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Foreword 

The first step has been taken - with this guidebook, we at SaphirSolution want 
to give you tips from our daily doing to set you and your online shop up 
successfully for the future. 

 

In our SEO guide, you can expect practical tips on the topic of search engine 
optimisation. We explain step by step how to make your site visible to search 
engines. 

 

Our aim in producing this guide is to give 
you practical tips for your everyday 
business and for dealing with your online 
shop. We hope you enjoy reading the 
SEO guide! 

 

Yours, Sebastian Denzin 
SaphirSolution Online Marketing 
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Search engine optimisation for 

brands: How important is 

branding for ranking? 

The ranking in the various search engines is 

subject to many factors. The so-called 

ranking factors affect the distribution of 

search engine results in different ways. In 

this chapter, we look at the brand and thus 

the classic branding as a ranking factor for 

our measures in the search engine. 

 

Why do companies need brands? 

From a legal point of view, brands are trademarks, 

However, brands convey a message: the so-called brand promise. This often 

stands for quality and reliability, because many people trust in the brand's 

performance. Thus, the brand is the link between the customer and the 

company and offers the opportunity to build up an emotional relationship with 

the company. Especially in today's flood of markets, it is important to develop 

unique selling propositions and thus differentiate oneself from the 

competition. 

 

What does the search engine actually want? 

The search engine wants to digitally represent reality with its results. This 

means that search engine optimisation (SEO) must not be viewed in 

isolation, but must be holistically included in the marketing strategy. Today, 

SEO alone is no longer sufficient for top rankings. 

 

The search engine and the brand 

Brands create trust and are not just a legal trademark. Rather, brands 

stand for quality and promise customers a standard. The brand promise 

fulfils the customer's expectation. It 
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trust in the brand is created. For this reason, brand awareness is an important 

indicator for Google when assigning rankings. 

 
As a search engine, Google strives to select the best results for the user's 

search query. With brands, the user experience is very high due to the history 

and Google rewards this with good rankings. Of course, SEOs will cry out at 

this point and they are right: the brand is not the only ranking factor. SEO and 

the technical adaptation of the website to increase the user experience 

remains an important part of SEO and cannot be replaced by classic 

marketing, but it can be supplemented. 

 

How does Google recognise brands? 

A brand is a status symbol and maintains the emotional relationship between 

the customer and the company. But how does Google recognise brands? - The 

search engine recognises brands based on the search volume and the 

references on other pages. If the search volume within the search engine for 

the brand name increases, this is an indicator of increasing brand awareness. 

And 

On the other hand, mentions of the brand on other websites help Google to 

recognise the value of the brand. With so-called co-citations 

(direct links from other pages) or co-occurrences (mentions of the brand on 

the page) increases the search engine's trust in the "brand". If you want to 

check whether Google recognises your brand as such, enter the brand name 

in the search slot: 

 
If Google now shows your website in first place and in addition other search 

results from subpages of your website are displayed, then your company is 

recognised as an authority. 

 

Ranking of the future: SEO & Marketing 

In the future, the brand will remain an important ranking factor, because 

manipulations are not so easy to carry out here. Brands are built up over years 

to decades and give manipulations only little surface for attack. Thus, in the 

future, search engine optimisation will increasingly become a part of the 

marketing strategy and can no longer be considered in isolation. In combination 

with classic PR work, social media activities, usability and version optimisation, 

rankings can be optimised in the future. Natural- 
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However, SEO will not disappear from the scene, because SEO considerations 

will include and combine all these aspects in the future. One area in which 

SEO and classic marketing are increasingly merging is content marketing. In 

content marketing, the company draws attention to itself through the creation 

of unique content. 

 

Semantics of the brands 

The field of semantics is becoming increasingly important at Google. 

Semantics deals with the relationships between signs and their meanings. In 

this case, signs can be words, sentence phrases, but also symbols. With the 

help of semantics, Google recognises context-related search queries. For 

example, the search query "golf" can have different search intentions. 

On the one hand, the searcher can find out about the Gulf Stream, the sport, 

but also the car. The co-citations and co-occurrences just mentioned enable 

search engines to assign brands to thematic correlations. If, for example, the 

term search engine optimisation is frequently mentioned on external pages in 

connection with SaphirSolution, the relevance for search queries in the SEO 

area increases when the search volume for the brand name increases. 

 

Conclusion: Brands are on the rise 

Don't just focus your SEO activities on technical and editorial factors, but 

always consider online marketing as a component of your marketing strategy. 

Then you will also benefit from rankings in top positions. Think about possible 

referrals and make sure that your website visitors like to come back and visit 

the website. Actively seek contact with influencers who can help increase 

brand awareness. The user should be the focus of your efforts. Then you are 

well prepared for the future. 



SaphirSolution 
9 

 

How do you get good search 

engine rankings for your 

website?  

Good search engine rankings are not just 

given by Google - an algorithm uses over 

200 factors to check which page represents 

the best result for the user's search query 

and best processes the user's search 

intention and provides the best experience. 

Sounds complex - it is! 
 

Good search engine rankings 
= more turnover? 

Unfortunately, the calculation is not that simple, because 

Not every search query has the intention of becoming a customer. Often 

users are only looking for information and are far ahead in the buying 

process, so there is still a certain distance to purchase. 

 
Especially good search engine rankings in the informative area of the key 

words usually only bring users with a moderate interest in contacting or 

buying directly. Nevertheless, these users have a value for the company, 

because they are relatively early on their customer journey and as a company 

you come into contact with the users early on, which also represents a certain 

value. 

 
In essence, however, the more search engine rankings a website has at the 

top of the SERP, the higher the probability of receiving more enquiries about 

its own website. In particular, the first three search engine rankings for a 

keyword and a search phrase benefit from website traffic. 
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How do you get good search engine rankings? 

Unfortunately, creating a website and waiting is not a solution. With 

professional search engine optimisation, website operators make their website 

understandable for the search engine robots so that the thematic coherence 

of the page can be recognised. Search engine optimisation is divided into 

three sub-areas that allow optimisation: 

 
 
 

+ OnPage SEO (optimisations on the page itself) 

+ OffPage SEO (topic-relevant links from third-party sites) 

+ technical SEO (PageSpeed, internal linking, crawlability, robot accessibility) 

 
 
In these areas, website operators have the chance to influence the relevance 

of their own site for the search engine and thus obtain better search engine 

rankings. 

 

Paid vs. unpaid search engine rankings 

In addition to organic search engine rankings, there is also the possibility of 

buying top rankings. With Google AdWords, first and good search engine 

rankings can be realised and achieved comparatively quickly. A click price is 

due for each click, which is based on the maximum price of the highest bidder 

in the bidding process. 

 
Google AdWords also offers the first opportunities for website operators to 

test the performance of website visitors via the search engine and to gain 

initial experience in this area in the short term. 

 

Conclusion: Good search engine rankings do not come 
overnight 

Search engine optimisation and the development of new search engine 

positions is an industrious task and a process. Processes must be created 

and employees must be sensitised to the SEO factors. Only with 
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With a high internal value, SEO has the chance to make itself recognisable in 

the long term through good search engine rankings. 

 

SEO strategy: The core of 

professional search engine 

optimisation 

Doing search engine optimisation without 

an SEO strategy is a bit like trying to take a 

shower without getting wet. Without a 

strategy, there is no direction, no goals and 

only random success. 

 

SEO strategy: The time factor 

 
Good things come to those who wait - as 

the old saying goes, and it's a similar story 

in search engine optimisation. Top 10 

rankings do not happen overnight, but 

require sufficient time. 

time, so that rankings are achieved as a result of the optimisations. 

 
And time management should be supported by a plan of action so that it is 

clear at all times which step needs to be taken next and which resources and 

know-how are required in the next step. Unlike in search engine advertising, 

top positions in SEO cannot be developed overnight, which not only bring 

traffic, but also conversions. 

 

The SEO strategy and your goals 

A clear SEO strategy requires clear and measurable goals that are ideally 

formulated SMART. Factors should be taken into account such as: 

 
• Number of keywords in the index 

• Top 10 keywords share 
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• Ranking distribution 

• Increase traffic through organic search engine traffic 

• Conversion growth through SEO 

• Attribution models in SEO (especially for informational keywords) 

 

 
In order to be able to define goals, the status quo should be recorded. The 

definition of the SEO strategy starts with a well-founded SEO analysis. 

 

Step 1 to the SEO strategy: The SEO analysis 

Only those who know where their weaknesses lie can work on them. The situation 

is similar in SEO. For this reason, every SEO process begins with an analysis of the 

current situation. 

 
Keyword research helps to identify important keywords and to specify which 

keywords should have which weighting in the future. In the OnPage area, 

OnPage factors are checked and an action plan for improving the OnPage 

factors is created. In the OffPage area, existing links are checked and, if 

necessary, harmful links are devalued using Google Disavow Tools. 

 
For professional SEO analysis, you can consult various software such as 

Google Analytics, the Google Search Console, the Screaming Frog, SISTRIX 

or XOVI. 

 
Essentially, the SEO analysis focuses on KPI's such as: 

 
• Visibility in the Google search engine (90% market share in Germany) 

• Traffic growth (Which keywords can generate more traffic?) 

• Conversion keywords (Which keywords bring corresponding 

conversions?) 

• Backlink profile (Which links are harmful and which are beneficial?) 

• Information architecture (Is the website structure understandable for 

the Google Bot?) 
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With the analysis of the actual situation in the SEO area, the corresponding 

goals and KPIs in the SEO area can be defined so that the action plan to be 

defined can be aimed at achieving the goals. 

 

SEO strategy: The SEO action plan 

With the goals, the measures can be defined and a retro-planning can be 

created. This retro-planning takes into account the three sub-areas of search 

engine optimisation (OnPage SEO, OffPage SEO & technical SEO) and sets the 

optimisations to be made in a time horizon and ensures appropriate project 

management in the actual search engine optimisation. 

 
It is important to see this action plan as a dynamic construct. Regular 

monitoring and SEO controlling in the market ensures that one can also 

quickly recognise developments among competitors and initiate appropriate 

countermeasures. 

 
In addition to the major construction sites (OnPage, OffPage and technical 

SEO), the action plan should also include peripheral topics such as image SEO 

and social signals in order to comprehensively address the topic of SEO 

strategy. 

 

SEO strategy in the online marketing mix 

Search engine optimisation plays a central role in online marketing and offers 

the potential of synergies with other online marketing channels. For example, 

the link building of off-page SEO can be supported by the work of the press 

department or links can be built up via partner management. 

 
For these and other reasons, it is important to live the SEO strategy not only 

in the online marketing department, but also to involve other relevant 

departments in the SEO process by means of training and to convey a basic 

knowledge in the area of search engine optimisation. The goal: A holistic 

search engine optimisation taking into account the use of synergies. 



SaphirSolution 
14 
 

Conclusion on the SEO strategy 

Working without an SEO strategy is possible, but will not bring much. The decisive 

factor is the defined SEO strategy and the goal that one wants to achieve with 

professional search engine optimisation. 

 
Continuous monitoring and SEO controlling should be implemented in order to 

also recognise short-term developments and to be able to react to market 

trends accordingly. In the area of search engine optimisation, it is also 

important to understand that it is not a project, but the implementation of 

processes and control loops. 

 

Keyword analysis: Sell more 

with the right keywords  

Keywords are the gold of the search engine. 

Users communicate with keywords. They 

express their feelings, express their desire 

to buy and show interest in science. As an 

online marketer, it is about understanding 

the customer and identifying the intention 

behind each keyword in order to answer the 

search query in the best possible way. 

 

Different keyword types in the 
keyword analysis 

Search phrase cannot be more different 

be. In the field of search engine marketing (SEM), a distinction is made 

between: 

 
Short Tail Keywords (search phrases consisting of 1-2 words) 

Long Tail Keywords (search phrases consisting of >2 words) 

 
The decisive factor is that, within the framework of the keyword analysis, search 
terms in the 

Long Tail environment can be evaluated more specifically, as there is much more 
information available. 
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The market for long-tail keywords, however, is not large - the search volume 

is significantly lower than in the area of short-tail keywords. Conversely, 

however, the market for long-tail keywords is not large - the search volume is 

significantly lower than in the area of short-tail keywords, which are used by a 

broad mass to express their search intention. 

 
Experience shows that competition for short-tail keywords is greater than for 

long-tail keywords. For this reason, it makes sense in many cases to focus on 

the long tail area first and to buy traffic here much more cheaply and 

specifically. 

 

Search intentions in the keyword analysis 

There is an intention behind every search query - no user uses the search 

engine for pure pleasure (except perhaps us marketers). It is crucial to 

recognise these intentions and, in the best case, to convert them into 

interactions. The probability of conversion (e.g. conversion of an anonymous 

prospect into a buyer) depends in any case on the search intention. 

 
We divide the search intentions into 3 areas: 

 
Informational search queries 

 
Here, the user wants to collect information on a specific topic area and improve 

the existing level of knowledge. 

 
Navigational search queries 

 
The user is already familiar with one area and would like to know more about 

possible alternatives in order to get a better overview. 

 
Transactional search queries 

 
These are the most exciting search queries for us - Here, a clear transactional 

intention can be recognised and the user is looking for a suitable supplier. An 

example keyword could be: "Buy Nike Air Max 38". 
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But not every keyword can be easily identified in terms of search intent: 

Short-tail keywords in particular leave a lot of room for speculation. The 

search phrase "tennis shoe" could be informational, navigational or even 

transactional. A good landing page addresses all three intentions with such 

short-tail keywords and manages to convert the customer on just one page. 

 
Keyword analysis identifies the potential of companies in the search engine and is 

crucial for search engine marketing success. It is therefore all the more important 

to use the right tools to identify the right keywords. 

 

3 free tools for keyword analysis 

Google offers 3 free tools for the identification of suitable keywords, which we 

would like to introduce to you: 

 
1. Google Trends 

 
Google Trends is a wonderful tool to map the development in the search volume of 

a keyword. Here you can quickly recognise seasonal developments, which you can 

then address within the budget planning of PPC campaigns. 

 
2. Google Keyword Planner (AdWords) 

 
The Google Keyword Planner provides information on how high the search volume 

behind a keyword is and what the competition looks like. The click price (CPC) also 

provides a monetary value for analysing the profitability of the keyword based on 

the competition. 

 
3. Google Suggest 

 
Google Suggest is not really a tool, but a function of the Google search 

engine. Here, users have the chance to enter a search term and related 

search queries are then suggested for the user. This can be helpful in the 

context of keyword research. 
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The basic rule in keyword analysis is: 

 
You should focus on the transactional keywords with high search volume and 

little competition to be successful in search engine marketing. The keywords 

should be general enough to have search volume, but specific enough to 

deliver conversions. 

 

Evaluation of the keywords in the keyword analysis 

Once keywords have been identified with the help of the tools, the following 

information should ideally be available: search volume for the keyword & 

existing competition. 

 
With these two key figures, the potential can be determined. Remember: We 

want keywords with high search volumes and little competition. The key 

figure is the Keyword Efficiency Index (KEI for short) - the KEI is calculated as 

follows: 

 
KEI = (search volume)²/ competition 

 
Keywords that have a good ratio of search volume to competition have a 

good chance of ranking and delivering profitable traffic to the company. 

 
The identification of the keywords via the two dimensions can still be 

via further measured values such as 

 
• Transaction probability 

• Conversion Rate (from AdWords account) 

• strategic importance 

 
assess. Thus, an even stronger focus is possible. 

 
Due to increasing competition, it is becoming more difficult to find good 

keywords. Today, it is much more important to pick up customers in the 

navigational and informational area, because the click prices / competition is 

even lower there. These users are then provided with the necessary 
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information and brought into the transac- tional area by means of 

remarketing campaigns, in the best case into conversion. That would be 

Keyword Analysis 2.0. 

 

Search Intentions in Search 

Engine Optimisation = 

Search Intent Optimisation 

(SIO) 

Understanding search intentions and 

interpreting them correctly is becoming 

increasingly important in search engine 

optimisation (SEO). 

 
Since the ranking factors of search engines 

such as Google are shifting more and more 

towards user interactions, it is significant to 

understand with which expectation a user 

comes to the landing page in order to serve it 

optimally. This is where Search Intent 

Optimisation (SIO) comes in, with the focus 

on the user experience. 

The result should be even more closely aligned with the search intention. 

 
SEO vs. SIO 

A few years ago, SEO was still very technical. Rankings could easily be 

influenced with backlinks and on-page SEO measures. External signals such 

as backlinks were the measure of all things to define an authority on the net. 

But gradually SEO became more and more complex, because search engines 

like Google are constantly working on their own algorithm to make search 

results even more relevant for users. Today, there are not only Search Engine 

Result Pages (SERP) with text ads, but the Universal Search and the 

Knowledge Graph have expanded the search results with rich media files. 
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With the increased user-centricity on the part of the search engines, the 

pressure on SEOs and website operators is also increasing: the goal is no 

longer to increase the authority of one's own website through backlinks alone, 

but rather to optimally answer the search queries and the intentions behind 

them. Because one thing is clear: behind every search query is a goal, an 

intention, an intention that the user is pursuing. The website that provides not 

only the most, but the best information on the search intention is rewarded by 

the search engines with good ranking positions. 

 

What are the search intentions in the first place? 

If you optimise your own website for search intentions, you have to 

distinguish between different types of search intentions, which can be 

categorised on the basis of their intention. The following search intention 

categories must be answered on the website: 

 
1. Informational search queries 

 
Search queries such as "How long is the Great Wall of China?" are already 

answered today by Google using the Knowledge Graph within the search 

results. Informational search queries are aimed at obtaining information. This 

can be general information or the latest news. Google is becoming 

increasingly precise in this area of search intentions and assists the user as a 

digital assistant. This often results in high search volumes, although the 

measurable business value for companies is rather low, as these search 

queries do not pursue any trans- actional intent. 

 
2. Navigational search queries 

 
With navigational search queries, the user navigates to a specific subpage of 

a website and searches specifically for information with a clear "filtering". 

 
3. Transactional search queries 

 
Here, a clear transactional search intention can be identified in the user. Search 

queries such as "Whitepaper SEO download" are clearly transactional and it 



SaphirSolution 
20 
 

is about a specific procurement of content, goods or services. Another form of 

transactional search query is the commercial search query. With keywords 

such as "buy", "rent" or "order", the clear intention of the user becomes clear. 

The search volume for such keywords is present, but very low. On the other 

hand, there are high conversion rates because the intention is clearly 

recognisable. 

 
4. Brand Searches 

 
The gold of an online marketing manager. If the manager has succeeded in 

building up a digital brand, the number of brand search queries increases. 

Here, users usually already know the provider and have confidence in the 

company's services or goods. 

 

What to do with all the search intentions? 

How do you deal with search intentions in daily business and how can you use 

them to create more relevant landing pages? - In essence, you first have to 

understand what the search intent behind a keyword is. For example, the 

search query "golf" can have many different intentions. From buying a car to 

booking a trip or even a new golf ball set, everything is possible. So how does 

one proceed in the context of search engine optimisation? 

