswana, Botswana trekking, hiking in Botswana

	URL
 (n.b. only change if necessary – see comment to side)  

	Current URL 
	www.goinspire.com/?page=botswana  

	Proposed URL
	www.goinspire.com/africa/botswana

	Title
 and Meta Description 
Tags

	Current Title Tag 
	Go Inspire – Botswana Travel
[28 characters] 

	Proposed Title Tag
	Botswana Safari Holidays – Luxury & Tailor-Made Safaris |Go Inspire [68 characters]

	Current Description Tag 
	Go Inspire provides holidays in Botswana all year round. 
[57 characters]

	Proposed Description Tag
	Experience an award-winning Botswana safari tour. Explore the magical Okavango Delta and the breathtaking Chobe National Park. 
[127 characters]

	Headings
 (H1, H2, H3 tags)

	Current Header 1 

Tag (H1 Tag) 
	Botswana Travel

	Proposed Header 1 Tag (H1 Tag)
	Explore Botswana 

	Current Header 2/3 


Tag (H2/3 Tag)
	Itineraries [h2]
Family Holidays [h2]

	Proposed Header 2/2 Tag (H2/3 Tag)
	Itineraries in Botswana [h2]

Botswana Family Holidays [h2]

	Content
 

	Current Keyword Usage + Frequency 
in main copy
	N/A – keywords have not been researched or optimised in main copy.

	Proposed Keyword Usage + Frequency
in main copy
	This is not an exact science but here is an idea:

· Mention ‘Botswana safari’ [VIP] at least once, and up to two or three times where it reads well.
·  Mention ‘Botswana holidays’ [P1] once or twice – this can also be counted in ‘luxury Botswana holidays’ (see below).
·  Mention ‘Botswana safaris’ [P1] once.
· Mention ‘luxury Botswana holidays’ [P2], ‘tailor-made holidays in Botswana’ [P2] once each or a close synonym once for each. 

· Consider adding the following keywords or synonyms of them: Botswanian safari (P3), Botswana travel (P3), Botswana (Syn), Botswana trekking (Syn) and ‘hiking in Botswana’ (Syn) – to add relevancy.
P3 and Syn keywords have less importance and sometimes not used if it feels like keywords are being over worked, or over optimised. 



	Current Keyword Emphasis 

(Bold / Strong / Italics)
	None



	Proposed Keyword Emphasis 
(Bold / Strong / Italics)
	e.g.
Mention ‘experience Botswana’ once – you could be mention P1 keywords here although that sometimes looks a bit too forced. This is not a required step of optimization. 

	Current Main Image 

	ALT text = animal 
Filename – 0142-DSC.jpg  

	Proposed Main Image
	ALT text = Botswana safari animals

Filename – botswana-animals.jpg  

	Current hyperlinks in body

	N/A

	Proposed hyperlinks in body
	African safari
Okavango Delta 

Wildlife safari



3 Your Turn: Your Page Name Here 

	Botswana page
	www.yourdomain.com/url      

	Targeted Keywords

	Primary (P1)

	VIP
 - 

(P1) 


	Secondary (P2)
	(P2) 

	Tertiary (P3) + Synonyms (Syn)

	(P3) 
(Syn) 

	URL
 (n.b. only change if necessary – see comment to side)  

	Current URL 
	

	Proposed URL
	

	Title
 and Meta Description 
Tags

	Current Title Tag 
	

	Proposed Title Tag
	

	Current Description Tag 
	

	Proposed Description Tag
	

	Headings
 (H1, H2, H3 tags)

	Current Header 1 

Tag (H1 Tag) 
	

	Proposed Header 1 Tag (H1 Tag)
	

	Current Header 2/3 


Tag (H2/3 Tag)
	

	Proposed Header 2/2 Tag (H2/3 Tag)
	

	

	Current Keyword Usage + Frequency 
in main copy
	

	Proposed Keyword Usage + Frequency
in main copy
	

	Current Keyword Emphasis 

(Bold / Strong / Italics)
	

	Proposed Keyword Emphasis 
(Bold / Strong / Italics)
	

	Current Main Image 

	

	Proposed Main Image
	

	Current hyperlinks in body

	

	Proposed hyperlinks in body
	


�Typically you will target between 3 and 6 primary/secondary similarly themed keywords per pages (homepage often many more, perhaps 9 or 12+). Monthly Google search volumes are included square brackets. 





