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PHASE 2:
The On-Page Optimization Process 



With on-page optimization, 
the first thing you must be 
conscious of is the structure 
of your site.





You should make sure there is 
a hierarchy among web pages 
and that the structure flows 
throughout your website



TYPICAL SITE STRUCTURE



Getting people onto the website is the 
first step, but keeping them there is the 

next. 



So create structure on your site and 
allow the customer to see a visually 
pleasing site that uses a variety of 

media.



UP-TO-DATE CONTENT



Search engines and users are 
very similar, in that both favor 

websites with unique, relevant, 
and upto-date content. 



Use yourself as an example:
If you were searching for on-page 

optimization articles and the SERP 
returned listings from this year 
and five years ago, which link 

would you click first?



Maintaining up-to-date content isn't 
just about text on the page—photos, 

videos, slides, and images are all 
examples of different forms of media 

you can use to keep your content 
fresh and attractive to the reader.



Optimizing the Technical 
Mechanics of Your Page



OPTIMIZE — from the top of your 

page to the bottom.



URLs 



Insert your chosen 
keywords into the URLs of 

each web page on your site



Eliminating the string of numbers and 
the &=%? symbols from the URLs and 
replacing them with easily readable 
keywords, to assist both your users 

and search engines. 



Hyphens or dashes are the only 
symbols that should be used as 

word separators



TAKE EXAMPLE OF THESE URLS

https://adm.qa/ecommercemastery

http://www.abcdefhgj.ie/index.php?option=com_content&view=article&id=13&Itemid=43

https://adm.qa/ecommercemastery
http://www.abcdefhgj.ie/index.php?option=com_content&view=article&id=13&Itemid=43


You can see which URL is pretty 
and descriptive and which fell 

out of the ugly tree.



PAGE NAMES 



You must name your web 
pages appropriately to ensure 
they're relevant to the page 

content. 



Page names act as labels that 
help us distinguish content and 

create meaning.



As users and search engines go deeper into the 
website, pages should get more specific to the 
keywords you're targeting. 

Again, it's about creating a user-friendly and 
informative browsing experience. 



META TAGS



A web page is made up of hypertext 
markup language (HTML).



Within the HTML are special tags, 
known as meta tags. 



META TAGS DON'T AFFECT THE WEB 
PAGE LAYOUT

but rather provide important information 
about the page's content, which is used by 
search engines to index your site.



Meta tags are an excellent additions 
to your SEO toolbox—just be careful 

not to waste your time on 
extraneous tags that add no SEO 
value and take up coding space!



We've outlined the most 
important meta tags, which 

will assist your on-page 
optimization, below:



TITLE 
TAG

This tag will 
display the 
first part of 
your search 

engine results 
listing





TITLE 
TAG

Generally, 
titles should 

have between 
50 and 60 

characters in 
total



Google indexes the whole title 
regardless of character length, but the 
problem is that it also truncates titles 

that are too long—and this means 
part of the title is cut off. 



Description 
tag

While it may 
not contribute 

to your website 
ranking, this 

tag does make 
up the second 
part of your 

listing.





Generally, you should aim for 
between 150 and 160 characters. 

Utilize your description tag as a 
sales pitch



Get your keyword in there, but also include a 
call to action, benefit, and unique selling point. 

That way you're telling people why they should 
visit your website, purchase from you, or make 
a query about your product or services. S



BREADCRUMB NAVIGATION



This allows the user to return to 
previous sections on the website 
without having to use the main 

navigation bar to do so.



As users go through each page, 
they leave a breadcrumb that is 

displayed on the top of each 
page—





WHY ARE 
BREADCRUMBS 

IMPORTANT?



Breadcrumbs are an essential element 
of an SEO friendly website because:



They make navigation easier 
– that’s the main role of 
breadcrumbs and this is why 
users love them.



They encourage people to 
visit more pages of a website 
before they exit and thus 
they reduce bounce rate.



They are good for SEO.



First, they help search 
engine bots during the 
crawling and indexing 
phase.



Crawlers can identify 
breadcrumbs and may use 
the breadcrumb structure 
to gather more information 
about a web page and site.



Second, Google shows 
breadcrumb information in 
the SERPS, instead of 
showing the permalink of a 
page.



The permalink is the full 
URL you see – and use – for 
any given post, page or 
other pieces of content on 
your site.



It could include your domain 
name (www..adm.qa) plus 
what's called a slug, the piece 
of the URL that comes after 
the domain name.



Perma link Eg: 
www.adm.qa/adm100dayschallenge

http://www.adm.qa/adm100dayschallenge


ON-PAGE 
HEADINGS

Your pages 
should be divided 
into headings to 

facilitate 
structure and 

guide both the 
users and search 
engines reading 

your content.