 
1. Step: Identify websites with poor performance 

 
This is where the Google Search Console (GSC) comes in. Here, data on 

search behaviour can be read out and evaluated. You can quickly recognise 

sub-pages that have poor CTRs or cause high bounce rates with a glance at 

Google Analytics. This is where you should roll up your sleeves first: the CTR 

and bounce rate indicators show that the target page did not respond 

optimally to the search intention and lead to the poor performance. 

 
2. Step: Identify Search Intent Gap 

 
The gap between search intention and target page can best be bridged with ge- 

identify common sense. At this point it makes sense to 
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keyword and to screen the top 3 search results and identify content ideas for 

your own target page with which the gap can be closed. You quickly get an 

idea of the user's intention with the keyword. 

of the respective search query and how best to answer the searchintent. 

 
3. CRO problem solving 

 
With new insights, it goes to the target page. New and fresh content answers 

questions previously left unanswered by the user. Targeted conversion rate 

optimisation ensures that the user quickly finds his way to the target. 

This not only enhances the user experience (UX), but also ensures a sustainable 

return on investment (ROI). 

 
4. Request reindexing 

 
To ensure that the new target page is quickly included in the search engine 

index and crawled, it is a good idea to resubmit the page via Google Search 

Console in order to be able to measure the results of the adjustment more 

quickly. 

 
5. Iterative analysis & adaptation 

 
The process is never over. Search intentions behind keywords also change. 

For this reason, you should think about the processes with which you want to 

ensure the ongoing optimisation of the web pages for search intentions at an 

early stage. 

 

Search Intention Optimisation as an Elementary SEO Tactic 

The squirrel feeds hard - SEO is subject to constant change and the user 

experience is increasingly becoming the focus of search engines, which is also 

right and demonstrably increases the quality of search results. The results of 

the search queries are becoming more and more satisfactory and people are 

happy to use the search engine in search of appropriate advice. 

 
Our final tip: Keep thinking about your users and their intentions. If you put 

the users' intentions in the foreground 
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If you put all your efforts into it, search engine optimisation will also work in the 

long term. 

 

With holistic landing pages in 

the top ranking positions  

Holistic landing pages are the SEO trend for 

2018, but what actually are holistic landing 

pages and how can we as online marketers 

use them to expand our own online marketing 

activities? 

 

Holistic landing pages: Holism 

Holism is the holistic doctrine from which 

the approach of holistic landing pages can 

be derived. Holistic landing pages treat a 

topic with a holistic approach and help to 

ensure that 

Websites are not only found for individual search queries, but for search 

queries of a topic. Through the holistic structure of the content, every user of 

the page receives an answer to his or her specific question. 

 
The holistic approach no longer answers just one search query, but answers 

multiple search intentions. An example: 

 
A user searches with the query: "Book a holiday home" - This apparent 

transactional search query still leaves a lot of question unanswered: 

 
1. Where should the holiday home be booked? (Mediterranean, mountains 

or North Sea coast?) 

2. What should the holiday home offer? (Pool, several bedrooms, garden?) 

3. How should the holiday home be accessible? 
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This is only an excerpt of possible questions that are expressed by the user's 

search intention. The aim of the holistic landing page is to recognise search 

intentions expressed by search queries and then to explain them in a holistic 

approach. 

 

Success factors of holistic content 

A holistic content approach inevitably ensures long and informative texts. For 

this reason, the structuring of the texts is a decisive factor for the success of 

holistic content. In addition to the density of the content, the user experience 

on the holistic landing page is also of crucial importance. For this reason, 

holistic texts should always be well structured and ideally have a table of 

contents (like Wikipedia) to give the user more orientation within the text. 

 

Holistic landing pages: trend & counter-trend 

Long and informative landing pages can provide comprehensive information, 

but this is not always necessary. Depending on the topic, there are subject 

areas that can be answered much more quickly and straightforwardly. Thus, 

the holistic landing page approach is not the first choice for every topic. So-

called "snackable content" is suitable for topics that are not quite so extensive. 

In other words, content that can be quickly explained and quickly helps users. 

 

Holistic landing pages: The optimal structure 

Holistic landing pages should be based on a search intention. Based on the 

search intention, one asks oneself the questions that the target group also 

asks and structures the holistic content for the landing pages according to 

the questions that arise. 

Against this background, there are 3 success factors within the framework of 

holistic landing pages: the target group, the search intention and the 

product. Because SEO reach is only useful to those who can convert the 

traffic into commercial success. For this reason, the following should also be 

considered 

the product should be an essential part of planning holistic landing pages, 

because at the end of the day, a website should not only be findable, but also 

lead to transactions. 
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Holistic landing pages for the holistic approach 

The technology of websites remains a relevant success factor for SEO, but the 

content area and the optimal answering of search intentions is becoming 

increasingly important and relevant. Against this background, you should 

consider holistic landing pages for your business field and contribute to your 

company being found better for informational search queries. We are happy 

to support you in building transactional landing pages that follow the holistic 

approach. 

 

SEO KPI: Develop important 

rankings with the right key 

figures  

For many website operators, search engine 

optimisation is an opaque black box and it is 

difficult to understand which measures lead 

to which effect. This chapter puts an end to 

this, because there are also suitable key 

figures in the search engine to measure the 

success of search engine optimisation and to 

evaluate the economic added value of 

search engine optimisation. 

 

SEO KPI - What actually is a KPI? 

In business administration and especially in controlling, nothing works without 

KPIs (KPI = Key Performance Indicator). They are elementary key performance 

indicators that allow the company to better monitor and control individual 

areas. At a glance, you can quickly recognise developments that could have a 

business-critical effect and initiate appropriate countermeasures. 
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Types of key figures in search engine optimisation 

In search engine optimisation, the added business value of the measures is 

particularly important for many companies. Search engine optimisers, on the other 

hand, are more interested in key figures that actually describe ranking 

developments. 

 
For this reason, performance measurement systems are often divided into 

operational performance measurement systems, which help SEO to optimise 

the site, and financial performance measurement systems, which are primarily 

of interest to entrepreneurs, project managers or marketing managers. Here, 

SEO developments are transformed into economically measurable values and 

the value of SEO implementations is evaluated. 

 

Important SEO KPI's 

We therefore distinguish between operational KPI systems, which are 

particularly helpful in the everyday work of SEOs, and management KPIs, 

which are intended to help increase the value and, at the end of the day, the 

ROI (ROI = Return On Investment). With this in mind, we have brought you 

ten key performance indicators that we would like to present to you in this 

chapter. In addition to these ten KPIs, there are numerous others that are 

used in particular in operational SEO. 

 
SEO KPI No.1: The Visibility Index 

 
The visibility index is the KPI most frequently mentioned in connection with 

SEO. SEO tools such as XOVI, SISTRIX or SEARCHMETRICS calculate a cross-

section of rankings, position and search volume and thus make the 

developments in the field of search engine optimisation visible. It is important 

here to only compare the visibility indices of the tools with each other and 

within the industry in order to obtain a real statement about the competition. 

 
SEO KPI No.2: Ranking Number 

 
Equally decisive is the number of rankings a website achieves in the search engine. 

With ever new and fresh content on obvious topics, the 
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the topics, the ranking number should grow steadily. If a page suddenly loses 

rankings, you can see this very quickly in the ranking number. 

 
SEO KPI No.3: The ranking distribution 

 
The ranking distribution shows on which pages of the SERP's (Search Engine 

Result Pages) the rankings are located and which relevant keywords 

perform. 

 

 
With the ranking distribution, you can quickly see which rankings will make it 

to the first search results page in the future. Shifts in the ranking distribution 

can be monitored very well and show opportunity key words that are suitable 

for targeted optimisation approaches. 

 
SEO KPI No.4: The indexation status 

 
The indexation status can be tracked in the GOOGLE SEARCH CONSOLE. 

Here you can see how many of the pages submitted via sitemap have made 

it into the Google index and can be found for search queries. This key figure 

is elementary for search engine optimisation. 

Indexing problems and blockages in the crawling of the pages are quickly 

recognised here. 
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SEO KPI No.5: Hits via organic search 

 
The decisive factor is not rankings, but the traffic that actually arrives on the 

website. Because this is where the economic added value is created. With a 

conversion in the form of a contact or a transaction in eCommerce, new 

customer potential is created for the company. For this reason, the traffic that 

reaches the website via the search engine should be tracked in GOOGLE 

ANALYTICS. A separate segment helps to monitor the developments 

cleanly. 

 
 

 
 

SEO KPI No.6: CTR - Click-Through-Rate 

 
The click-through rate (CTR) is a decisive indicator to measure the 

effectiveness of the metadata. These are the search results in the Google 

search engine, which are optimised through adapted design and alignment 

with the user's search intention. 

 
SEO KPI No.7: TimeOnSite & BounceRate 

 
The session duration and the bounce rate are also SEO KPIs that can be read 

out using GOOGLE ANALYTICS. With the segment for organic traffic, you 

can quickly identify sub-pages that have a high bounce rate and optimise the 

content accordingly at this point in order to sustainably increase the user 

experience with the page. Since Google also analyses the user behaviour of 

pages, you should regularly evaluate the bounce rates and dwell times and 

optimise the pages accordingly. 

 
SEO KPI No.8: Conversions & Sales 

 
Elementary to determine the added business value of the SEO measures - the 

measurement of conversions and the resulting conversion rate. 
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The SEO analysis helps to identify the keywords and rankings that are responsible 

for sales. This information helps to align SEO more closely with business goals. 

 
SEO KPI No.9: Brand & Generic Traffic 

 
Which search terms do users use to access the site? - In SEO, a distinction is 

made between brand and generic search terms. Brand search terms are 

search queries that contain the company or brand name of the company. 

Generic search terms, on the other hand, are detached from the company and 

bring actual new customers. At this point, the competition is also significantly 

greater and thus optimisation is also more difficult. The weighting of brand 

and generic traffic should be used in SEO in order to also recognise the 

economic added value of the SEO measures. 

 
SEO KPI No.10: Attribution 

 
Unfortunately, the customer journey is not one-dimensional. The customer 

has contact with the company via several touchpoints and the organic search 

is often the first point of contact with the company. By default, however, the 

conversion is assigned to the last touchpoint. - For this reason, attribution 

should be consulted in GOOGLE ANALYTICS for the evaluation. Attribution is 

therefore not a direct KPI for control, but it does consider conversions with 

regard to the customer journey and thus shows very important information 

for optimisation. 

 

SEO KPI's for better SEO performance 

Many roads lead to Rome. It is similar with the SEO KPIs - many different key 

figures quickly make monitoring confusing. 

But the decisive question is: What do we want to achieve? - The SEO KPI 

system can then be set up with the objective in mind. In this way, you can be 

sure that you do not optimise past your own goals, but instead use the 

defined SEO strategy to rank for the keywords that are also responsible for 

sales at the end of the day. 
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What makes a good SEO re- 

porting? 

Transparency is crucial, especially in the 

area of search engine optimisation. Reports 

play an important role here. They should 

show outsiders (even those with less 

specialist knowledge) the developments in 

the area of search engine optimisation and 

make the work in the area of SEO 

measurable and thus assessable. 
 

Why is SEO reporting important? 

Search engine optimisation is a process 

and for this reason, a one-off SEO audit and OnPage adjustments are not 

enough. The website must be continuously adapted and adjusted to market 

conditions. This includes the regular maintenance of the existing content, a 

regular expansion of the content and the sustainable building of backlinks in 

the area of OffPage SEO. 

 
Regular SEO reporting makes sense, especially for reasons of traceability: 

Ideally, there is a transfer of knowledge from SEO agency to client. This 

makes it easier to assess the work done and the results achieved. 

 
Another, not insignificant factor: time. SEO optimisation does not become 

noticeable within a short time. Most SEO projects are planned for several 

months in the long term. For this reason, transparency is even more 

important and decisive for the success of the cooperation. 

 

What belongs in a meaningful SEO report? 

SEO reporting should include all relevant KPIs of the defined SEO strategy. 

and ideally reflect developments. Thus, not only the 
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It is not necessary to look at the point in time, but rather over a period of 

time. The following key performance indicators make sense against the 

background of on-page and off-page optimisation: 

 
 
• Current keyword rankings: With professional SEO software, current 

ranking positions can be read out and developments mapped. Within the 

framework of the keyword ranking analysis in SEO reporting, opportunity 

keywords can also be an essential part of the reporting. 

 
• SEO Traffic: What is decisive is what arrives on the website afterwards. 

Against this background, traffic should also be considered in SEO 

reporting. For website operators, it is important to know how much traffic 

actually comes to the pages via the SEO activities. In this case, too, a 

period of time should be taken into account. 

 
• External linking (link building): If off-page SEO is part of the SEO work, 

the SEO reporting should also include a corresponding link report on built 

and broken links. 

The decisive factor for a meaningful SEO report is not the abundance of KPIs, 

but the combination of the right key figures, which together make a 

statement that can be understood by the recipient. For this reason, it makes 

sense to adapt the reporting to the individual requirements. 

 
Of course, the reporting can be expanded to include other key figures such as: 

Ranking changes, development of competitors, visibility index, ranking values, 

linking top level domains and much more, but at the expense of the 

understanding of the recipient. 

 

SEO reporting: mapping workload 

In order to derive the causes for the results (knowledge transfer 

performance), it makes sense in some cases to also document the work 

performed in SEO re- porting in order to be able to derive successful 

adjustments. 
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Transparency and empirical values through SEO reporting 

A good SEO report is a meaningful SEO report. An SEO report is only 

meaningful if it can also be understood and evaluated by non-SEOs. In order 

to define the understanding for the field of SEO, a joint development of the 

SEO reporting is recommended. 

 
Reporting with the recipient. With regular and interpretable SEO reporting, 

nothing stands in the way of successful cooperation in the area of search 

engine optimisation. 

 

Search Experience Optimisation (SXO): The new SEO? 

In the field of search engine optimisation, too, the focus is increasingly on the 

customer, in this case the search engine user. The customer-centred 

approach is not only recognisable in most marketing strategies of various 

companies, but is also finding its way into search engines. 

 
In the field of search engine optimisation, in the broadest sense, it is no 

longer just about pure technical optimisation for the search engine, but about 

optimising the content for the user. 

 

Search Experience Optimisation (SXO): User signals matter! 

A few years ago, SEO was still very technical. You could build links from link 

farms at random and be rewarded with good ranking positions by the major 

search engines. Today, things are different: it is no longer about a purely 

technical evaluation of the page, but about an evaluation of the content. 

Factors such as the number of incoming links are no longer the only factors 

used to assign ranking positions; user behaviour on the page itself is also 

evaluated and taken into account in the assessment of relevance. 

 
For this reason, it makes sense not only to focus on the search engine (robot 

control, accessibility for bots), but also to consider the users accordingly (user 

experience, usability). 
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Of course, the framework conditions from the field of SEO should continue to 

be taken into account, because if the page is blocked for bots in the 

robots.txt, there will of course be no rankings, no matter how good the 

content. For this reason, SEO will continue to exist alongside SXO in the 

future, but sub-areas such as content marketing, usability analysis and UX 

design will become increasingly important for the top ranking positions. 

 

Search Experience Optimisation through User Intent 
Considerations 

Classic keyword research and the evaluation of keywords based on factors 

such as search volume and competition are no longer state of the art. 

Instead, SXO is about USER INTENT (user intention) optimisation. 

 
As a rule, every user does not visit a website just for fun, but hopes for a 

corresponding benefit. For example, if the user has athlete's foot, he uses the 

search engine in the hope of finding an answer/solution to his specific 

problem. Due to the offer (usually 14 search results), there is only a short 

time span for website operators to convince. Starting from 10 seconds, the 

following questions must be answered for the user: 

 
1. Will I find the answer I am looking for here? 

2. Can I trust the answer or is the environment suspicious? 

 
Once the first 10 seconds are over, you usually have the user's attention and 

can send them into the sales funnel. 

But against this background, what is important in the field of search experience 

optimisation? 

 
1. The user must feel understood 

 
The topic should already be addressed in the meta data and the user should 

be picked up so that the ads in the SERP's (Search Engine Result Pages) 

benefit from good click rates. 
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2. The landing page should present the information clearly 

 
In essence, no one has time and for this reason, according to SXO's 

approach, the information should be quickly visible. The presentation with 

bullet points and tick marks helps the user to quickly recognise benefits and 

ideally stay longer on the page. 

 
3. "Avoid "step back 

 
Make sure that the attention stays with you. The user should not go back to 

the SERP and click on the competitor's page. With well thought-out content 

and strong internal linking, you ensure better user interaction with the 

page. 

 

Search Experience Optimisation (SXO) for more customer focus 

Focus on your users and think about the keywords: What is the intention behind 

the search query? What wishes 

/ Fears are hidden behind this and how can I answer them on my target page? 

 
SXO not only improves your rankings in the long term, but also generates 

qualified traffic, as the considerations target precisely those users who also 

have the potential to become customers. 

 

What is Keyword Advertising? 

Keyword advertising refers to the placement of advertisements for specific 

keywords in search engines such as Google or Bing. Keyword advertising has been 

around since the monetisation of search engines. Search engines such as Google 

or Bing earn money by placing targeted ads. 
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The advantages of keyword advertising 

A great advantage of targeted search engine advertising is the low dispersion. 

Unlike in outbound marketing, you only appear with your advertisements to 

customers who have a concrete interest in your products or services. Due to 

the low dispersion, you are right in the middle of the relevant target group 

with your advertising messages. 

 
In addition to the low spread, the required budget is another advantage of 

keyword advertising. Even with small budgets, you have the opportunity to 

place targeted search engine ads and reach new customers. Billing is based 

on PPC (Pay-Per-Click). You only pay when there is interaction in the form of 

a click. You set the upper budget limits with daily budgets. This gives you full 

control over your advertising budgets within the framework of keyword 

advertising. 

 
Another advantage of search engine advertising is its measurability. Tracking 

tools such as Google Analytics allow you to evaluate whether your campaigns 

are successful and produce the desired results. In this way, you can measure 

which keyword a customer uses to contact you and thus control the budgets 

in a more performance-oriented way. 

 

For whom is keyword advertising suitable? 

Keyword advertising is suitable for all companies that want to reach new 

customers via the search engine and use their advertising budgets efficiently. 

Searches are conducted in every industry and for this reason keyword 

advertising is suitable for every industry. 

 

Keyword advertising for more online performance 

Search engine advertising and search engine ads belong in every online 

marketing portfolio and help you to be found better online and reach more 

customers digitally. If you do not yet have search engine ads, take the first 

step and contact us. 
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What is the Mobile First 

Index? 

The Mobile First Index is often announced in 

the field of mobile SEO. What is the function 

of the Mobile First Index and how can 

companies and website operators use it 

profitably for their own search engine 

optimisation? 
 

Mobile First: Also in search engine 
optimisation (SEO) 

The smartphone is increasing in use and 

more and more internet users are reaching 

for their smartphone to search the internet 

for information suitable for their search 

intention. 

search. Today, there are still websites that are not optimised for mobile 

devices and lead to incorrect displays. Google as a search engine wants to 

deliver the best search results for its users. This also includes usable mobile 

website versions. 

 
This is the background to the Mobile First Index: In reality, internet use via 

mobile phones is increasing more strongly than that via desktop PCs. Search 

engines such as Google then provide corresponding ratings to websites not 

only for desktop variants, but also to rate the mobile variant. 