VIP (Very Important Phrase) – usually just one per page and this is the single most important keyword that is being optimised, and is also considered one of the primary keywords. Typically feature at (or near) the beginning of the title tag and within key elements of the page.





Primary (P1) keywords are the most important keywords for a page and typically feature in the title tag and key elements of a page. 





Secondary (P2) keywords are not as important as primary keywords and sometimes feature in the title tag and often in key elements of a page.





Tertiary and Synonyms are not as important as Primary or Secondary keywords, and sometimes feature in key elements of the page and are often just within the content. Synonyms are actually very useful in supporting primary and secondary keywords within content by repeating the overall relevancy within the copy rather than repetition of specific keywords which keeps the flow of English natural.


�


�URLs are seen in search engine results pages. We want them to contain important keywords but also to be short and concise. You do not require your exact targeted keywords here like in the example but some relevancy helps.





We try to get these right at the beginning with the intention they are not changed again. If you do change URLs, the old URL should be 301 redirected to the new URL.





The URL is often not needed to be changed if the URLs look reasonably good already. 


�Title tags (very important): 


70 Characters or less including spaces.


 Most important keywords (VIP/P1) at beginning.


 Include P2 keywords where possible. 


 Brand is optional. Preferred on homepage, and at the end if at all on deeper pages.


 Readable and compelling sentences. Avoid keyword stuffing. A little repetition is fine where it reads well.


�Meta Description tag:


Helps click throughs from search results (not rankings). 156 Characters or less (including spaces) 


Consider strong call to actions and unique selling propositions that are relevant and give users a reason to click through. 


Use VIP keyword to ensure text gets bolded in search results which helps with click throughs. Don’t put in all keywords. 


�Headings:


Should allow editorial freedom and reinforce some relevancy from targeted keywords used in title tag..


 So a blend of useful keywords and a user friendly headline. It doesn’t have to contain the exact VIP/P1 keyword.


User friendliness comes before SEO.


H1 tag is the most important of the headings but not as important as it used to be and significantly less so than the title tag. 


�Heading 1 (H1) is the most significant of the headings but still the primarily purpose should be for the reader, then with some relevancy from targeted keywords. You should only have one H1 per page. 


�H2 tags are not always necessary so only add if it helps the user. H3 tags are sub-sections of H2 tags. You can have many or no H2/H3 tags. 


�Not always required for every page and often not used for short documents. 


Again it should be for the user first, then relevancy from targeted keywords should be applied and should be sub sections of the main heading (H1 tag).


If using multiple H2/H3, be careful not to load too many keywords.





�Keyword usage and frequency in content (very important):


Plan roughly how many times to mention your targeted keywords (do not keyword stuff). 


There is no magic keyword density formulae, although think repetition of relevancy rather than just keywords. 


Be sure to consider using synonyms (added relevancy) and plural/singular versions so not just repeating the same keywords but repeating the relevancy in a natural way. 


It should read well for humans and reinforce the relevancy of targeted keywords.





�Keyword Emphasis (Bolding / Strong / Italics):


Not as important as other elements. And easy to ‘over optimise’ if it looks ‘over cooked’. Emphasise keywords but try to make sure it doesn’t look to forced and that it still reads well to the user. Poorly done can make for a weak user experience. Emphasis of keywords is optional. 





Emphasise by bolding, italics, underlining and using keywords in bullet points.   





�This applies to all images in the main body of text in the content:


ALT text is the most important image element. Ideally, text should be both descriptive and also contain targeted keywords or keyword variations for the page.