ON-PAGE 
HEADINGS

Headings range 
from H1 to H6 

and indicate the 
most important 

parts of your 
page's content 
and how the 

content is 
interconnected.



H1

H2

ON-PAGE HEADINGS



FIRST PARAGRAPH

Under H1 lies your first paragraph, 
and ideally your chosen keywords 
should be within the first line of text. 
Users scan the first few words on 
every page, which determine whether 
or not they will bounce.



FIRST PARAGRAPH

Users scan the first few words 
on every page, which 
determine whether or not 
they will bounce.



FIRST PARAGRAPH

So be smart with your 
first line and incorporate 
those keywords in a 
natural manner.



First 
paragraph

ON-PAGE HEADINGS



BODY OF TEXT



BODY OF TEXT
The industry-accepted standard for 
word counts varies, but the 
recommendation for general web pages 
related to the product or service you 
provide is at least 300 words



BODY OF TEXT
Articles, white papers, and case 
studies should have 1,000 words 
minimum. 



Blogs, on the other hand, are a 
different story. We will cover later!



BODY OF TEXT

Research has shown that articles 
containing 2,500 words garner 
higher rankings than articles with 
fewer words.



ANCHOR TEXT



ANCHOR TEXT
Interlinked content should be present 
throughout your site, allowing users 
and search engines to advance to the 
next page of your site with ease. 



ANCHOR TEXT
This can be done with anchor text. 
Anchor text is a hyperlink shown 
as clickable text within your 
content



ANCHOR TEXT
It's very important that all pages are 
accessible via a link somewhere on your 
site, so ensure your links are built into the 
content that navigates people through 
your site.



ANCHOR TEXT
For example, an alternative to the 
traditional “click here “ anchor text could 
be “click here for more information on our 
webinar on digital marketing”. 



Images and Alt Text



Images and Alt Text

Alt text stands for alternative text, and 
it acts as an alternative to the image it 
describes



Images and Alt Text

Its purpose is to describe the image 
both for users with accessibility 
difficulties and search engines.



Images and Alt Text

When possible, insert keywords into 
the file names of your images (before 
you upload them), the alt text, and the 
image caption.



SOCIAL 
SHARING



Build your page to be 
easily shareable by 
your website visitors.



This helps with building a 
digital footprint, by getting 
people talking about your 
brand on social media.



More importantly, by providing easily 
shareable links you're bringing people 
back into your website. 

Search engines are taking social sharing 
into account too. 



SITE MAP



The final element you must have on 
your site is an HTML site map. 

A site map is a page on a website that 
provides a map of the website's 
structure





The site map is in the form 
of text links to all the other 
pages on the site



It allows search engines to 
crawl through, index, and 
rank your website. 



EXAMPLE SITEMAP 
adm.qa PAGES



Courses 
Page

AdmEvents

Projects Meeting



Webinar 
details

digital-
affiliate-
package

digital-osm-
package

digital-
mentoring-

package



investor-cofounder-
package

influencer-package

online events adm100dayschallenge



membership
upcoming 

offline events

adm-100-days-
challenge-

training

premium-
member-

dashboard



youtubemastery youtube-checkout
Youtube mastery 

registration

admstore Ecommercemastery



CLICK ON SUB-CATEGORY



CLICK ADD SUB CATEGORY



SELECT MAIN CATEGORY AND 
ENTER SUB-CATEGORY



THEN CLICK ON SUBMIT



GO TO MANAGE WEBSITE



CLICK ON BLOGS AND SELECT ADD BLOG



ADD TITLE, DESCRIPTION, IMAGE, META TITLE 
AND META DESCRIPTION THEN SAVE.  



GO TO MANAGE WEBSITE AND THEN 
CLICK ON TESTIMONIAL



WRITE CONTENT, IMAGE AND SAVE.



PHASE 3: 
OFF-PAGE OPTIMIZATION 



1.GOAL
2.ON-PAGE 

OPTIMIZATION

4.ANALYZE
3.OFF-PAGE 

OPTIMIZATION

FOCUS ON THE THIRD STAGE IN THE SEO PROCESS



In comparison to on-page SEO, 
off-page SEO requires an 
entirely different skill set



Here, you can leave the 
technicalities behind and focus 

on being opportunistic, 
proactive, and competitive.



Let's take a look at the four 
main off-page techniques you 

can use to maximize your site's 
SERP ranking. 



LINK 
FORMATS



The first thing you need to understand 
about links is that they have two elements:



Link text refers to the text that 
appears on the page. 