 

Mobile First Index: What does this mean for SEO? 

Desktop and mobile devices could not be more different. Starting with 

usability. The PC is usually operated with a mouse, while the smartphone is 

controlled via touch gestures. So we have differences in the areas of content 

presentation, layout and, above all, technical characteristics of the page. 

 
For search engine optimisation, the digital customer journey would have to be 

aligned with mobile user behaviour. A decisive factor for 
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the ranking in mobile SEO is the correct display of the viewport. Nothing is 

worse for a user than zooming into the text with a smartphone. Thus, 

responsive web design should be the common standard for many websites 

today, so that your website is also optimally displayed on all mobile devices. 

 
Especially in the area of mobile SEO, local search is on the rise. Optimising 

content with rich snippets using HTML markups from sche- ma.org will 

positively influence the click rates of your SERP (Search Engine Result Pages) 

results. 

 
The topic of accessibility is also an important factor in the area of mobile SEO. 

Only if the search engine crawler can reach all important parts of the website 

does it have the chance to index the subpages. What we often observe is a 

reduced "mobile" menu with fewer navigation nodes. This often means that 

the search engine bot cannot reach all important areas of the website and 

index them accordingly. 

 
Just as important as accessibility is the loading speed of mobile websites. 

Particularly with poor internet connections, the website should load using few 

resources. You can check the speed of the loading times yourself with the 

Google PageSpeed Test and you will already receive initial suggestions for the 

technical optimisation of your mobile website. 

 

Mobile First Index in Search Engine Optimisation 

If Google switches to the mobile-first index, a lot will change for search 

engine optimisation. Even now, webmasters should already be paying more 

attention to their mobile websites, because incorrect representations and 

thus unnecessary cancellations quickly occur, which significantly affects user 

behaviour. 
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What is Mobile SEO and how do I influence it? 

the ranking on mobile devices? 

User behaviour on the internet is shifting more and more towards mobile 

devices. The use of desktop variants is not decreasing, but more and more 

users are spending their free time on mobile research. 

 

Difference in SEO: Desktop vs. Mobile 

The takeover of mobile devices is unstoppable and desktop devices are falling 

behind in relative use. For the average citizen, losing their smartphone is like 

going to prison, and a not inconsiderable proportion of their free time is spent 

on the mobile internet. 

 
Mobile use is increasing, while the use of desktop devices is stagnating. What 

is striking here is that the mobile phone is not displacing the desktop variant, 

but rather drawing on the leisure resources of the users. 

 
But what is the difference in search engine optimisation? - The display size in 

particular is crucial for the presentation of information. On a small screen, 

there are fewer opportunities to "sell" information. In addition, there is a 

striking difference in user behaviour: 

 
Smartphones often have little time and prefer easy-to-understand and condensed 

texts so that the information can be seen quickly and at a glance. Unlike in the 

desktop area, large texts can have a negative effect in the mobile area. 

 
In search itself, the first search engine rankings also have a higher value than 

in desktop search. Because fewer search results are displayed in the visible 

area of the browser, the click rates are significantly higher, especially for the 

mobile search engine results (SERPs), while the results in the non-visible area 

participate less in the organic search engine traffic. 
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Basically, we observe the following KPI developments for mobile access: 

 
1. lower conversion rates 

2. higher bounce rates 

3. lower ROI 

 

 
The following also applies to mobile SEO: It is not just a project, but the 

ongoing optimisation in mobile SEO should become a process, because only in 

this way do you have the chance to achieve successful search engine rankings 

in mobile search in the long term and to benefit from the good positioning. 

 

Mobile SEO: The optimisation 

So how do you optimise your mobile website for better mobile SEO? - 

Essentially, there are three optimisation areas for mobile SEO on which a 

search engine optimiser can focus: 

 
1. Mobile SEO: Technical SEO 

 
In particular, the technical requirements in the area of smartphones and 

mobile devices are different. Above all, the topics of responsiveness and 

loading times are decisive factors for mobile SEO. Smartphone users have less 

patience and jump off quickly if the website takes too long to load. 

 
In the "Technical SEO" section, you can test and expand mobile friendliness 

with the following free tools: 

 
+ Google Mobile Friendly Test (user experience) 

+ Google PageSpeed Test (loading times) 

+ Viewport Test (Responsiveness) 
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2. Mobile SEO: User Experience (UX) 

 
The smaller screens and touch navigation place particular demands on UX 

designers and the presentation of the website on mobile devices. The 

challenges here lie above all in the presentation of the content. We often 

observe fonts that are far too small and click elements with far too little 

whitespace, so that these elements are difficult to use, especially on the 

smartphone. 

 
3. Mobile SEO: Content 

 
Due to the shorter attention span, the content should be presented clearly 

and understandably. In principle, SEOs need to have a completely different 

attitude to the content in order to create content that is well received by the 

users and the target group. 

 

Conclusion on Mobile SEO 

Especially against the background of the Mobile First Index, many web 

masters should rethink: Today, it is no longer enough to optimise a website 

for the desk-top variant. 

 
Rather, it is a matter of adapting to changing user behaviour with one's own 

search engine optimisation and monitoring how the mobile use of websites 

affects one's own website. For this purpose, tools such as Google Analytics 

can be used to evaluate one's own usage behaviour. 

 
Create clickable meta tags  

 
Meta tags are your business card in the search engine. On the search engine 

result page (SERP), the snippets give the user the information about the website 

behind them. 
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It is a decisive factor for search engine optimisation, because with well-

designed meta tags you influence the click rate and thus also indirectly the 

ranking positions. Exciting? - Exciting! Let's go! 

 

Meta data in search engine optimisation 

The meta data consists of the meta title (website title), the meta description 

(a small description text) and the meta keywords (these are no longer 

considered by Google). For SEOs, the meta title and meta description are 

particularly interesting, as the design of the meta data has an indirect 

influence on the click rate, which in turn can lead to better ranking positions. 

 
Experience shows that meta data is often neglected and the CMS system 

generates its own meta data for the search engine preview from the page 

content. This is where potentials of its own are left lying around. 

 
 
For this reason, as a website operator, you should always think about 

optimising your own metadata and distinguish it creatively from that of your 

competitors (usually only one click away). 

 

Meta data: The worm must taste good to the fish and not to 
the angler! 

Structuring the optimal meta data is a success factor in the field of search 

engine optimisation. For example, the meta title should be as short and 

concise as possible and describe the content of the page, preferably with 2-3 

keywords for which the website is optimised. 

 
Common errors in connection with the Meta Title are for example: 

 
• Titles that are clearly too long (some of these are then shortened by the 

search engine) 

• Keyword stuffing (pointless listing of relevant keywords in the title leads) 

certainly not to click!) 

• missing or wrong punctuation, as well as an un-interesting design 
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The meta description should be factual and descriptive - special characters 

such as check marks can be used to differentiate the meta data from that of 

the competition. Always remember: The primary goal of the meta tags is to 

invite clicks and thus to achieve a sustained improvement in the click rate. 

The snippets should therefore be designed accordingly. 

 

Technical integration of the meta tags 

Technically, meta tags are HTML commands that must be integrated in the 

HEAD area of an HTML document so that they can be read by the search 

engine crawler. 

 
In addition to Meta Description and Meta Title, there are also the Meta Robots 

specifications that regulate whether a subpage should be included in the 

search engine index (index) or not (noindex). Thus, the meta data also have a 

decisive task in controlling the crawling behaviour. 

 
In addition to the meta tags for the search engine, there are also "meta tags" 

for social media: the so-called OG tags (OG = OpenGraph). The so-called OG 

tags generate a preview when sharing the link of the website in a social 

media platform and thus ensure a better illustration of the content in the 

social media. 

 

Meta data / meta tags for better click rates 

Meta tags offer companies numerous possibilities for optimisation and can 

contribute significantly, but indirectly, to better ranking positions. Informative 

snippets stand out from the competition and influence click-through rate and 

ranking. 
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"Google stars" on the search 

results pages 

Google stars in the SERP's (Search Engine 

Result Pages) ensure better click-through 

rates (CTR) and thus have a significant 

influence on the performance of search 

engine optimisation. In this chapter we will 

show you why you should use "Google 

stars" for your SEO and SEA and how you 

can integrate them. 
 

Google stars in the SERP's 

Google stars are displayed as 5 stars in 

combination with a rating number 1-5 and 

signal a social rating to the user. 

Proof. These ratings come from actual customers and show the user how 

trustworthy the offer is. The display of stars in organic and paid search engine 

results differs only marginally: In both variants, the star average and the 

number of ratings can be seen. However, the integration of the "Google stars" 

is different. 

 

Google Stars in AdWords 

In order to integrate Google stars in AdWords, you need a rating from the 

provider who collects product and seller ratings. These ratings can then be 

used via stars in the text ads, but also in Google Shopping ads. 

 
In the search engine ads, the Google stars can be integrated by means of 

the ad extensions (in the search network). In this case, the rating extension 

is selected at account or campaign level and the corresponding link of the 

rating provider is entered here. 
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All ratings of the specified sources (last 12 months) are cumulated and an 

average rating is output. There should be at least 30 ratings so that the 

ratings can be displayed accordingly. The average rating of 3.5 stars should 

be exceeded so that the stars are displayed accordingly. 

 
In the Google Shopping area, a certification provider is needed to validate 

the sales rating accordingly and make the data available to Google. Here, 

the Google stars appear directly on the Product Listing Ads (PLA). 

 

Google stars in organic search 

If the Google stars are to appear in the organic search, so-called rich snippets 

are required. Rich snippets enable webmasters to play additional information 

to the actual content on the website and thus provide the user with more 

information. 

 
In order for the search engine bot / crawler to be able to identify the 

corresponding data, the data in the source code of the website must be 

marked accordingly. For this purpose, the so-called structured data are used. 

The specifications for creating structured data can be found on the 

Schema.org platform, which provides standardised HTML mark-ups that can 

be read not only by Google, but also by other search engines such as Bing, 

Yahoo and the like. 

 
The Google Search Console can then be used to check the correct integration 

of the rich data. 

 

When are the Google ratings displayed? 

Especially in the organic search results, there is no guarantee that the rating 

stars will appear. Google makes the appearance of the stars dependent on a 

number of factors that must be fulfilled. The probability of the Google stars 

appearing increases if the information has an added value for the searcher. 
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Use Google Stars! 

 
Use the Google Stars function to significantly improve click-through rates and 

generate more traffic for your own website. Especially in the area of Google 

Shopping, the "Google Stars" integration can mean a considerable added 

value for sales and increase the quality factor, which increases the overall 

efficiency of the campaigns. 

 
The social proof in the form of the rating stars helps to generate more clicks 

accordingly. Start now with the implementation of Google stars in your 

search engine marketing. 

Image SEO: How to make your images visible in the search engine! 

 

Image SEO: How to make your images visible in the 

search engine ! 

Image SEO plays an increasingly important role in the context of OnPage SEO 

optimisation. Especially for online shops and manufacturers, efforts in the 

context of image SEO can quickly bear fruit, because more and more users 

choose Google's specific image search instead of the normal search view in 

order to find directly appealing products and suppliers. 

 

Basics of Image SEO 

Basically, optimisation with regard to images has two types of factors that can 

be influenced. In the first place, there are the visible factors - a better 

presentation of the products through professionally created product images, 

for example, ensures that the conversion rate increases and more customers 

buy. 

 
However, in addition to the obvious and visible factors, there are also invisible 

factors such as image SEO. The ranking of images in the image search of 

different search engines can be positively influenced by targeted optimisation 

measures on image information and meta data of the images. 
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However, there is a challenge in the context of image SEO optimisation: 

search engines like Google cannot recognise images and their content like the 

human eye. For this reason, the following optimisation factors must be taken 

into account in image SEO: 

 

Images SEO factors 

The file size - is decisive for the loading times and thus also influences the 

technical SEO. Long loading times of web pages due to large image files are 

avoidable. For this reason, you should compress images before uploading 

them so that the image files have no influence on the loading times. 

 
The file name - tells the search engine what the picture is actually about. 

If we put a picture of a blue apple online, the file name should ideally be as 

follows: blauer_apfel.jpg. By naming the file with the keyword to be 

optimised, the search engine understands more quickly what the image is 

about. 

 
Image size - too small and too large are bad. What is meant is the number 

of pixels. Basically, the smallest edge should be at least 300 pixels long to 

make it into Google's index for images. 

 
In addition to the optimisation factors on the image files themselves, we 

search engine optimisers can also make adjustments to the so-called meta 

information of the images in order to optimise them for image SEO. Such 

meta information in the environment of the image SEO can be: 

 
The content placement / the content environment - what is near the 

images? Search engines can read this data and the surrounding content 

influences the ranking of the images in the search engine. For this reason, 

you should always place images near content that is relevant to the topic. 

 
The Alt attribute - used to have the task of displaying text if the image was 

not loaded. The alt attribute should describe the image and also contain the 

keyword to be optimised. Today, it is assumed that the search engine also 

uses the alt attribute to evaluate the relevance of the content. 
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The title tag - is a more descriptive element, which has more influence on 

usability than on image SEO. However, the use of the tag makes sense 

against this background. 

 
Structured data - is already a good possibility in classic SEO to enhance the 

SERP (Search Engine Result Pages) with further information. The same 

applies to image data, which is also beneficial for image SEO. 

 
Internal linking - also has an indirect influence on the ranking of images. 

Subpages with images that are strongly linked internally have a higher 

probability that the images will make it into the ranking. For this reason, 

considerations regarding internal linking and image SEO also make sense. 

 

Advantages of Image SEO 

But what are the advantages of a website that makes efforts in the area of 

image SEO and does professional image SEO make sense for every company? 

Companies can expect the following benefits from professional image SEO: 

 
• Greater visibility in the image search of the search engines 

• Increase traffic via image search 

• Improve the topic relevance of sub-pages (synergies to "normal" SEO) 

• Improved user experience on the websites 

• Product searches today often start via the search engine (especially 

interesting for eCommerce) 

• Today, purchasing decisions are often made on the basis of images 

 
The advantages of image SEO are obvious and today image SEO is part of 

every well thought-out SEO strategy, as the potential quickly leads to 

additional growth and significantly increases the visibility of the website in the 

search engines. 
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Outlook Images SEO of the future 

Today, Google is working at full speed on AI (artificial intelligence) 

programmes that are supposed to recognise and, above all, interpret images. 

Should it come to the point that Google can interpret images with an AI, it is 

highly likely that even more quality factors will flow into the ranking. What 

this means for today's images: Make an effort and only create high-quality 

images for your website. 

 
Refrain from using stock photography as far as possible, as Google has plenty 

of this image information. Investing in the creation of your own images will not 

only pay off quickly from the point of view of your unique position, but will 

also be found better in the search engines. 

 

Excursion images SEO: EXIF data 

Photographers are aware of the information. EXIF data lie behind the image 

and provide information about the technique used, the colour profile and the 

author of the image. Currently, there are no studies on whether search 

engines like Google evaluate this information. It would be technically possible 

and the data would prove the uniqueness of the images. 

 

Image SEO: The unused performance booster 

Professional image SEO belongs in every complete SEO strategy. Images are 

an important medium to transmit a lot of information. Not for nothing is it 

said: Pictures say more than 1000 words. So give the images on your website 

a very special status. It not only brings more to your site, but also to the site's 

traffic. 

 
The sales drivers: Professional product images 

Online shops live from their product images. Nevertheless, some retailers neglect 

their own efforts to create professional product images. In this chapter, we would 

like to show you what good and professional product images are. 
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have an effect on the customer and why professional product im- 

which have a great influence on the turnover in the online shop. 

 
What effect do professional product images have? 

High-quality and professional product images are the shop window of any 

online shop owner. High-quality product images quickly make an online shop 

look very professional and serious, as the customer quickly recognises the 

retailer's level of professionalism. With high-quality product images, an 

expectation is built up on the customer side that can quickly promote sales 

and ideally minimise the return rate. The product image is a decisive factor in 

the purchase decision process and should be treated accordingly. 

 

Professional product images for online shops // Design requirements 

The standard in online shops and also on trading portals such as Amazon and 

Ebay today are cropped products on a white background. In this view, the 

products are shown to their best advantage and essential product details can 

be easily recognised. It is more difficult when a coloured or patterned 

background is chosen. Here, the distraction in the background can have a 

negative effect on sales. 

 
In addition to the selection of the background, the product images should be 

created in a sufficient size. The resolution selected is important at this point. 

Nothing looks more unprofessional to the customer than blurred images due 

to a resolution that is too low. Make sure that the products are depicted 

realistically so that you do not get any unpleasant surprises with the returns. 

 

Effect of professional product images 

With professional and well-designed product images, online shop operators 

can massively influence the external impact of their online shop and create 

additional incentives to buy. High-quality photos create more trust on the 

part of the customer and deliver not only the necessary product 

information but also emotions. Emotional images of the products in the 

application can lead to better identification with the products on the 

customer side. 
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Sales driver: Professional product images in online shops 

Many online shops have not yet recognised the potential of high-quality 

photos in their own shop. As an online marketing agency, we see a big lever 

here that remains unused by many online shops. The effort is manageable if 

you create the appropriate processes for the creation of product images. 

 

Why is OnPage analysis so important for SEO? 

OnPage optimisation is one of two decisive pillars in search engine 

optimisation and contributes to websites being found better in search engines. 

In addition to OffPage optimisation, OnPage SEO is an area in which the 

webmaster can carry out many optimisations on the page himself and thus 

optimise the search engine results himself. 

 

What is checked in the SEO OnPage analysis? 

More than 200 factors flow into the allocation of search engine results and 

have an influence on the ranking. The goal of an OnPage analysis is to identify 

and prioritise open potentials so that OnPage errors can be eliminated in the 

actual optimisation and the search engine has the chance to optimally index 

existing content. 

 
An excerpt of relevant OnPage factors that are checked and analysed within 

the scope of an OnPage analysis is presented below. 

 

OnPage Analysis: Server Status Codes 

Nothing is more annoying than inaccessible pages: Server status codes such 

as 404 error pages must be avoided and, in particular, redirect chains using 

301 redirect make it difficult for the search engine bot to index relevant 

pages. As part of the OnPage analysis, the entire domain is scanned for any 

error codes and appropriate recommendations are made for the elimination 

of, for example, 404 error pages. 
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OnPage Analysis: Server Response Times 

PageSpeed, PageSpeed, PageSpeed...Today, the loading time of a website is 

decisive for the search engine ranking, as search engines such as Google only 

want to present websites to their users with which the users can also interact 

well, and the loading time of a website has already become a bottleneck in 

some cases. 

 

OnPage Analysis: Duplicate Content 

A problem that we SEO's encounter again and again: Duplicate content. For 

Google and other search engines, duplicate content means additional effort, 

because more subpages of a website have to be crawled. Thus, in the case of 

serious duplicate content problems, the search engine may waste a large part 

of its crawl budget to index duplicate content. Avoiding duplicate content not 

only saves the search engine's crawl budget, but also ensures better search 

engine rankings. 