Most pages have a ‘hero’ image at the top of the content which is the most significant one to optimise. 


Also consider using keywords in the filename e.g. targed-keyword.jpg.





Remember, Alt text is primarily for accessibility not SEO. 


�Optional but remember that by linking to relevant pages you are passing both PageRank (importance) and relevancy which help the pages you are linking to.





Typically, you only need to link to one page once.  


�Typically you will target between 3 and 6 primary/secondary similarly themed keywords per pages (homepage often many more, perhaps 9 or 12+).





VIP (Very Important Phrase) – usually just one per page and this is the single most important keyword that is being optimised, and is also considered one of the primary keywords. Typically feature at (or near) the beginning of the title tag and key elements of a page.





Primary (P1) keywords are the most important keywords for a page and typically feature in the title tag and key elements of a page. 





Secondary (P2) keywords are not as important as primary keywords and sometimes feature in the title tag and often in key elements of a page.





Tertiary and Synonyms are not as important as Primary or Secondary keywords, and sometimes feature in key elements of page and are often just within the content. Synonyms are actually very useful in supporting primary and secondary keywords within content by repeating the overall relevancy rather than repetition of specific keywords which keeps the flow of English natural.


�


�URLs are seen in search engine results pages. We want them to contain important keywords but also to be short and concise. You do not have to have your exact targeted keywords here like in the example but relevancy helps.





We try to get these right at the beginning with the intention they are not changed again. If you do change URLs, the old URL should be 301 redirected to the new URL.





The URL is often not needed to be changed if the URLs look reasonably good already. 


�Title tags (very important): 


70 Characters or less including spaces.


 Most important keywords (VIP/P1) at beginning.


 Include P2 keywords where possible. 


 Brand is optional. Preferred on homepage, and at the end if at all on deeper pages.


 Readable and compelling sentences. Avoid keyword stuffing. A little repetition is fine where it reads well.


�Meta Description tag:


Helps click throughs from search results (not rankings). 156 Characters or less (including spaces) 


Consider strong call to actions and unique selling propositions that are relevant and give users a reason to click through. 


Use VIP keyword to ensure text gets bolded in search results which helps with click throughs. Don’t put in all keywords. 


�Headings:


Should reinforce the relevancy from targeted keywords used in title tag and also allow some editorial freedom.


 So a blend of useful keywords and a user friendly headline. It doesn’t have to contain the exact VIP/P1 keyword.


Usability comes before SEO


H1 tag is the most important but not as important as it used to be and significantly less so than the title tag. 


�Heading 1 (H1) is the most significant of the headings but still the primarily purpose should be for the reader, then with some relevancy from targeted keywords. You should only have one H1 per page. 


�H2 tags are not always necessary so only add if it helps the user. H3 tags are sub-sections of H2 tags. You can have many or no H2/H3 tags. 


�Not always required for every page and often not used for short documents. 


Again it should be for the user first, then relevancy from targeted keywords should be applied and should be sub sections of the main heading (H1 tag).


If using multiple H2/H3, be careful not to load too many keywords.





�Keyword Emphasis (Bolding / Strong / Italics):


Not as important as other elements. And easy to ‘over optimise’ if it looks ‘over cooked’. Emphasise keywords but try to make sure it doesn’t look to forced and that it still reads well to the user. Poorly can make for a porr user experience. This is optional. 





Emphasise by bolding, italics, underlining and using keywords in bullet points.   





�This applies to all images in the main body of text in the content:


ALT text is the most important image element. Ideally text should be both descriptive and also contain targeted keywords or keyword variations for the page.


Most pages have a ‘hero’ image at the top of the content which is the most significant one to optimise. 


Also consider using keywords in the filename e.g. targed-keyword.jpg.





Remember, Alt text is primarily for accessibility not SEO. 


�Optional but remember that by linking to relevant page you are passing both PageRank (importance) and relevancy which help the pages you are linking to.





Typically, you only need to link to one page once.  