The link URL is the destination to 
which that link text will take the user.



Internal links define 
linking within your own 
website content from one 
page to another.



EXAMPLE OF INTERNAL LINKS



The links all navigate 
internally to areas of the 

website itself.



An inbound link is one that comes from 
another website and directs a user to your 
website. 

It is considered a determining factor in your 
site's ranking. 



Search engines believe more in 
what others say about you than 

what you say about yourself, 
and they measure this through 

inbound links.



There are four different link formats 
you need to need to know about.



UNINFORMATIVE LINK



A link that says something like click here 
is an uninformative link. 

Don't be afraid to use these words in a link; 
they are, after all, a definitive call to action. 



URL LINK



A link such as 
www.admwebsitebuilder.com is a URL 

link. 

Don't just link to the homepage, find the 
most relevant page and link to that.





TOPIC LINK



A link such as hair care is a topic 
link; it's a good way of linking to 

sites that contain the same subject 
matter as the page the user is on.



KEYWORD LINK



A link with keywords, such as hair styling 
with Vidal Sassoon, is a keyword link. 

This is an excellent way of inserting 
keywords into your anchor text for an SEO 
boost.



LINK BUILDING



Start developing a strategy by 
asking yourself some of the 
following questions:



Am I going to ask bloggers for 

links, and if so, how will I do it? 



Am I going to create valuable, 

relevant content and wait for 

inbound links to come naturally? 



Will I create my own links and 

where will I do it? 



Will I reach out to my 

customers and ask them to link 

to my website? 



It's important that you focus on 
building high-quality inbound 
links so that you don't waste 
your time gathering links that 
aren't influential and contribute 
nothing to your off-page SEO.



Take a look at the following 
suggested techniques you can 

use to develop your own 
strategy:



• Evergreen content



Links from Influential 
blogs or social media.



LOCAL LINK



Eg: If you're a photographer, 
you could ask for links from 
florists, wedding planners, 

and wedding fair organizers. 



Link from Authoritative 
websites



A link from an authoritative 
website is the golden nugget 
of off-page SEO, so find out 
who is authoritative within 

your industry and chase that 
link for all it's worth! 



You need to be aware of the 
following factors that may 
cause problems with your 

link building strategies: 



BROKERS OR SELLERS



Be careful when you link-
building with brokers or 
sellers. Approach these 
companies with strong 

caution!



Here, inbound links 
generated tend to come from 

extremely low-quality 
websites that are irrelevant 

to your content



Algorithms understand these 
SEO malpractices and 

penalize for low-quality links



BROKEN LINKS



Always check for and 
replace broken inbound 

links



A website's link to you 
from last year could now 

be broken, costing you 
valuable ranking and 

conversions



Remember, pages you 
have deleted that haven't 
been redirected will result 

in broken links. 



Make the website owner 
aware of the issue and 

provide her with another 
relevant link from your site!



DAMAGING LINKS



Not all links are good, and 
those that aren't can affect 

your ranking



Websites that are considered 
spammy by search engines will 

consider inbound links from these 
sites as unnatural and could 

penalize you as a result.



Content Marketing



The next phase of your 
link building strategy is 

content marketing.



This involves creating and 
sharing valuable, informative, 

and entertaining content with the 
aim of attracting customers onto 
your site—in order to drive sales 

and conversions. 



It's more about showing 
customers that you have an 

expertise and passion for what 
you do than trying to sell to 

them.



Articles, case studies, white papers, 
infographics, and videos are among 

the popular media used—so start 
thinking about how you can inform, 
educate and solve problems for your 

customers



Aim to be an expert in your 
niche, so that people will 

immediately think of your site 
and link to it when that topic 

arises.



Make sure to on-page optimize 
your content fully—with 

keywords, meta tags, headings, 
and so on. 



SOCIAL SHARING



The fourth element of off-
page optimization 

involves getting people to 
share your content across 

their social media 
networks—in other 

words, social sharing.



You probably will 
have already seen 

social-sharing 
buttons while 

surfing the web. 



These are the small 
icons on social media 
platforms that allow 
users to easily share 

content from their own 
social media accounts.



EXAMPLE OF SOCIAL SHARING



You've put your blood, 
sweat, and tears into 

creating compelling content 
that entertains and informs 

the reader



What's the point in 
doing that if your 

customers can't share 
it? 



Conveniently placed Twitter, 
Facebook, and LinkedIn share 
buttons should be positioned 
throughout your site to allow 

customers to share your 
content quickly and easily 

across their networks.



Search engines are now 
taking social 

endorsements into 
account. 



As with 
inbound 
links, the 
more shares 
you get, the 
better! 