 

OnPage Analysis: Meta Descriptions / Meta Data 

The meta data appear on the Search Engine Result Pages of every search 

engine query. They are therefore the mouthpiece of every webmaster in the 

search engine and have a considerable influence on the click rate, because 

only excitingly designed meta data are also clicked by the user and a website 

visit takes place via the search engine. 

 
As part of the OnPage analysis, it should be checked whether meta data are 

available and whether there is still potential to further refine the meta data 

and thus provide the user with more information. 

 

OnPage analysis: Robot control 

Robots crawl websites and subpages and thus form the vanguard for indexing 

in the search engine. If the crawler is blocked by technical blocks in the 

website, important subpages of the website may not be included in the search 

engine index. Particularly when using attributes such as "nofollow 
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and "noindex", some things are done wrong, which can lead to blocked 

resources. 

 

OnPage Analysis: Canonical Tags 

Canonical tags should be checked especially against the background of 

duplicate content. Often, incorrect use of the tag leads to misinterpretation by 

the search engine, which can also lead to ranking losses. 

 

OnPage Analysis: Headlines 

Headings are an elementary design element in the page document of a 

website. Headings help the search engine to understand semantically what 

the content and topic of a specific web page is. The hierarchically strongest 

heading (H1) should only appear once. During the OnPage analysis, headings 

are checked for their use and possibly incorrectly used resources are 

identified. 

 

OnPage Analysis: Images & Image Sizes 

Images have an enormous influence on the loading times of a website. For 

this reason, the file sizes of the images used should be compressed within the 

framework of image SEO. In addition to compression, each image should also 

have a so-called alt attribute. This helps the search engine to understand what 

the image indicates thematically. 

 

OnPage SEO: Outbound links 

Every website usually has outbound links to third party websites. It can 

happen that the website of the third party is changed and the outgoing link 

leads to an error page (404). Ideally, this should be avoided so that the user 

is not disturbed in his information consumption. 

 

OnPage SEO: Information Architecture (IA) 

Crucial for robot control: the information architecture of a page 

- A hierarchical structure helps the search engine to understand which content is 
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relevant, and by means of internal linking, one can significantly improve the 

influence the indexing control of the search engine. 

 
OnPage SEO: URL representation 

If URLs are too cryptic or too long, this can have a negative effect on search 

engine rankings. For this reason, the presentation and design of URLs should 

also be checked as part of the on-page analysis. 

 

Free OnPage SEO Analysis Tool 

Finally, we would like to introduce you to a free OnPage analysis tool with 

which you can crawl up to 500 subpages free of charge. With the Screaming 

Frog, you can quickly get an overview of the current situation on your site. For 

example, you can use the Screaming Frog to: 

 
 
 

+ export a list with your URL's 

+ Identify Broken Links 

+ Identify Redirect Chains (forwarding chains) 

+ Checking the Canonical Tags 

+ Checking the meta data 

 

 
Conclusion for OnPage analysis 

If the OnPage analysis is done professionally, the topic becomes more extensive, 

but it is the first step towards improving the SEO rankings. The OnPage analysis is 

often carried out at the beginning of every kick-off and thus represents the basic 

task in SEO. 
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More SEO performance: With OffPage optimisation 

The off-page optimisation of a website is one of the two main pillars of search 

engine optimisation. In addition to OnPage optimisation, OffPage optimisation 

is one of the decisive optimisation areas where website operators can actively 

influence the ranking of their own website in the search engines. 

 

OffPage optimisation: External signals matter 

OffPage optimisation deals in the broadest sense with so-called external 

factors. These are direct links from third-party pages (so-called backlinks), but 

also mentions (co-citations) of a brand or products on other pages. Search 

engines like Google know how to identify and evaluate such signals. 

 
From the search engine's point of view, these off-page signals are not much 

more than recommendations and help the search engine to better assess and 

validate the popularity of a website. It is therefore no surprise to any SEO 

today that backlinks and thus also off-page optimisation are among the most 

heavily weighted ranking factors. 

 
However, it is not the quantity of incoming backlinks that is decisive, but 

rather the quality in the form of topic relevance, placement of the links and 

also the anchor text used (link text of the link). There are different strategies 

and measures for the targeted building of links to recognise relevant links and 

then build them accordingly. 

 

OffPage Optimisation: Quantitative Factors 

In the past, the motto was: the more backlinks a website has, the higher the 

link popularity of the page. This is still true today, but it is aggravated by the 

fact that search engines are against the targeted manipulation of the search 

engine by building up links and thus increasingly adjust the algorithm to 

external signals through backlinks. 
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With the Penguin Update, link farms, for example, which had no other task 

than to increase the link popularity of a page, were clearly history. Today, you 

should refrain from the following methods if you want to increase link 

popularity through quantitative links: 

 
• Link exchange: The exchange of links is quickly recognisable by Google 

and, from experience, quickly has a negative effect on the rankings. 

• Web catalogues: Directories that only serve the purpose of linking have 

no added value for the user. This is another reason why the search 

engine tends to devalue links from these sources. 

• Link buying: It is an easy way, but also a dangerous one - Link buying is 

also recognisable to the search engine and in many cases can have a 

negative rather than a positive effect. 

 

 
OffPage optimisation: Qualitative factors 

Search engines like Google and Bing are focusing more and more on quality and 
thus 

the user experience with the search engine results. For this reason, search 

engine optimisation and especially backlink building should also take 

qualitative factors into account. The goal should be to only build links that also 

take qualitative factors into account. In off-page optimisation, the following 

qualitative factors are relevant: 

 
 
• Relevance to the topic: Do not build links on websites, blogs or online 

magazines that have no thematic relevance to your own site. This 

quickly looks like unnatural and manipulative link building. 

• Anchor text: The anchor text (also called link text) should not contain any 

money keywords. Links such as "Buy cheap blankets now" also tend to 

look like unnatural links to the search engine algorithm. 

• nofollow attribute": The nofollow attribute signals to the search engine 

that it should not follow this outgoing link and thus nofollow links are 

less valuable than "dofollow" links. However, nofollow links should also 

occur in the link mix, as is the case with natural link profiles. 
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OffPage Optimisation: Backlink Building & Removal 

With the increasing intelligence of search engine algorithms, link management 

is becoming an ever more difficult and, above all, costly discipline. An 

unnatural link growth quickly leads to ranking losses and one should proceed 

very sensitively with the off-page optimisation so that no ranking losses occur. 

 
Ideally, content marketing creates helpful content that is voluntarily linked to by 

topic-relevant sites from the industry and helps to build a sustainable natural link 

profile. 

 
Classic press work can also help in the area of OffPage SEO optimisation: 

Because in essence, every mention and every backlink increases the 

reputation and popularity of a website, if it is implemented in a clever way. 

 

OffPage SEO optimisation: Valuable backlinks for your online shop 

Hot and greasy if you do it wrong. A game changer with the right strategy and 

indispensable in search engine optimisation. Without OffPage SEO, even a 

well-optimised OnPage SEO website will have a hard time getting into the top 

rankings. The interaction between OnPage and OffPage SEO is crucial. 

Experience is decisive in link building and also in link removal. A website that 

is not harmful is quickly devalued with the Google Disavow Tool or harmful 

links have been built up. 

 

 
Better rankings with the SEO Backlink analysis 

Backlinks are the SEO's gold. Good and relevant links from third-party sites 

have a not inconsiderable influence on the ranking of websites. But how can I 

recognise good and harmful links for my page? 
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In this chapter, we want to take a closer look at this topic and show you how 

you can significantly improve your rankings in the search engine by using 

backlink analysis. 

 

Backlink analyses in practice 

In our daily online marketing practice, we come across two types of back-link 

analyses: 

 
1. Check the existing link profile of a website and make appropriate 

adjustments (link removal or disavow). 

2. Analyse the competition to identify any links that have not yet been 

identified as a backlink source. (Link building) 

 

 
The backlink analysis consists of an offensive area (link building) and a 

defensive area (link reduction), whereby the quality of the incoming links is 

always decisive for search engine optimisation. The so-called link popularity is 

decisive for the ranking, whereby it is not the quantity of incoming links that 

is decisive, but rather the quality. 

 

Backlink analysis: Quality factors of inbound links 

Quality is crucial: In many areas of life, quality is more important than quantity, 

and this is definitely the case in OffPage SEO. 

When websites link to non-relevant pages, this usually does not have a 

positive effect on the user, because in essence, links are meant to be helpful 

to the user and not a manipulative instrument to mislead the search engine 

bot. 

 
The following quality criteria result from the evaluation of backlinks: 

 
 
• Topic relevance (the linking page should fit the topic of the website) 

• High-quality & helpful content (the page should have sufficient helpful 
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rich content) 

• Authority of the site (Is the site an opinion leader?) 

• Traffic via the page (How much traffic comes via the page?) 

 

 
In addition to the quality criteria that make up a good link, there are also 

criteria that make bad links quickly recognisable. Here you should pay 

particular attention to the following factors for incoming links: 

 
 
• Poor accessibility of the website 

• the website itself was excluded from the search engine index 

• Inferior content on the site 

• unnatural anchor text e.g. "buy sports shoes". 

• Punishment is present on the page 

• Link purchase 

 

 
Outdated metrics of backlink analysis 

There are also KPIs in the area of off-page SEO that allow companies to 

assess the performance of backlinks. In essence, it is always about the link 

popularity of a page and thus the associated value. 

 
To determine this value, there used to be two criteria, but they are now 

obsolete: 

 
+ PageRank (value provided by Google, no longer supported today) 

+ Number of backlinks (quantity) 

 
Today, links from other pages are evaluated in particular via content and key 

figures, such as the page's visibility index and relevance to the topic. This also 

illustrates the weighting of quality in backlink analysis. Quality also comes into 

play at this point in the backlink analysis. 
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This assessment of links allows webmasters to disavow existing links or, if 

not possible, to disavow them (Google Disavow Tool). In addition, these 

criteria help in the evaluation of links to be built. 

 

Backlink analysis with competition inspiration 

Another area of backlink analysis is collecting inspiration from competitors. 

With SEO tools such as XOVI or SISTRIX, competitors' backlinks can be 

quickly identified and used as a source for your own link building. 

 
Particularly with large amounts of data, it is advisable to use sorting 

functions so that you can quickly find out which backlinks are relevant and, 

above all, interesting for your own link profile using different metrics. 

 

Backlink analysis for more relevant links 

Links remain the gold of SEOs and off-page optimisation remains one of the 

two important pillars for search engine optimisation. Use the dedicated 

analysis of backlinks to clean up the link profile of your own website and, 

above all, to identify new and relevant links for your own website. 

 

Devalue links with the Google Disavow tool 

OffPage SEO is one of the main pillars of professional search engine 

optimisation and this includes, in particular, link building and, in some cases, 

strategic link removal, i.e. the targeted devaluation of links that lead to one's 

own website. In some cases, however, links set on other websites cannot be 

removed and this is where the Google Disavow Tool comes into play. 

 

The Google Disavow Tool: A short profile 

Small, charming and powerful. The Google Disavow Tool should be used with 

care and not to devalue links prematurely. Only links that are really relevant 

for the 
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links that are suitable for devaluation should be devalued using the Google 

Disavow Tool. However, the process should be the last resort and the 

webmasters of the linking site should be contacted in advance and asked to 

remove the link. 

 
With the Google Penguin update, Google is able to recognise unnatural link 

structures, which can quickly have a negative impact on search engine 

rankings. The goal of links is clear: they should lead the user to relevant 

content and not manipulate the Google crawler. 

 
Especially in the case of a Google Penalty, it makes sense to consult the 

Google Disavow Tool and to "disavow" dubious links and declare links invalid. 

 
However, there is one disadvantage with the Google Disavow Tool: The tool 

only refers to Google. Search engines such as Bing and various others do not 

notice the devaluation. For this reason, the most feasible way of link 

devaluation is to manually devalue the link so that the other search engines 

can also recognise the signal. Alternatively, the disavow 

tools of the other search engines can be used to achieve the same effect there 

as well. 

 
Devaluing links with the Google Disavow Tool: The process 

 
SEO in the profession lives on processes and the same applies to the Google 

Disavow Tool. Due to the high dynamics in the search engine market, 

developments must be closely monitored and, above all, one's own link profile 

must be kept in view. Competitors quickly build up harmful links by means of 

negative SEO. And for this reason, SEO: 

 
1. Check the backlink profile regularly 

 
Incoming links can be checked and analysed with SEO expert tools. If 

links are too "spammy", they are suitable for the removal process. If no 

expert tool is available, companies can use the free tools from Google 

such as the Google Search Console and use the tool to analyse incoming 

links. 
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2. Manual backlink removal 

 
In the next step, the identified backlinks should be removed manually. By 

contacting the webmaster, some links can already be removed here. If 

manual link removal is not possible, there is only one solution: the Google 

Disavow Tool. 

 
3. Create .txt Disavow File 

 
Domains and URLs to be downgraded are submitted via .txt file. Here, 

links to certain directories or even complete domains can be devalued. 

Each line of the text document forms a link to be devalued. By means of 

the hash (#) symbol, comments can also be integrated into the text 

documentation for the purpose of documentation. 

The text file should be saved in UFT8 format so that it is understood by 

Google. 

 
 

Devaluation of a URL: spamdomain.tld/directory_with_spam 

Devaluation of a domain: "domain:spamdomain.tld" 

 
 

4. continuous monitoring 

 
Often, after submitting the disavow file, successes occur quickly (if done 

correctly). The developments after the submission of the updated file 

should be controlled and observed. If, for example, the visibility index 

develops in a negative direction, the devalued links should be checked 

again and the disavow reversed if necessary. 

 
 
 

Dangers in the use of the Google Disavow Tool 

With the Google Disavow Tool, Google provides a tool that can be used to 

can quickly have a significant impact on rankings. It should be in je- 



SaphirSolution 
61 

 

In this case, the tool should only be used by experts, as good inbound links 

can quickly fall victim to the tool and thus negatively influence the ranking, 

because not every page is suitable for devaluation. Thus, only pages should 

be devalued which 

 
 
 
• have been created only to give links 

• have no helpful and topic-relevant content 

• have foreign top level domains (often .ru) 

 

 
But here, too, it is important not only to check the SEO metrics, but also to cross-

check the individual case for its popularity and the available content. A task that 

belongs in experienced hands in any case! 

 

Use Google Disavow Tool for SEO 

The Google Disavow Tool is a tool provided by Google that should be used 

carefully. Even Google does not integrate the tool natively into the Google Search 

Console, but only does it via this link: 

 
 

https://www.google.com/webmasters/tools/disavow-links-main 

 
 
accessible to webmasters. Use the tool with caution and transform 

a spammy link profile into a good one. 

 

Link marketing in off-page optimisation 

Well thought-out search engine optimisation is based on the two strategic 

pillars of on-page and off-page search engine optimisation. In essence, it is 

about building strategic links with the aim of increasing the link popularity of a 

page and thus also increasing its relevance in search engines such as Google. 
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What actually is link marketing? 

Link marketing is an important part of search engine optimisation and good 

link marketing contributes to the success of a website. External links created 

by link marketing not only provide direct traffic, but also positive (if used 

correctly) signals for the search engine, which can lead to better search 

engine positions. Link marketing consists of two factors: 

 
 

1. Link building (how can I as a company get more links) 

2. the link reduction (which links are detrimental to the link profile and should be 

be dismantled?) 

 

 
When it comes to link marketing and your own link profile, it is crucial that the 

link profile looks as natural as possible and, for example, has a healthy mix of 

DoFollow and NoFollow links. Observing the timeline is also crucial for link 

marketing. 

 
Here, links should be built up strategically. If countless new links are suddenly 

added, this quickly looks like spam and manipulative measures for search 

engines such as Google, and Google evaluates these links differently 

accordingly. 

 

Quality as a success factor in link marketing 

A few years ago, it was still enough to build up a few links, but with the 

adaptation of the algorithms, the demand regarding the quality of the links in 

link marketing is increasing. Today, it is no longer enough to build up links 

quickly and en masse via social bookmark portals or web directories, but in 

today's link marketing it is particularly important that the links are relevant to 

the topic. 

 
The relevance of the topic is decisive as to whether the links are evaluated 

positively by the search engine or whether the built-up link is more likely to 

lead to a penalty on the part of Google due to suspicion of manipulation. 
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For this reason, the evaluation standards in link building and link removal 

should be based on qualitative factors such as relevance to the topic, added 

value for the user and the customer journey. With this orientation, link 

marketing is also successful in the long term. 

 

Link building in link marketing 

Unfortunately, it is not easy to get new links in link marketing. Today, there 

are platforms where you can buy or rent links or link exchange programmes 

are offered (strongly advise against this!). Of course, these are convenient 

tactics that are not always crowned with success, as you can make a lot of 

mistakes, especially in link buying. 

 
Of a long-term nature are link-building measures, such as the creation of useful 

content in the form of white papers and guidebooks, which then prompt website 

operators to link to the topics accordingly because the added value for their own 

users is great enough. 

 
In essence, it is always about added value that helps to achieve a link from 

another website. Think about how you can create added value for the target 

group with your company and use the potential to actively build links. 

 
Another popular method in link marketing is the analysis of competitors. 

Here you can quickly find links that your own site does not yet have and 

that are suitable in terms of topic relevance. So use the link profiles of 

your competitors as inspiration for new links. 

 

Link mining in link marketing 

Just as crucial in link marketing as building up new links is the removal of 

old and, above all, harmful links. Especially when we, as an SEO agency, 

take on new clients, the horror awaits us in the link basement: In the past, 

SEO was particularly about quanti- 

This is particularly noticeable on old websites. Here there are links that are 

not only irrelevant, but also harmful, because these links come from 

"spammy" pages. 
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So what to do in link marketing? - This is about evaluating a link profile and 

extracting harmful links. You should proceed with caution, because you can 

quickly cut your own flesh and remove a link that was not harmful to the 

website. Link removal in link marketing therefore belongs in the hands of 

absolute SEO experts. 

 
The actual removal of the links can then be done manually by contacting the 

website operator or by using the Google Disavow tool. 

 

Link marketing for a clean link profile 

Strengthen the visibility of your website with the help of link marketing and 

increase the relevance of your website in search engines. There is still a lot of 

leverage waiting for website operators in link marketing, especially in the 

existing link profiles of many websites. 

 

It's all in the technology: Technical SEO under the magnifying 
glass 

Content, content, content...of course the importance of content is increasing 

more and more, but even the best content can only rank with difficulty if the 

technology does not form the best basis. For this reason, we will give you a 

small insight into the possibilities that technical SEO offers us in this chapter. 

Let's go! 

 

About robots.txt, sitemap and the Canonical Tag 

Especially beginners in the field of search engine optimisation are quickly 

overwhelmed by the multitude of terms used in the context of technical 

search engine optimisation. The jungle of terms ensures that many website 

operators do not like to deal with the topic of technical search engine 

optimisation. For example, the robots. 

txt. The text file is an essential part of the website and controls the crawlers 

specifically over the website. In this way, the robots.txt can be used to 

specifically exclude websites from crawling and thus control the indexing of 

the pages. 
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A common mistake on many websites is the stubborn non-use of ro- bots.txt 

on web pages. This is accompanied by the waste of crawling budget that 

every website is entitled to. Every website is entitled to a certain budget of 

pages that are checked by the robots of the search engine for ranking factors. 

 
Ideally, crawlers should only attempt to index web pages that have tangible 

added value for the website visitor. For example, if the website has pages 

with duplicate content, the duplicate content should be identified so that no 

crawling budget is wasted on these pages. 

 
The sitemap is also an essential point of orientation for search engines. 

nen crawlers. The sitemap gives the crawlers an indication of which subpages 

are desired for inclusion in the index. Sitemaps should always be kept up to 

date and have a good structure. This way, nothing stands in the way of the 

crawlers during indexation. 

 

The problem of duplicate content 

It is important to avoid duplicate content on one's website, as this can have a 

lasting negative impact on the ranking of the page. However, from a technical 

point of view alone, there are many ways in which duplicate content can be 

created unintentionally. 

 
The most common problem is when the website is accessible under HTTPS 

and HTTP. This must be avoided with a 301 redirect or by using the 

Canonical tags and informing the search engine that the HTTPS version 

should be indexed. 

 
It is equally problematic if the website can be accessed under www.muster- 

seite.de as well as musterseite.de. Here, too, a lot of duplicate content is 

unintentionally created, which can be avoided with the help of adjustments in the 

.htaccess. 

 
Content is a huge construction site, especially in online shops: Many online 

shops use the same descriptive texts as their competitors, which can lead to 
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leads to masses of duplicate content. If your own content production is not 

profitable, you should use the canonical tag to refer from such pages to pages 

that are to be indexed, such as optimised category pages. 

 

Technical SEO and loading times 

Especially with regard to website performance, there are many ways to make 

your website faster. For example, it is recommended to compress image files 

and thus shorten the loading times. In addition, it is advisable to activate 

browser caching to keep loading times significantly shorter. 

 
Likewise, compression of the CSS files and the Javascript files is indispensable. 

 

Technique SEO: with the right technique to the SEO goal 

In addition to the well-known optimisation measures such as the adjustment 

of meta data, the optimisation of all on-page factors and content marketing, 

you should always keep an eye on the technical aspects of search engine 

optimisation. The targeted handling of crawling and indexing budgets in 

combination with sustainable and beneficial content marketing will put your 

website in the fast lane in the long term. 

 

XML Sitemap in SEO: We clarify ! 

Time and again, the term sitemap comes up in connection with goal-oriented 

search engine optimisation. 

 

The sitemap: What is it anyway? 

A sitemap gives an overview of the information architecture of a website and 

shows which contents can be found under which paths. Sitemaps not only 

give users an overview of the website structure, but also the search engine 

crawlers that want to index the website and its subpages. Basically, a 

distinction is made between 2 types of sitemaps: 
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1. HTML sitemap 

In most cases, the HTML sitemap is aimed directly at the user and is intended 

to give him or her an overview of the page architecture. 

 
 

2. XML sitemap 

The XML sitemap is made available to the search engine crawlers via 

robots.txt. It should help the bots to index relevant content of the page faster 

and easier. 

 
Sitemaps provide orientation - well-designed websites do not usually need a 

sitemap, as the categorisation is ideally taken into account as far as possible 

in the menu and the information architecture is comprehensible to the bot and 

the user. 

 

How do I submit my sitemap to Google? 

So that the search engine knows where the sitemap is located, there are 2 

ways to submit the sitemap. On the one hand, this can be done via the so-

called Robots.txt. 

or by registering via the Google Search Console. With both variants, the 

search engine learns how the page is structured and with which priorities the 

pages are to be indexed. 

 

Application of the sitemap 

The sitemap is used primarily in the area of search engine optimisation for 

particularly large websites that are difficult for the Googlebot to index. In this 

way, search engine optimisers can ensure that all relevant pages can be 

indexed despite poor internal linking. 

 
However, submitting the sitemap can also be beneficial for very young 

websites. These usually have a very weak backlink profile and the missing 

external links do not draw Google's attention to the new website. Submitting 

the sitemap has the effect that the page is recognised as a new page and can 

be indexed. 
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Advantages of well-maintained sitemaps 

Sitemaps help to control the crawling of the search engine bots and, as 

already mentioned, the sitemap can help to significantly improve the crawling 

of larger websites such as online shops. However, submitting the sitemap is 

no guarantee for better ranking positions, because OnPage and OffPage 

factors still have a positive influence on the ranking. 

 
This means that the sitemap itself only has an indirect influence on the 

rankings, because the sitemap ensures that all subpages are made accessible 

to the crawler. 

 

Conclusion on the sitemap for structured websites 

The sitemap is a helpful tool for search engine optimisation and should be 

created as standard for every website. Current CMS systems such as 

WordPress allow a quick and uncomplicated creation of the sitemap and for 

this reason you should always submit a sitemap, especially for new projects. 

 

HTACCESS file and its usefulness for search engine 

optimisation 

The .htaccess file is the elementary configuration file for the Apache web 

server without having direct access to the main configuration file of the server 

(httpd.conf). The .htaccess file is a text file that is uploaded to the 

corresponding directory of the server and regulates the access of robots and 

also human users. 

 

The HTACCESS and its configuration options 

 
The HTACCESS can be used for different configurations of the web server: 
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• Access protection of certain files and web page directories on the web 

server 

• Restricting access to the web server from certain IP addresses and IP 

ranges, as well as host names. 

• The setting and use of directory options 

• 301 redirects from URL paths (for example, removing 404 status codes 

from inaccessible subpages). 

• etc. 

 
In addition to the listed points, there are other applications for which the 

HTACCESS file can be used. The adaptation of the 301 redirects is crucial, 

especially with regard to search engine optimisation. By means of the HTAC- 

CESS file, webmasters have the possibility to identify and eliminate orphaned 

404 error pages. 

 

Other uses of the HTACCESS file 

You should use an HTACCESS file if you only have medium access to the main 

configuration file of the Apache web server. The HTACCESS file is the quickest way 

to make changes to the server configuration without making direct changes to the 

main configuration file. 

 

HTACCESS and the application for SEO 

The HTACCESS file plays an important role in search engine optimisation: the 

control of redirects. In addition to the possibility of redirecting simple URLs 

(via 301 redirect), the HTAC- CESS file also offers the possibility of redirecting 

entire website sections by means of rewrite rules. 

 
The HTACCESS file also plays an important role in the area of USER AGENT 

control. The HTACCESS file can be used to exclude certain USER AGENTS and 

restrict their access. This is useful, for example, if you want to exclude known 

robots and website spiders from the website and thus prevent automated 

bots from crawling the page. 
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Website relaunch / system change with HTACCESS 

The HTACCESS file is often used when there is an indirect system change that 

affects the URL structures of the website. In this case, the HTACCESS file must be 

adapted accordingly in order to redirect old content to the new path. 

 

HTACCESS file and search engine optimisation 

With the configuration of the web server, some relevant adjustments can be 

made that help a search engine robot to better understand the structure and 

layout of a website. Against the background 

the HTACCESS file is a powerful tool for controlling USER AGENTS, but also for 

avoiding 404 error pages. The HTACCESS file is a powerful text file with which 

you can also break a lot if it is not used correctly. 

 

Why does a website need a robots.txt file? 

This is one of the questions we hear more often as an SEO agency and which 

we will now address in this chapter. Many website operators know nothing 

about their own robots.txt and how to use it for search engine optimisation. 

Yet robots.txt is one of the most important files for controlling robots and thus 

also search engine robots. 

 

The robots.txt: The core benefit 

In essence, robots.txt controls the search behaviour of robots on the 

website and indicates to the robots which areas of the website the robots 

can crawl and analyse. However, the robots.txt is not to be regarded as a 

definitive barrier for the robots, but rather as a recommendation for bot 

control. Against this background, robots.txt is not a barrier for robots with 

malicious intentions and does not protect against the misuse of robots. 

Use of bots. Well-known providers of robots such as Google and Bing rely on 

robots.txt and accept the recommendations that the text file makes. Thus, all 

common search engine bots can be controlled with robots.txt. 
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The robots.txt: How it works 

The robots.txt is a text file that is placed in the root directory of the domain's 

web files (www.beispiel.de/robots.txt). This is the only way that the robots.txt 

can be found and used by the common search engine bots. 

 
Robots are addressed via 2 command forms and activated with one 

command. For this purpose, the commands USER AGENT are used to select 

the bot and an instruction such as DISALLOW is used to block a certain 

directory of a website. 

 
In an example for a common content management system, we want to explain 

how robots.txt works. 

 

The robots.txt of a WordPress application 

The following example shows a robots.txt as it can be used in Word- Press 

CMS, for example. 

 
User-Agent: * 

Allow: /wp-content/uploads/ 

Disallow: /wp-content/plugins/ 

Disallow: /readme.html 

Sitemap: http://www.beispiel.de/post-sitemap.xml 

Sitemap: http://www.beispiel.de/page-sitemap.xml 

 
With the command USER-AGENT and the mark *, all robots that take the 

robots.txt into account are addressed. The bot receives the following error: 

Every bot that reaches the page is allowed to crawl the uploads in the WP 

content area except for the plug-in area. This directory is blocked for the bots 

and may not be crawled. The same applies to the readme.html file with 

explanations of the page. 

 
In addition, the robots.txt also provides relevant information about the 

sitemaps (pages & blog posts). Via the sitemaps, the website structures are 

transmitted to the search engine bot and the robot has a better possibility to 

crawl relevant subpages and at best to index them. 

http://www.beispiel.de/robots.txt)
http://www.beispiel.de/post-sitemap.xml
http://www.beispiel.de/page-sitemap.xml


SaphirSolution 
72 
 

robots.txt and its use in search engine optimisation 

The robots.txt helps SEOs to make better use of the available crawl budget of 

the website and to distribute it to the areas of the website. Of course, the 

robot also finds relevant content via internal and external links, but it is more 

profitable to point the search engine robot directly to the relevant content and 

to exclude the irrelevant content with the DISALLOW command. This 

procedure optimises the existing crawl budget provided by the search engine 

for relevant content and thus increases the efficiency in the use of the crawl 

budget. 

 

robots.txt in search engine optimisation (SEO) 

In the context of technical search engine optimisation and the control of the 

crawl budget, robots.txt plays a decisive role. The targeted use of robots.txt 

helps the search engine bots to find their way around the website better and 

faster and to index the really relevant content. 

 

What is a Canonical tag? 

The Canonical Tag is used when a website has so-called duplicate content. In 

this case, the canonical tag ensures that the web page with the leading 

content is marked and ensures that the page using the canonical tag is not 

indexed by the search engines and is therefore an essential tool in the area of 

OnPage optimisation. The Canonical Tag is always used in this context when a 

unique technical URL cannot be displayed, as in the following examples: 

 
 
 
The website is accessible with upper and lower case letters (Case sensitivity) 

 
• http://www.sampleurl.de/basteltipps 

• http://www.sampleurl.de/BastelTipps 

http://www.sampleurl.de/basteltipps
http://www.sampleurl.de/BastelTipps
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By rewriting the URL, a website is accessible under two addresses Website can 

also be called up with tracking parameters: 

• http://www.sampleurl.de/alleartikel.html 

• http://www.sampleurl.de/alleartikel.html?tracking_id=34 

 
On external websites the same content is 

 
• http://www.sampleurl.de/handtuecher 

• http://www.reinebaumwolle.de/handtuecher 

 
The website can be accessed with and without www 

 
• http://www.sampleurl.de 

• http://sampleurl.de 

 
The website is accessible with and without trailing slashes 

 
• http://www.sampleurl.de 

• http://www.sampleurl.de/ 

 
The website can be accessed with http and https 

 
• http://www.sampleurl.de 

• https://www.sampleurl.de 

 
Identical contents can be called up in different views (print view, PDF) with 

different URLs. 

 
Website is also accessible with session IDs: 

 
• http://www.sampleurl.de/alleartikel.html 

• http://www.sampleurl.de/alleartikel.html?session_id=56 

http://www.sampleurl.de/alleartikel.html
http://www.sampleurl.de/alleartikel.html?tracking_id=34
http://www.sampleurl.de/handtuecher
http://www.reinebaumwolle.de/handtuecher
http://www.sampleurl.de/
http://sampleurl.de/
http://www.sampleurl.de/
http://www.sampleurl.de/
http://www.sampleurl.de/
http://www.sampleurl.de/alleartikel.html
http://www.sampleurl.de/alleartikel.html?session_id=56
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Web page can be called up with or without the index file displayed: 

 
• http://www.sampleurl.de/ 

• http://www.sampleurl.de/index.php 

 
Integration of the Canonical Tag 

In order to integrate the Canonical Tag into a website in a target-oriented 

way, the attribute rel="canonical" should be found in the HEAD area of the 

canonical website. 

 
<!DOCTYPE> 

<html> 

<head> 

... 

<link rel="canonical" href="https://www.ihre-ziel-url.de" /> 

... 

</head> 

<body>...</body> 

</html> 

 
Some content management systems such as WordPress have their own plug-

ins for this requirement in order to implement the canonical links in a targeted 

manner. 

 
Canonical tag in the application 

PAGINATION: When paginating in the blog area, subsequent pages are 

often marked with next / previous. In the context of pagination, the use of the 

canonical tag does not make sense unless there is duplicate content in the 

blog area. 

 
HREFLANG: In the case of language variables, there is at least thematic 

duplicate content. However, texts that have the same content but are written 

in different languages are not seen as duplicate content. In this context, the 

use of the canonical tag makes little sense. 

http://www.sampleurl.de/
http://www.sampleurl.de/index.php
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NOINDEX: If a website is on noindex, the webmaster wants it to be excluded 

from indexing. If this instance is linked to by means of a canonical tag, a 

contradiction occurs and the search engine does not evaluate the canonical 

link. 

 
DUPLICATE CONTENT: If a page has duplicate content, the canonical tag is 

used. It links from the page that is not to appear in the search index to the 

target page that is to be included in the search engine index by means of the 

canonical tag set in the head area. However, it is important that duplicate 

content is actually present. 

 
 

Common mistakes when using the Canonical tag 

 
The Canonical Tag is a powerful tool and mistakes can quickly lead to losses 

in search engine positions. With this in mind, we have compiled the most 

common mistakes when using canonical tags: 

 
404 Error pages: Canonical tags should only link to pages that actually exist. 

If a canonical tag triggers a 404 status code, it is not conducive to search 

engine rankings. 

 
Noindex, Nofollow, Disallow: The Canonical Tag should not be used in conjunction 

with other search engine robot tags. This could lead to misinterpretation by the 

search engine. 

 
Position: The Canonical Tag should always be placed in the head area of a 

web page. The canonical tag should not be placed in the body area. 

 
Relative URL information: Links in the Canonical Tag should always be 

absolute. Relative links can lead to errors, which are reflected in poor 

rankings. 
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Canonical Tag Alternative 

If it is technically possible, Canonical tags should be avoided and websites 

should be redirected statically via 301 redirect. Then the search engine has 

the best chance of indexing the relevant content. 

 

Canonical tag in SEO use 

The Canonical Tag is an important tool for webmasters and SEOs of 

companies. Its targeted use ensures a better understanding of the website 

on the part of the search engine and can help to get a better grip on 

problems with duplicate content. 

 

Content Marketing Strategy: Guide to Creating  

Content marketing can represent a significant unique selling proposition for 

companies. Through high-quality and target group-relevant content, 

companies have the opportunity to position themselves in the heart of the 

target groups and increase their visibility in social media, but also in search 

engines such as Google or Bing. 

 

The sound & coherent content marketing strategy 

The content marketing strategy should be part of the overall marketing plan 

in the age of Web 4.0. Assets should be defined here that can be used as part 

of the content marketing strategy. Not only the actual content is crucial, but 

also the format of the content created. 

 
A huge plus in terms of content marketing strategy is the synergy capability. 

The content created in content production can not only be used on your own 

website, but can also be distributed in secondary media such as social media 

channels or via other owned media channels. The goal should be to maximise 

the resources invested in content creation through content recycling. 
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Where does the content marketing strategy start? 

First of all, we should clarify which problems and challenges the content 

marketing strategy addresses and which task content marketing fulfils in the 

online marketing mix. Above all, the following questions should be answered: 

 
+For whom should content be created? And which medium should we use 

for this? 

+What problems / challenges do our target group face? 

+What could differentiate our content from that of the competition? 

+Which media formats should we use to make our content marketing more 

performant? 

+Through which channels should content seeding take place? 

+What processes do we need to efficiently and effectively create new content? 

create? 

 

 
By answering the following questions, you will get a first decisive impression 

of the possible direction of content marketing and, above all, the objectives of 

content marketing. The goals in content marketing define the strategy and 

the operative implementation to achieve the corresponding goals. 

 

Define the content marketing strategy 

In order to operate content marketing successfully and in a goal-oriented 

manner, a strategy definition is needed to recognise unused potential and to 

operate your own content marketing professionally. In order to operate 

content marketing, we have compiled some tips from our practice regarding 

the definition of content marketing strategy. 

 
Content Marketing Strategy Tip 1: Never start running without a goal! 

 
What do you want to achieve with your content marketing? - You don't do content 

marketing for content marketing's sake? What goals do you want to achieve? Do 

you want to reach more users on your own pages or do you actually want to reach 

more people? 
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Should we actually go into lead acquisition? The goal setting is followed by 

the tactical measures in content marketing and the integration into the online 

marketing mix. 

 
The following objectives can be assigned to the SMART (Specific, Measurable, 
Attainable, 

Realistic, Timebound): 

 
+Double absolute traffic via content marketing within 1 year 

+Increase the conversion rate by 20% within one quarter 

 
Content Marketing Strategy Tip 2: Better target group understanding! 

 
In online marketing, our users are often numbers and it is difficult for marketers to 

imagine themselves in the target group. The so-called buyer personas provide a 

remedy at this point. These help to divide the heterogeneous target groups into up 

to 6 homogeneous sub-target groups. 

 
The goal: better ads / better content through higher target group relevance. 

Within the framework of the buyer personas, one then also thinks about the 

fears and problems of the respective personas, which can then be processed 

in a targeted manner in the content to be created. 

 
Content marketing strategy tip 3: Content audit of your own content 

 
It is not uncommon to find treasures slumbering in the basement. It is no 

different with content marketing - here it can happen that your content 

inventory contains dormant content that can be reactivated with a little "love". 

It is often a good idea to recycle content and create an eBook from existing 

blog posts, for example. In our agency, we are big fans of giving existing 

content a new look and thus achieving a significantly better result with little 

effort. 

 
Content Marketing Strategy Tip 4: On the constant search 

 
Good content marketers are restless - always on the lookout for new content 

that has the potential to be relevant to the target group. In doing so, they can 
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The following procedures can help to fill the existing editorial plan with further 

helpful content: 

 
+Competitive analysis : Sometimes it pays to look left and right 

- Many competitors also do good content marketing. With professional online 

marketing tools such as XOVI, the competitive values can be read and content 

can be identified that is frequently shared in social media and is easy to find in 

search engines. 

+Keyword  research: Another way to identify content that is of high 

interest to your target group is classic SEO keyword research. You can 

quickly identify content and developments for which it makes sense to 

create your own content on the specific topic. 

 
Content Marketing Strategy Tip 5: Formats, formats, formats 

 
In what form do you want to communicate with the customer? - Which 

formats achieve the necessary reach? - This question should be addressed 

early on, because nothing is more annoying than using the wrong format. 

You can use the following formats as part of your content marketing strategy: 

 
• Blog posts / advice texts 

• eBooks / Whitepapers 

• Templates (for download) 

• Infographics 

• Webinars 

• Videos 

• Podcast 

• Instructions 

• Case studies 

• Slideshares 

• FAQ 

• and much more... 
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Different formats bring the content to life and create more "excitement" 

during content consumption. Consciously use different formats and benefit 

from the variety in the form of higher media consumption. 

 
Content Marketing Strategy Tip 6: Stay up to date 

 
Distinguish between "evergreen" content, i.e. content that has a high 

relevance over a long period of time and always remains current, and event-

based content, which has a much shorter half-life. It's the mix that makes the 

difference. With topical content, you can generate short-term relevance and 

benefit from a great deal of attention. Knowing full well that interest will 

gradually wane. Another variant is evergreen content, i.e. content that is 

always attractive. To be competitive here, you should put a lot of effort into 

the creation of the content in order to be found in the search engines. 

 
Content Marketing Strategy Tip 7: Content Marketing Plan 

 
The content marketing plan manifests the content marketing strategy. It 

defines which content can be published at what time and at what intervals 

which content should be published. It is the central document for targeted 

content marketing, as the content seeding of the respective content is also 

regulated via the platform. 

 

Conclusion on content marketing strategy 

As is so often the case in everyday business life, the crux of content 

marketing lies in the beginning. Get started now and make your first 

experiences in the field of content distribution and benefit from incoming 

customer enquiries and competitive advantages that no one will be able to 

replicate in a hurry. 

 

Content marketing costs, or rather investments ? 

Content marketing is now finding its way into more and more companies and 

is used to increase digital visibility in search engines, but also in social media 

with helpful content. 
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When pushing the channel, the question of cost naturally also arises: What 

does professional content marketing cost? 

 

What content marketing should not cost! 

Or let's say: What is not professional content marketing → Some companies 

equate texts on the website with content marketing. They make sure that the 

texts are optimally structured for search engines like Google or Bing and have 

a certain keyword density. But that is not content marketing. 

 
Content marketing for more reach - Professional content marketing aims to 

create content that has so much added value for users that they voluntarily 

share the content and thus multiply the reach. Furthermore, it even goes so 

far that the content is prepared in such a way that the added value for the 

users is also recognisable by Google and the like. 

 
Google then rewards the added value with better organic search engine 

rankings. The chosen format does not necessarily have to be text, but graphic 

elements such as infographics, images or videos can also be used to increase 

the added value of the content. 

 
Elaborate content in particular has its effect on the marketing side, as it 

spreads virtually by itself, but the creation and research of the content has its 

price. A well-crafted content contribution can therefore mean a few man-days 

of work, but at the same time also a large organic reach over months, if not 

years. 

 
For this reason, we avoid the term content marketing costs and much prefer 

to talk (write) about content marketing investments. 

 

Content marketing never without a content marketing strategy 

In order not to do content marketing just for the sake of content marketing, the 

content marketing strategy is a decisive factor in terms of profitability. 
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The measures must be consistent, because without a strategy, there is a risk: 

 
1. Produce content that is not relevant to target groups 

2. Produce content that has already been edited frequently (competition) 

3. Producing content that does not add business value for companies 

4. Produce content that is difficult to seed (content seeding). 

= content distribution) 

5. Losing sight of the content marketing costs 

 

 
With the strategy definition in content marketing, the direction in which the 

optimisations should take place and how companies should work on topics 

that concern their own target group is determined. At this point, it is 

important to know the strategies and measures of the competition and to use 

gaps in the existing strategies in order to use unused potentials of the 

competition for one's own content marketing. 

 
Not only is sufficient experience needed for such analyses, but professional 

SEO and social media tools are also required for the evaluation of the 

competition in order to collect sufficient data on the competition. 

 

Content Marketing Costs: Content Creation 

Probably the largest & most important cost block in content marketing is the 

actual creation of the content. The costs for this vary greatly and depend on 

the chosen content format. Marketers can use the following formats and also 

combine them with each other: 

 
• Text - Content 

• Image - Content 

• Video - Contents 

• Whitepaper 

• eBook 

• Checklists 

• ... 
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The format used is a decisive factor in pricing. The same applies to the topic: 

it is easier to create content on "manual toothbrushes" than, for example, on 

the topic of "quartz composite stone" - for this reason, the costs based on the 

research effort also depend on the topic of the content to be worked on. 

 
It is therefore not possible to make a blanket statement about the content 

marketing costs in the creation of content. "It depends" - on the scope, the 

quality, the format and at the end of the day also on the complexity of the 

topic. 

 
It is important to understand that the decisive success factor of content 

marketing lies in the quality (added value) of the content. This is where 

companies should focus their resources and thus have the chance to create 

content that is willingly shared. 

 
 

Content marketing costs: Content seeding 

 
Another cost factor in professional content marketing is content seeding. Only 

content that is distributed has a chance of being consumed. The reach in 

content seeding is often bought or increased via partner websites. The 

following platforms can be used for content seeding: 

 
+Social media (Facebook & Co.) 

+Social Ads (Facebook Ads, Twitter Ads) 

+Native Advertising (OutBrain, Ligatus,...) 

+ Guest contributions 

+ Cooperations 

 

 
In content marketing, a budget should also be set aside for seeding so that 

the content finds its way to the target group, especially at the beginning. 

Nothing is worse than investing money in the creation, but then letting the 

content dry up due to a lack of users. This even hurts a little in the online 

marketer's heart. 
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Content Marketing Costs: Consulting 

Many companies lack experience in the field of content marketing. For this 

reason, the cost component of consulting and professional content marketing 

should include support. 

 
Money invested at this point can quickly double the ROI, since (as a rule) no 

capital mistakes are made and the measures can be planned & implemented in an 

ROI-optimised way. Professional content marketing advice helps you to do the 

right things and to use the available budget optimally. 

 

Content marketing costs in SEO 

It sounds cheap, almost free, but if you want to make content marketing 

successful, you should calculate a sound budget and, above all, have 

patience. 

 
Good content marketing (similar to good wine) takes time, but when it has 

matured, it becomes difficult for the competition to copy it and represents a 

USP, especially in corporate communication. 

 

Content research: Finding topics that inspire and 

be remembered 

Content marketing is a broad marketing field with many fields of optimisation. 

From content creation to content seeding, website operators have many 

possibilities to influence content marketing and its success. But an important 

part of content marketing is content research, because content marketing 

only makes sense in most cases if you write about the right things and create 

relevant content. 

 

Why content research is so important! 

Many companies that do content marketing create content without a strategy 

and concept. As a result, a lot of resources are spent, but at the end of the 

day they do not lead to the desired success. 
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With content research and content analysis, you find the content that is 

are really in demand and generate "shares" and "likes" in the social media. 

 
Content research and the identification of relevant content lay the foundation 

for success in content marketing. For this reason, special importance should 

be attached to content research in order to be able to design your own 

content marketing successfully. 

 

Content research in practice 

In our day-to-day agency work, there are various ways to identify content 

that has the potential to be a top article. The easiest way is to browse 

through forums and blogs to identify topics that have their finger on the 

pulse. At this point, it is worth subscribing to Facebook pages and keeping 

your finger on the pulse so that topics that become relevant can be quickly 

identified. 

 
Expert Tip: 

 
An exciting tool for checking the trend is "Google Trends". With this tool, you 

can analyse the development of the search volume behind a keyword and 

see how the search volume development can be estimated. 

 

Be inspired: Identify sources for inspiration 

Inspiration in content marketing is crucial for success. Use different sources to 

come up with content ideas yourself. By sources of inspiration, we do not only 

mean the activities of competitors, but possibly also the activities of your own 

customer service. This is where customers' questions come up that can 

possibly be processed in the form of advice texts. And with this content, you 

will not only reach your own customers, but you may also be able to attract 

new customers. 

 

Content research: quality vs. quantity 

Once the topic is set, the real work begins. Basically, the approach counts: 

high-quality content is more important than volume. Of course, a certain basic 

length is needed to work holistically on a topic, but it should be 
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the density of information is not artificially stretched out by long texts. 

 
A good way to determine the scope and content of one's own contribution is 

to use the search engine's efforts. Here it makes sense to scan the first three 

search results more closely in order to identify further potential in the content. 

In doing so, the contributions should be analysed with regard to the following 

points: 

 
• Content: How extensive is the content of the contributions? 

• Structure: How is the content structured? 

• Media: Which media formats were used? (Infographics / Vi- deo's) 

• Performance: How well does the post perform in social media and how 

high is the search volume behind the analysed keyword? 

 
Content research: Useful tools for the daily research routine 

Content marketing is a potential-bringer for every business. With the right 

tools, you can take your content research to the next level. At this point, we 

would like to introduce you to some free tools that we also use in our online 

marketing agency. 

 
Feedly - With this tool you are guaranteed to get new ideas for articles. With 

Feedly you get a clean overview of subscribed blogs and websites and can get 

corresponding ideas here. Of course, the performance in this case also 

depends on the selection of stored blog feeds. 

 
Google Trends - Already mentioned at the beginning: Google Trends puts you 

on the fast track! - Here you can see at a glance how the search volume and 

thus the demand for a certain topic is developing in the Google DE search 

engine. 

 
AnswerThePublic - A powerful tool that can act as an inspiration giver. You 

receive numerous questions on a topic, which you can use to develop con- 

tent ideas. AnswerThePublic is a powerful tool for the second stage of content 

research. 
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Google Suggest - Sometimes Google already shows what could become 

relevant. With the preview results of Google Suggest you get a first insight 

into the search behaviour of the users. Interesting content ideas can also be 

derived here. 

 

Conclusion on content research 

Content research is elementarily important for high-performance online 

marketing. With content research, you lay the foundation for content that 

inspires the target group. Put a large part of your resources into content 

research to identify relevant content and use it profitably for your 

company. 

 

 

Content audit: The dormant potential in existing content 

In the context of content marketing, more and more content is being 

produced and help on various topics is being made available. The goal: better 

rankings and more reach via social media platforms. But it doesn't always 

have to be new content: Sometimes enormous potential lies dormant in 

existing content that only needs optimisation. This is where the Content Audit 

comes in. It helps to understand which content works well and still has the 

potential to rank better. 

 
 
 

What is a content audit? 

A content audit analyses all the content of a website for various objectives. 

This can be about the quality of the content, the rankings in the search 

engines or the reach of content seeding. 

The goal: to optimise existing content and thus generate more performance in 

content marketing. 

 
The findings from the content audit can help to discover "dusty" content, 

optimise it and thus "revive" it. To- 
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It helps to better understand the information architecture (IA) and thus to 

rearrange the information of the website in the overall website structure. 

Especially against the background of SEO goals, the content audit can be 

helpful. You can quickly see which content benefits from SEO traffic and which 

content leads to conversions. In other areas, content becomes visible that 

may no longer be technically correct because it is outdated. 

 
For many companies, it is worthwhile to carry out the content audit at 

regular intervals and to check the content inventory for various factors. 

However, there are other occasions that are a sensible time for a content 

audit, for example: 

 
• the relaunch of a website / an online shop 

• Changes in the Content Marketing Team 

• Strategic changes in the content marketing strategy 

• Changes on external content platforms 

 
The content analysis starts with the content marketing goals and the first step 

is the collection of content. Especially for large websites with several hundred 

subpages, this can quickly become a mammoth task. Against this background, 

it is advisable to work with website crawlers such as Screaming Frog. 

 

Evaluation criteria in the content audit 

Before starting the actual analysis, it should be clear within the framework of 

the content audit which evaluation criteria should be used for the content 

audit. In addition to quantitative evaluation criteria such as the scope of the 

content, the focus should above all be on qualitative criteria. 

 
Possible evaluation criteria within the framework of the content audit can be: 

 
+User Experience (UX): 

Web analytics data can help to understand how users are interacting with 

the website and where bounce rates are skyrocketing or average time on 

site is significantly lower than the average. 
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is above the website average. Within the framework of the web analysis, one 

quickly obtains initial empirical values where there is a need for optimisation in 

the content. 

 
+ SEO - Goals: 

Which sub-page ranks how well? - Against the background of search 

engine optimisation, the content can and should also be evaluated. Areas 

for optimisation often arise in the scope and degree of updating of the 

content. But sometimes there is also further potential in the area of meta 

data that is not yet aligned with the user's search intentions. 

 
Audit objectives are important to guide the content audit in the right 

direction. Against this background, the audit process is crucial. We will 

show you the process of a content audit by way of example. 

 
 

Content Audit: Data collection with the Screaming Frog 

As already mentioned at the beginning, the challenge lies in the collection of 

all relevant sub-pages, especially on large websites. This is where the 

Screaming Frog can help. 

 
The OnPage crawler checks all sub-pages for various factors and allows the 

content manager to identify gaps in the content with regard to set headings, 

missing meta data and so-called "Thin Content" (pages with no content). 

too little content). In the extended version, this data can also be enriched 

with Google Analytics data and thus make more precise statements about the 

user experience on the page for the individual sub-pages. 

 
The first step is the on-page crawl with Screaming Frog and the data 

collection. Other tools can also be used at this point, such as XOVI, SISTRIX 

or RYTE. 

 
We consider the following audit criteria within the scope of the content audit 

with the Screaming Frog in order to be able to adequately evaluate the 

content: 
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1. Status code of the URL (Is the content accessible at all?) 

2. Page title & meta description (Do I "feel like" clicking the search 

result?) 

3. H1 Headline (Has an H1 headline been set? If so, which one?) 

4. Word count (How many words does the subpage have?) 

5. Internal links (To which instances does the contribution still link?) 

 

With this data in combination with the data from Google Analytics, 

optimisation fields can be quickly identified that contribute to better content. 

 

Content Audit: Identify and avoid duplicate content 

A frequent problem in the area of content marketing is content that is 

accessible in duplicate, i.e. under different URLs. This circumstance is 

suboptimal, especially from the point of view of search engine optimisation. 

This is often due to technical problems, such as the accessibility of content at 

http:// and https:// - here, the content audit and the SEO audit should go 

hand in hand. 

 

Content Audit: Data, data, data... 

Data is also crucial in the field of content marketing. Only those who know 

why their content works can create similarly good content and remove non-

functioning content from their website. 

 
With the collected data from different sources, you should now go into the 

evaluation and derive a recommendation for action for each subpage. These 

can be translated into measures such as ... 

 
+Expansion of the content / the contents 

+Other content seeding measures 

+Enrichment with images / infographics 

+Adjustment of the meta data 

+Eliminating the content 
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express. It is important to combine data from different sources and check the 

plausibility - only data from sufficiently large time periods can be interpreted 

and the number of cases is large enough to show statistical relevance. In any 

case, pay attention to valid data sets in the web analysis so that you do not 

run the risk of making wrong decisions. 

 

Conclusion on the content audit 

The content audit is elementarily important for the performance in content 

marketing and can contribute to making your website and content more 

findable in the search engine. In addition to the findability, you also increase 

the quality of the content itself through the targeted content audit, which at 

the end of the day leads to happier users and thus more conversions. 

 

 
Content marketing: No success without goals 

The decisive factor for success in content marketing is the objective. Many 

companies produce content without following a clear strategy and being able to 

fulfil the corresponding content marketing goals. 

 
 

Content Marketing Objective: SMART 

Content marketing goals should be formulated S.M.A.R.T. According to the 

S.M.A.R.T. method should achieve the goals: 

 
 

S = Specific 

M = Measurable A = 

Achievable R = Realistic 

T = Time framed 
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+ must be defined in order to achieve added value for the content 

marketing strategy. In addition to the formulation of goals for the 

content marketing strategy, it is important to think about the type of 

goals. In the definition of content marketing goals, we distinguish 

between: 

+monetary content marketing goals (turnover, earnings, EBITDA) 

+Quantitative content marketing goals (number of leads, number of pre-

registrations) 

+Relative content marketing goals (impression share, market share) 

+ideal content marketing goals (image, brand perception) 

 
The content is then developed according to the overriding goals of content 

marketing. Thus, the consideration: "What do I want to achieve with my 

content?" is one of the most decisive considerations for success in content 

marketing. 

 

The content marketing strategy: measurability through KPIs 

Once the goal of content marketing has been set, one can think about the 

corresponding key performance indicators (KPI) and measure the goals. For 

example, if you want to measure the quantitative goal of more website 

visitors, the number of sessions is crucial for the success of the campaigns 

and should be used as a benchmark for ongoing optimisation. 

 
However, if the company's goal is to generate leads, the ope- rative 

implementation of the content looks quite different and the KPIs are also very 

different. 

- Measurements are done differently. 

 
The following sub-goals can be measured with KPIs in the area of content 

marketing: 

 
• Brand Awareness (Net Promotor Score, Impressions, Shares) 

• Traffic increase (number of sessions, returning users) 

• Lead generation (number of leads, cost per lead) 
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• Customer loyalty (returning users, newsletter recipients) 

• Upselling & Cross Selling 

 
Targeted content marketing is an ongoing process with the aim of getting 

users to interact with website content on a regular basis and to acquire new 

customers through helpful content. This is a development process that does 

not come to fruition within a few hours, but requires many optimisation steps. 

For content marketing managers, the greatest optimisation work lies in 

suitable measurement methods to make success visible. 

 

Determine the value of content marketing with content 

tracking  

What is the value of your own content marketing? Is it worth the effort to expand 

your own content? Which content works particularly well and why? - This is only a 

selection of the questions that content marketing managers should ask themselves 

against the background of content tracking. 

 

Content Tracking: Business Relevance 

Content marketing must be validated from a business perspective. Content 

marketing has no purpose of its own, but should help to improve customer 

acquisition through inbound marketing. Therefore, the question must be 

asked at the beginning of content marketing: When is our content marketing 

actually successful? 

 
Traffic? - Not really - a visitor alone has no real impact on profitability. Only 

when the anonymous visitor becomes an interested party (lead) does the 

economic value increase. Therefore, the focus of the measures should be on 

achieving conversions. In the context of Con- tent Marketing, the following 

Key Performance Indicators can be evaluated as conversions: 
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• Contact us (contact form / call) 

• Newsletter registration 

• Download Whitepaper / eBook 

 
With this approach, you can quickly see which content "only" brings traffic or 

leads to conversions in the course of the user's customer journey. In Google 

Analytics, you have the possibility to define so-called "target projects" and 

subsequently analyse which content contributes to conversions. 

 

Content Tracking & Attribution Modelling 

Web analysis software such as Google Analytics works with the last-click-

counts attribution model as standard. This means that the last touchpoint 

to the customer is made responsible for the conversion and attributed to the 

respective channel. This default setting is not particularly helpful when it 

comes to tracking content marketing activities. 

 
In the area of the customer journey, content marketing in particular is part 

of the first touch. This means that users only become aware of the actual 

products and services of the company through the content. Against this 

background, it makes sense to examine the channel evaluation and thus also 

the evaluations of the content marketing activities under consideration of 

different attribution models. 

 
 

Content tracking in practice 

One thing is clear: we have to align our content marketing and content 

tracking with the conversion goals. The focus here is on creating content that 

resonates well with the target group and is transactional enough to generate 

a contact request, a lead, from the anonymous user. 

 
In order to optimally create the content and draw conclusions about the 

authors, it makes sense to use the Custom Dimensions of Google Analytics 

and to enrich Analytics with further information for detailed evaluations. In the 

standard version of Google Analytics, you as a webmaster have a choice of 
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Property 20 dimensions and 20 measurement values are available. The 

following dimensions make sense against the background of content tracking: 

+Author / author team - Who writes and produces the most successful 

content? 

+Categorisation / Thematisation 

+ Scope of the contribution 

 
With the additional dimensions, characteristics of successful content can be 

identified and the knowledge used to create more relevant content in the 

future. For this reason, you should always use the potential of custom 

dimensions to better manage your content marketing through content 

tracking. 

 

Conclusion on content tracking in practice 

Anyone who wants to be successful in content marketing should start by 

thinking about content tracking in order to be able to optimally control 

content marketing activities. Different approaches make it possible to gain 

knowledge that not only makes content marketing more efficient, but also 

contributes to the economic success of the content marketing measures. 

 

Content Marketing & Attribution in the Customer Journey 

In the customer journey, the customer has several points of contact with the 

company. In most cases, content marketing plays a decisive role. In most 

cases, however, the first contact is not decisive for measuring success, 

because standard web analysis software such as Google Analytics follows the 

model: Last Cookie Counts. The success of the campaign is assigned to the 

last touchpoint, which in this case does not benefit the success measurement 

of content marketing. 

 
For this reason, you should always consult the attribution models when 

evaluating content marketing measures. This is the only way to obtain 

target-oriented statements. 
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The bottom line on content marketing goals 

Goals set the direction not only in content marketing. For this reason, you 

should always think about the business objective and then initiate the 

operational and tactical measures. 

Another success factor is then to stay on the ball and to keep creating con- 

tent that not only provides benefits but also contributes to enthusiasm. 

 

Content Profiling: What makes for successful content ? 

Content marketing is becoming increasingly important for many online 

marketing channels and generates considerable added value between the 

individual channels. Professional content marketing not only contributes to the 

acquisition of new customers, but also helps to build the necessary trust in 

existing target groups. 

 
Due to the great potential in content marketing, it is essential to monitor and 

categorise one's own content in order to quickly produce better content that 

reaches the target group. This is where so-called content profiling comes in, 

which helps companies to produce relevant and, above all, better content. 

How does this work? 

 

Content Profiling: Why is it so important? 

In content marketing today, it is no longer enough to simply produce content. 

Competition for topics is increasing all the time and many website operators 

who have discovered professional content marketing for themselves are 

producing content on a wide range of topics. 

 
Supplement your content marketing strategy with an analysis of the individual 

content formats. With content profiling, targeted content is produced to massively 

increase the return on investment (ROI). 

 

Content Profiling: The Evaluation Criteria 

In order to make one's own content comparable and to segmen- 

To ensure the quality of the evaluation, it is advisable to introduce evaluation 
criteria. This should not 
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In this context, only the format of the content should be considered, but also 

other soft evaluation factors that help to better assess the value of the 

content for the company. 

 
For this reason, we have compiled the five most important evaluation criteria 

for content and professional content profiling. 

 

Content profiling with search intent 

Today, a large part of the content still lives on the search engine. Only 

content that can be found online has a chance of being consumed. In addition 

to the usual OnPage and OffPage SEO factors, responding to search intent is 

a fundamental factor for SEO success. 

 
Here you should always ask yourself which search intention the content 

answers and which questions remain unanswered according to a holistic 

approach? - With content that is geared towards search intentions, you put 

your content on the digital fast track. 

 

Content Profiling - The Business Benefit (Added Value) 

At the end of the day, content should increase and maximise the ROI of online 

marketing activities. For this reason, your content should always include 

added value for the company. Try to turn the search intention into a deal and 

generate a conversion. 

 
The secondary goal of content profiling should be to increase conversion 

value. For this reason, you should keep the busi- ness benefit in mind in all 

your efforts. 

 

Content profiling - the life of the content 

Content creation costs resources - all the more important is the question: 

When has the content creation paid for itself? - The lifespan of the content is 

a decisive factor here. So-called evergreen content has the advantage that 

the content is also relevant over a longer period of time and, above all, 

remains relevant. But also other formats that might 
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The use of a new product, which does not have such a long lifespan, can 

have a positive effect on the success of the project. 

 
Acceptance is much greater here, even if the attention span is much shorter. 

In connection with content profiling, you need to think about what content 

you want to create and how long the content will last. 

 

Content profiling - the quality of content 

How do you measure the quality of content? - By the user's behaviour, of 

course. Is the content read or do users bounce off the pages? - These 

questions should be asked in the context of content profiling. The media 

formats used are also decisive at this point. If many different formats are used 

to bring the topic closer to the user, this is usually advantageous. 

 

Content profiling - the scope 

The longer, the better. This is not necessarily true when it comes to content - 

what is meant here is rather the scope of the content and the holistic 

processing of the search intention. If the content answers the search intention 

to the full extent, this has a positive effect on the success of the content. 

 

Conclusion on content profiling 

If you operate professional content marketing, content profiling is part of your 

processes. Only those who succeed in identifying good content will be able to 

produce even better content in the future and thus push SEO success. 

 

What is content seeding and how can you use it 

profitably for your own company?  

Content seeding is a form of advertising in online marketing, especially in 

content marketing, which deals with the targeted distribution of content (con- 
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tent). This contributes to stronger branding and, in addition, advertisers 

benefit from the trust generated in content seeding networks. 

 

What is content seeding? 

"Content seeding" is unmistakably an English term. Content can be translated 

as content and seeding as sowing. In essence, content seeding is about the 

strategic distribution of relevant content with the aim of increasing the reach 

in the target groups to be reached and convincing users with helpful content. 

 
The upstream process is content production and topic identification. Content 

seeding is therefore an elementary component of content marketing in order 

to get the valuable content out to "the man or woman". 

 
When distributing content, online marketing agencies like us focus on the 

targeted selection of reach partners who carry the content to their target 

groups and thus generate added value for the content creator and the 

readers of the content. 

Content seeding can essentially be done through partnerships with other 

"realm ownership partners"; alternatively, today there are providers such as 

Ligatus and OutBrain that help to place the content in the right advertising 

environment and thus reach potential new customers for the company. In 

practice, the mix in content seeding makes the difference. 

 
Pure content seeding via partnerships is usually not enough, unless you really 

have very viral content. Experience shows that the content marketing strategy 

should also be expanded with providers such as Ligatus, OutBrain, the Google 

Display Network or Facebook Ads so that the content reaches more relevant 

users. 

 

Practical tip: Content seeding only with content marketing 
strategy 

We often observe how content is produced and distributed without a pattern. 

Budgets in particular are lost without a sound. For this reason, before any 

approach to content seeding, one should think about the content and which 

target groups one would like to address with this content. Because 
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We would like to make one thing clear at the beginning: The more helpful and 

better elaborated the content is, the greater the reach and the lower the costs 

are to achieve additional reach. Therefore, within the framework of the 

content marketing strategy, a fundamental part of the resources should 

always be put into the creation of content. This is where time and money 

resources are best invested and, in our experience, have the most positive 

effect on ROI and ROAS. 

 

Success factors of professional content seeding 

Traffic quality also plays a decisive role in content seeding. It is not about 

buying clicks as cheaply as possible and optimising media buying, but rather 

about reaching the right users for one's content with the aim of influencing 

the image and brand perception of the company through helpful content. 

 
It is therefore all the more important for online marketers to identify suitable 

multipliers for the content created and to win them over for the dissemination 

of their own content. As already explained at the beginning, it helps if the 

content is prepared well enough so that the multipliers spread it out of their 

own intrinsic motivation and thus significantly expand and improve the reach 

for the company. 

 
Of course, this creates a lot of work, especially when it comes to partner care. 

Partnerships have to be built up, values communicated and seeding measures 

coordinated. Thus, the topic of content seeding also goes in the direction of 

classic PR work. 

 

Practical tip: Content marketing never without added value 

Content marketing and content seeding only make sense if a striking added 

value is created for the target group that can be consumed without barriers. 

In content creation, the focus should be on creating added value and 

evaluating the needs of the target group. 

 
Only in this way do you have the opportunity to carry out successful content 

marketing and to lure multipliers as well as the target group out of their 

reserve and to inspire them for your content. 
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Content Seeding: Measuring Success 

The lack of media discontinuity in digital content marketing ensures that, on 

average, the majority of the user's customer journey can be tracked and thus 

the value of content marketing can be determined to a large extent for the 

company. 

 
Of course, content marketing and content seeding is not a performance 

marketing channel that generates direct sales, but the ROI can be determined 

and monitored in the long term. Remarketing campaigns are particularly 

helpful here in order to address the consumers of the content again at a later 

point in time and thus to sustainably increase the ROI of the content 

marketing measures. 

 

Content seeding for more reach 

Content marketing without content seeding makes as little sense as content 

seeding without content marketing. But at the end of the day, the quality and 

added value of the content is always decisive for the success of content 

seeding. Equally important for success is the defined content marketing 

strategy - because only with a sufficiently elaborated plan can content 

marketing goals be realised that bring the company the necessary economic 

added value. 

 
 

 

What is Mobile SEO and how do I influence it? 

the ranking on mobile devices? 

User behaviour on the internet is shifting more and more towards mobile 

devices. The use of desktop variants is not decreasing, but more and more 

users are spending their free time on mobile research. 

Difference in SEO: Desktop vs. Mobile 

The takeover of mobile devices is unstoppable and desktop devices are falling 

behind in relative use. For the through 
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For the average citizen, losing their smartphone is like going to prison, and a 

not inconsiderable proportion of their free time is spent on the mobile 

internet. Mobile use is increasing, while the use of desktop devices is 

stagnating. What is striking here is that the mobile phone is not displacing the 

desktop variant, but is rather drawing on the leisure resources of the user. 

 
But what is the difference in search engine optimisation? - The display size in 

particular is decisive for the presentation of information. On a small screen, 

there are fewer opportunities to "sell" information. In addition, there is a 

striking difference in user behaviour: 

 
Smartphone users often have little time and prefer easily understandable and 

condensed texts, so that the information can be seen quickly and at a glance. 

Unlike in the desktop area, large texts can have a negative effect in the 

mobile area. 

 
In search itself, the first search engine rankings also have a higher value than 

in desktop search. Because fewer search results are displayed in the visible 

area of the browser, the click rates are significantly higher, especially for the 

mobile search engine results (SERPs), while the results in the non-visible area 

participate less in the organic search engine traffic. 

 
Basically, we observe the following KPI developments for mobile access: 

 
 

1. lower conversion rates 

2. higher bounce rates 

3. lower ROI 

 

 
The following also applies to mobile SEO: It is not just a project, but the 

ongoing optimisation in mobile SEO should become a process, because only in 

this way do you have the chance to achieve successful search engine rankings 

in mobile search in the long term and to benefit from the good positioning. 
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Mobile SEO: The optimisation 

So how do you optimise your mobile website for better mobile SEO? - 

Essentially, there are three optimisation areas for mobile SEO on which a 

search engine optimiser can focus: 

 

1. Mobile SEO: Technical SEO 

In particular, the technical requirements in the area of smartphones and 

mobile devices are different. Above all, the topics of responsiveness and 

loading times are decisive factors for mobile SEO. Smartphone users have less 

patience and jump off quickly if the website takes too long to load. 

 
In the "Technical SEO" section, you can test and expand mobile friendliness 

with the following free tools: 

 
+Google Mobile Friendly Test (user experience) 

+ Google PageSpeed Test (loading times) 

+Viewport Test (Responsiveness) 

 
2. Mobile SEO: User Experience (UX) 

The smaller screens and touch navigation place particular demands on UX 

designers and the presentation of the website on mobile devices. The 

challenges here lie above all in the presentation of the content. We often 

observe fonts that are far too small and click elements with far too little 

whitespace, so that these elements are difficult to use, especially on the 

smartphone. 

 

3. Mobile SEO: Content 

Due to the shorter attention span, the content should be presented clearly 

and understandably. In principle, SEOs need to have a completely different 

attitude to the content in order to create content that is well received by the 

users and the target group. 
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Conclusion on Mobile SEO 

Especially against the background of the Mobile First Index, many web 

masters should rethink: Today, it is no longer enough to optimise a website 

for the desk-top variant. 

 
Rather, it is a matter of adapting to changing user behaviour with one's own 

search engine optimisation and monitoring how the mobile use of websites 

affects one's own website. For this purpose, tools such as Google Analytics 

can be used to evaluate one's own usage behaviour. 

 

SEO Checklist: Am I on the right track with my SEO 

activities? 

Time and again we receive requests for checklists that allow website operators 

to check their own SEO optimisation themselves. We have sat down for you 

and created a free SEO checklist that you can use to check some factors 

yourself. 

 

The SaphirSolution SEO Checklist 

We have implemented our SEO checklist with Google Docs and Google 

Spreadsheets. This gives you the possibility to always retrieve the current 

status of our list. 
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Of course, our SEO checklist does not replace a full SEO audit, but it will help 

you to better assess and validate the current situation. Do you need support? 

We would be happy to take a look at your site in our first free SEO check. 

Simply get in touch via the contact form. 

 

The SEO process: How do I optimise my rankings? 

Considering the entire SEO process, the SEO checklist is at the very beginning 

of the optimisation. The fields of optimisation to be improved are identified 

and evaluated in the analysis phase. The checklist is "only" a partial element 

of the SEO process. To start the analysis, it is always a good idea to analyse 

the current situation. With an SEO audit, you record optimisation potential in 

the area of OnPage and OffPage SEO across all pages, which then define the 

fields of action according to the result. 

 
Building on the SEO checklist (first analysis) and the SEO audit, the 

operational optimisation can then start. In accordance with the prioritisation, 

the focus is often placed on the OnPage area of search engine optimisation. 

Here, measures such as the optimisation of meta data, strengthening of the 

linkjuice through internal linking, content-weak pages are expanded and many 

other measures that contribute to a better user experience on the page at the 

end of the day are carried out. 
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In addition to the operational implementation in the form of SEO support by 

an SEO agency or by an SEO in-house team, SEO monitoring plays an 

important role. 

decisive role for success in SEO. Regular reporting should be used to monitor 

and monitor developments in the area of ranking changes. In this way, you 

can quickly see which keywords are developing positively and which keywords 

should be optimised with a stronger focus. In this way, SEO reporting aims to 

establish a control loop that ensures continuous optimisation in the OnPage 

and OffPage areas of search engine optimisation. 

 

Our free SEO checklist 

We have put some of our know-how into the creation of the free SEO 

checklist. Knowing full well that this list alone is not the solution to all SEO 

problems. Use the list to get a first overview and check points. Make the 

preparations to make your website more successful, win customers and 

increase sales. 

 

Free SEO Tools 

In addition to our checklist, we have compiled free tools that you can use to 

optimise search engine results. 

 

SEO-TOOLS   

TOOL DESCRIPTION URL 

TINYPNG 
Minimise image data 
ren https://tinypng.com/ 

SITELINER 
Duplicate content 
Finder http://www.siteliner.com/ 

EYWQUANT 
EyeTracking Usabil- 
ity http://www.eyequant.com/ 

SITEMAP GEN- 

ERATOR 

Generated on the 

basis of the page 

structure 
a sitemap 

 
https://www.xml-sitemaps.com/ 

W3C Validator 
HTML & CSS Check- 
he http://validator.w3.org/ 

http://www.siteliner.com/
http://www.eyequant.com/
http://validator.w3.org/
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KEYWORDTOOL. 
IO Keyword research https://keywordtool.io/ 

XOVI DOMAIN- 
VALUE 

free domain 
rating http://www.domainvalue.de/ 

GOOGLE PAGE- 
SPEED INSIGHTS 

Loading times 
analysis 
Tool 

https://developers.google.com/ 
speed/pagespeed/insights/?hl=en 

SANEY 
Meta Data Gener- 
ator 

http://saney.com/tools/google-snip- 
pets-generator.html 

SCREAMING 
FROG 

ONPAGE SEO Spi- 
the 

https://www.screamingfrog.co.uk/ 
seo-spider/ 

RYTE.com FREE ONPAGE SEO Tool https://de.ryte.com/product/free/ 
PAGES REPORT ONPAGE SEO Tool http://www.seitenreport.de/ 

SEOBILITY ONPAGE SEO Tool 
https://www.seobility.net/de/seo- 
check/ 

SEOLYSER ONPAGE SEO Tool http://seolyser.de/ 
SSL TEST Checks SSL 

certificates 
https://www.ssllabs.com/ssltest/ 

HTTP STATUS 

CODE CHECKER 

Checks status 

codes and makes 

recommendations 
for the redirects 

 
https://httpstatus.io/ 

GOOGLE MO- 

BILE FRIENDLY 
TEST 

Responsiveness 

Checker 

https://search.google.com/test/mo- 

bile-friendly 

BING WEBMAS- 

TER TOOLS 

SEO Analysis 

from Bing / 

Index- 
isation status 

https://www.bing.com/toolbox/web- 

master/ 

GOOGLE 

SEARCH CON- 
SOLE 

SEO analysis from 

Google itself / In- 
dexation status 

https://www.google.com/webmas- 

ters/ 

SOCIAL MEDIA 
OPTIMISER 

Social Media Inter- 
gation Checker http://smo.knowem.com/ 

THINKWITH- 
GOOGLE Usability testing 

https://testmysite.withgoogle.com/ 
intl/en-gb 

GOOGLE ANA- 
LYTICS 

Web Analysis Soft- 
merchandise https://www.google.de/analytics/ 

HOTJAR 
Web Analysis Soft- 
merchandise https://www.hotjar.com/ 

http://www.domainvalue.de/
http://saney.com/tools/google-snip-
http://www.seitenreport.de/
http://seolyser.de/
http://smo.knowem.com/


SaphirSolution 
115 

 

 
GLOBAL MAR- 

KET FINDER 

Keyword research 

tool from Google 

for the 

development of 

new 
Markets 

 
https://marketfinder.thinkwithgoo- 

gle.com/intl/en/#%23en_EN 

CONTENT LOOK 
Content marketing 
Strategy http://www.contentlook.co/ 

WDF*IDF TOOL 
WDF*IDF Text Anal- 
yse tool http://www.wdfidf-tool.com/ 

OVERVIEW 
Keyword research 
Tool https://neilpatel.com/ubersuggest/ 

GOOGLE RANK- 
ING CHECK Ranking analysis 

http://www.oneproseo.com/seo- 
ranking-check/ 

GOOGLE RANK 
CHECKER Ranking analysis 

https://serps.com/tools/rank-check- 
he/ 

MAJESTICSEO 
Analysis Backlink 
profile https://de.majestic.com/ 

PROVENEXPERT 
Reputation 

management 

https://www.provenexpert.com/de- 

en/ 

 
GOOGLE SIMI- 

LAR PAGES 

 
Website comparison 

https://chrome.google.com/web- 

store/detail/google-similar-pages/ 

pjnfggphgdjblhfjaphkjhfpiiekbbe- 

j?hl=en 

GOOGLE DATA 
STUDIO Dashboarding https://datastudio.google.com/u/0/ 

 

SEO with free SEO tools 
 
Search engine optimisation (SEO) is a broad field and quickly one feels 

as a website operator helpless in the jungle of possible optimisation fields. 

 

The optimisation fields in search engine optimisation & SEO tools 

In the field of search engine optimisation, there are three major areas of 

optimisation that a webmaster can address in order to achieve better 

rankings. The following three areas are to be checked and optimised for SEO 

factors: 

http://www.contentlook.co/
http://www.wdfidf-tool.com/
http://www.oneproseo.com/seo-
http://www.provenexpert.com/de-
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+OnPage SEO (meta data, internal linking, HTML structure) 

+OffPage SEO (backlink quantity, backlink quality) 

+ Technical SEO (PageSpeed, Crawlability, Accessibility) 
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In order to get a first insight into the individual SEO areas, we have compiled 

free SEO tools as FIRST SEO HELP, with which you can check the status quo 

of your website in the SEO area. 

 

Free SEO Tools & Your Benefit 

There are a host of free SEO tools for website operators. The problem is that 

most of them are not self-explanatory. In order for the SEO tools to really 

help with SEO, the analyses must also be able to be interpreted and applied 

to the conditions of the website, the CMS system and the server structures. 

Without their own interpretation and analysis, the results of the supposedly 

self-explanatory SEO tools are also useless. 

 

Screaming Frog OnPage Crawler 

The Screaming Frog is a website crawler that allows website operators to 

check all existing websites for OnPage SEO factors and thus to recognise 

where, for example, duplicate H1 headings are assigned or the PageTitle 

exists several times. Especially in OnPage SEO, this free tool can bring order 

to small and medium-sized websites. 

 
Google AdWords Keyword Planner 

Google AdWords is the tool for placing ads in the Google search engine. Here, 

Google also offers the possibility of identifying and targeting suitable 

keywords for your own keyword setting. All you need is a Google AdWords 

account and then the tool can be used free of charge for keyword research. 

 
OpenLinkProfiler 

 
With the OpenLinkProfiler, you can check backlinks to a specific domain free of 

charge and thus develop measures to expand your link profile. This SEO tool is 

also free of charge and can significantly help with your SEO. 



SaphirSolution 
118 
 

Google PageSpeed Insights 

When it comes to loading times, we are in the measures for technical SEO 

optimisation. Google offers a free tool that records the status quo and 

provides initial recommendations for optimising the page's loading times: 

Google PageSpeed Insights! 

 

Conclusion on the free SEO tools 

SEO help can take different forms. The first step is to analyse the current 

situation in order to identify areas for optimisation and prioritise the 

measures. 

 

 

SEO with Google Analytics: How it works ! 

Google Analytics is a powerful tool for targeted web analysis and for improving 

the usability of one's own web projects. But Google Analytics can also help 

optimisers with targeted information for targeted search engine optimisation, 

and in some functions it puts some professional SEO software in the shade. 

 

Google Analytics SEO Applications 

The everyday life of a search engine optimiser is very data-driven. It consists 

largely of testing, testing and testing again. Google Analytics as a web 

analysis software can be a helpful product for the control measures and the 

measurement of success, as you can directly track the traffic caused by the 

SEO measures within Google Analytics. Against this background, we have 

compiled use cases and tips that can help you in SEO and in dealing with 

Google Analytics. 
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Google Analytics SEO Tip 1: 404 HTTP Status Code Tracking 

 
404 error pages refer to pages that cannot be found. At this point, link juice is 

wasted by the search engine and the triggering of 404 status codes is not 

optimal. Of course, the 404s can also be read out via Google Search Console, 

but here you only get the pages that were accessible for the search engine 

bot and not the pages that result from actual sessions. In order to be able to 

track the 404s in Google Analytics, the website must have its own 404 error 

page, which ideally also contains the term 404 in the page title. In this way, 

the 404 error pages and the linking sources can be identified via Google 

Analytics. 

 
Google Analytics SEO Tip 2: Google Search Console & AdWords 

 
Data, data, data - the gold of SEO. And to get more data in the Google 

Analytics view, it makes sense to link Google Analytics with the Google Search 

Console and the Google AdWords account. Now you get sufficient information 

about the keywords and the corresponding user behaviour. This data can then 

be used wonderfully to obtain new keywords for finding topics. 

 
Google Analytics SEO Tip 3: Documentation of SEO measures 

 
It is often the case that you work continuously on your SEO projects and 

suddenly the organic traffic suddenly develops positively. But what exactly 

was the reason? - Was it the newly built link? - Or was it the newly entered 

meta data? 

 
You quickly realise that documentation of the measures is necessary. This is 

where Google Analytics can help: With the Notes function, measures can be 

documented in the Google Analytics timeline and shared within the team. This 

way, all relevant people remain informed about the measures and their 

development. It is also possible to create a separate segment for the pages 

on which optimisations were carried out and thus better track the 

developments in the organic area. 
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Google Analytics SEO Tip 4: PageSpeed (slow loading web pages) 

 
Under Behaviour → Website Speed → Load Times you have the option to identify 

subpages of your website that have long load times. These pages can then be 

passed on to the web development team with the aim of minimising the loading 

times in the long term. 

 
Google Analytics SEO Tip 5: SEO Dashboards 

 
A lot of data quickly makes analyses difficult and confusing. A remedy for this 

is an SEO dashboard. With Google Analytics, you have the option of creating 

your own dashboards and monitoring important key performance indicators 

here. SEOs can obtain helpful information from such a dashboard, especially 

from the perspective of traffic and conversion development. 

 
 

Google Analytics SEO Tip 6: Meta data (CTR optimisation) 

 
Meta data plays a decisive role for the click rate. With the integration of the 

Google Search Console, you have data regarding the click rates in Google 

Analytics and can also make adjustments here and define the test group in a 

separate segment. An increase in CTR can thus be tracked in the Google 

Analytics Dashboard. 

 
Google Analytics SEO Tip 7: Alerts & Notifications 

 
It can quickly become confusing. In order to bring order into the chaos and to 

be able to quickly recognise trends, it is suitable to set up Google Analytics 

Alerts. Here, for example, you can set up to receive a notification from Google 

if SEO traffic increases by 25% within a day. With these notifications, short-

term developments can be monitored and quick interactions can be initiated. 

 
Google Analytics SEO Tip 8: Identify Opportunities Keywords 

 
If the interface to the Google Search Console is set up, data such as the 

average position can be tracked in Analytics. Here, you can now filter 

positions >10 and get search terms that are on average 
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on the second search results page. The optimisation of these keywords has 

the effect that you can reach the traffic-generating areas (first search results 

page) more quickly and benefit from traffic via the search engine. 

 
Google Analytics SEO Tip 9: Find backlink ideas 

 
Under "Referral" you can quickly identify pages that link to your own website. 

These sources can be used to achieve further links to other areas of the 

website. For example, if a website links to a chapter, the webmaster can be 

contacted and asked to link to a transactional page as well. 

 

Conclusion on SEO with Google Analytics 

Google Analytics is the free and comprehensive web analysis programme that 

can deliver recognisable added value for the search engine. Of course, Google 

Analytics does not replace professional SEO software, but it can expand the 

existing data from third-party systems with real user data and thus offers 

SEOs even better control options. Start implementing our Google Analytics 

SEO tips now and benefit from better search engine rankings for your 

company. 

 
Professional SEO with the Google Search Console 

The Google Search Console is for search engine optimisers comparable to water 

for fish. It represents the interface between the webmaster and the search engine 

and helps to better control and monitor the measures in the area of search engine 

optimisation. 

 

The Google Search Console: An overview 

The GSC is a powerful tool for SEOs to monitor developments in the field of 

search engine optimisation and to quickly adapt error messages during 

indexing by Google's search engine bot. It offers many analysis approaches 

that provide additional insights for search engine optimisation. 
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1. Search Appearance & Search Traffic: With the Google Search Console you 

can monitor the appearance and analysis of your website in the Google search 

engine. Here you can see the developments in the area of impressions, clicks 

and above all the development of the click rates. This data can be profitably 

interpreted and used for actual optimisation. 

 
2. Technical status of the website: You also have the option of reading out 

any HTTP status codes of the website. This gives you an overview of all 404 

error pages that the search engine bot noticed during crawling. This is 

important information for the sustainable improvement of website hygiene. 

 
3. Crawling data: In addition, the Google Search Console provides you with 

important information on the crawling data of your website. Here you can 

find out at which intervals your website was crawled and where resources 

may be blocked and thus not accessible for the search engine bot. This 

information is crucial for a sustainable optimisation of the crawling control of 

the search engine bot. 

 
From the perspective of search engine optimisation, the Google Search 

Console is a powerful tool that can be used sustainably for targeted search 

engine optimisation. We have brought along eight tips for the SEO use of the 

Google Search Console from our practice. Let's go! 

 

Google Search Console SEO Tips 

Google Search Console Tip 1: The search analysis 

 
In the area of search analysis, you receive important information about the 

average positions of your rankings and the actual resulting traffic that reaches 

your website. Unlike SEO tools such as SISTRIX or XOVI, this gives you a 

direct insight into the traffic that actually occurs. Here you can see not only 

which search term is used to find you, but also which target page is 

responsible for the ranking. This data is wonderfully suitable for revising and 

optimising the meta data, for example. A better click rate can then be proven 

in the Google Search Console (if the optimisation was successful). 
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However, one should be careful with the key figure: average position. In the 

default setting, global positions are included and not only the positions in the 

target market. 

 
Google Search Console Tip 2: User friendliness on mobile devices 

 
The mobile-first index is on the rise and mobile search is thus also becoming 

increasingly important for SEOs. The GSC also helps here: In the area of user-

friendliness on mobile devices, you have the opportunity to receive tips on 

optimising mobile pages and can track the user-friendliness of mobile 

devices here. 

 
Google Search Console Tip 3: HTML improvements 

 
Duplicate content, missing or duplicate meta descriptions, multiple H1 

headings and much more...read out tools like Ryte or XOVI. However, the 

GSC can also do this and gives webmasters tips on how to sustainably 

improve the HTML structures of the website for better OnPage SEO and thus 

recommendations for action to improve their own SEO tasks. 

 
Google Search Console Tip 4: Retrieval as through Google 

 
With the function "Retrieve as by Google", webmasters can retrieve the web 

page and display it as by Google. This has a decisive advantage: now you can 

see relatively quickly which CSS or HTML resources are blocked for Google. It 

is quickly visible if hackers have placed their own content on the page, which 

is usually only recognisable by the search engines. 

 
This function can also be used to detect security problems on your own site. 

 
Google Search Console Tip 5: Manual measures 

 
If it is more difficult to find your own page, it is worth taking a look at the "Manual 
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Measures" - If the page has received a manual penalty, it will be 

communicated here by Google and countermeasures to the penalty can be 

initiated. 

 
Google Search Console Tip 6: Crawling errors 

 
An important indicator is the number of indexed pages. Here you can quickly 

see if there are problems with crawling and Google has difficulty indexing 

content. For example, if you submit 400 pages via Sitemap.xml and only 40 

are indexed, there is definitely a problem with blocked resources or thin 

content. 

 
Google Search Console Tip 7: Submit Sitemap 

 
Via the GSC you have the possibility to enter a sitemap for your page. This 

helps the Google Bot with crawling and ensures that some content is indexed 

faster & better. 

 
Google Search Console Tip 8: robots.txt 

 
Probably the most important file for search engine bot control. If there is an 

error in the configuration, it can quickly happen that important areas of the 

website are not included in the index. The robots.txt can be checked for 

possible misconfigurations in the GSC. 

 

SEO with the Google Search Console 

Too important for occasional visits: The GSC should be included in the weekly 

SEO - Monitor process and used to control the SEO measures. Here you will 

receive important insights from Google on indexation control and possible 

misinterpretations in the configurations of robots.txt or in the sitemap. 

 
What does SEO actually cost? 

It is probably one of the most common questions that remain unspoken. Search 

engine optimisation is offered by many companies, and often they are 
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the prices for the seemingly same service are absolutely different. One SEO 

tool provider charges 40 € per month for the use of its tool (which promises 

immediate rankings), whereas the SEO agency charges 1200 € per month, 

stating that success can only be expected after 6-12 months of optimisation 

work. Which provider should you believe? We will clarify this in this chapter. 

Let's go! 

 

SEO costs: The pricing models 

In the area of search engine optimisation, one often encounters 3 different 

price models. One of the most popular price models is the one-off OnPaG 

optimisation. With this price model, search engine optimisation is seen as a 

one-off project and optimised once. The costs are manageable here - and so 

are the successes. 

 
Performance-based remuneration is also very popular with agencies. Here, 

agencies set themselves KPIs and if they achieve the targets they have set 

themselves, they receive a bonus on top of the agreed fixed sum. Such 

models and so-called money-back guarantees are not to be found at the 

reputable SEO agencies I know. 

 
A common billing model is the monthly flat rate. At this point, an effort is 

defined with the client that the agency is to provide over a term of 6-12 

months. This can be done via a service description or via man-day billing. This 

billing option is the most appropriate, as professional search engine 

optimisation should always be seen as a process and not as a project. Link 

building, for example, should not be done once, but spread over a reasonable 

period of time, so that the search engine algorithm cannot detect over-

optimisation. 

 
A sensible and transparent billing method on a monthly basis is to set man-

days and hourly rates. Serious search engine optimisation requires an hourly 

rate of 75 - 150 €. This is not because SEOs want to earn a lot, but rather 

because of the cost structures. Software for search engine optimisation is not 

cheap and SEO's have to invest a lot in their know-how to make your website 

fit for the search engines. Depending on the size of the agency, there are 

additional fixed costs that have to be distributed over the hourly rates. 

However, with the size of the agency, not only the costs grow, but also 
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the synergies and the know-how. For each sub-discipline of search engine opti 

mation, you can find an expert here. 

 
How many man-days are needed for meaningful search engine optimisation? 

 
Now that the costs are in the picture, the question of effectiveness arises: 

How much effort is needed in terms of man-days to achieve success in the 

SEO field? 

 
For sustainable optimisation in the areas of OnPage SEO, OffPage SEO and 

technical SEO, at least 2 man-days per month should be invested in 

optimising the website. Larger website projects such as larger online shops 

require correspondingly more attention in optimisation. 

 
Often, the optimisation process is preceded by an SEO audit and the current 

site is analysed for weak points and the immediate competition is evaluated. 

In a joint kick-off meeting, resources at the client and the agency are checked 

and responsibilities defined. These kick-off activities often incur costs in the 

lower 4-digit range. 

 

SEO costs: What you may have to pay 

SEO varies greatly in terms of price and performance and is difficult to 

evaluate. The fact is that not much can be achieved with monthly budgets 

below €1000. Especially agencies that offer their 299 € / month search 

engine optimisation via telephone cold-calling should be regarded with 

caution. Serious SEO agencies do not rely on such acquisition methods and 

get their customers via recommendations or via optimised websites in the 

search engine. 

 
When assessing SEO costs, the overall concept is important: What services do 

you receive in the context of search engine optimisation and is there a defined 

plan of action? - A holistic and individual concept takes time and incurs costs. 

For some companies, search engine optimisation (if done correctly) is too 

expensive and success can be achieved more quickly in other channels such 

as search engine ads or Facebook Ads. As so often in life, it depends on the 

goals. 
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We would be happy to help you optimise your online marketing from a cost 
perspective. 

and find the optimal marketing mix for your goals. 

 
 

Avoid ranking losses = SEO Relaunch 

As an SEO agency, we are increasingly confronted with the following 

phenomenon: The customer complains about falling traffic after the relaunch 

of the website / online shop and asks himself what the reasons are. It quickly 

becomes clear: the new website was launched without taking SEO factors into 

account and the lack of traffic is due to a lack of visitors via the Google search 

engine. 

 
SEO Relaunch: The planning and development phase 

When a new site is launched, the planning and development phase is crucial 

to the success of the relaunch. The new page with existing content is created 

in a test environment (noindex) where the new page and design are 

developed. During the relaunch phase, you should consider the following from 

a search engine optimisation (SEO) perspective: 

 
1.) Information Architecture (IA) 

 
Will the new page keep the same architecture or should the structure of the 

page also be changed? - If the page has different structures later, the URLs 

change, especially in content management systems, and this can quickly lead 

to ranking losses, since the "old" URLs lead to a 404 HTTP status code. For 

this reason, you should compare the infor- mation architecture of the "old" 

page with the new structure in the planning phase in order to detect any 

deviations early on, which you should use in the forwarding table. 

 
2.) Content structure 

 
Which content is currently performing best? - Use web analytics software 

such as Google Analytics to identify the content that organically brings the 

most traffic to your website. These subpages should be considered as part of 

the SEO 
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relaunches should be given special attention. These URL structures should then 

be redirected to the new paths accordingly by means of 301 redirects. 

 
3.) Content Management Systems (CMS) 

 
Depending on which content management system (CMS) is used, CMS-specific 

settings should be made. Before the relaunch, you should always inform 

yourself about CMS-specific settings for the relaunch in order to carry it out in 

a targeted manner. 

 
4.) SEO Briefing 

 
Especially when several people / agencies are involved in the relaunch, a so-

called SEO briefing should be created so that all those involved have the 

necessary know-how for their specific area in order to carry out the relaunch 

of the website optimally from an SEO point of view. 

 
5.) HTTPS / TLS encryption 

 
HTTPS / TLS encryption is the common standard in website security and 

enables encrypted data transmission. HTTPS-encrypted pages are also 

rewarded with better SEO rankings by the search engine Google. You should 

therefore also consider encrypting the website before the relaunch in order to 

comply with this standard. 

If you encrypt the page, think about setting up the redirect to redirect from 

the http:// variant to the https:// variant in any case. Otherwise, there is a 

duplicate content problem. 

 
6.) XML Sitemap & robots.txt 

 
Once the new structure of the page is in place, a sitemap should also be 

created in XML format, which can then be submitted to Google via the Google 

Search Console after the relaunch. This sitemap helps Google to understand 

the new page structure more quickly and to index relevant pages faster. In 

addition to the sitemap XML, the robots.txt should also be checked to ensure 

that all important areas of the website remain accessible for the search engine 

crawler. 
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7.) Domain transfer 

 
Is your new website getting a new domain? - No problem - in any case, you 

should think about redirects to avoid ranking losses. Many website operators 

complain about ranking losses, especially when moving domains. 

 
SEO Relaunch: After the launch 

Especially shortly after the launch, many tests should be carried out in order 

to detect errors very early and to initiate countermeasures. Thus, the period 

shortly after the launch is crucial for the SEO agency. However, major errors 

are left out if the SEO relaunch is well thought out. After the go-live of the 

new site, you should observe the following: 

 
8.) The web tracking 

 
Is the tracking active and does the website continue to register visitors? - Are 

there any deviations in visitor numbers here? Analyses with the web analysis 

software quickly show where traffic is missing and where you should quickly 

put out fires. 

 
 

9.) OnPage Check 

 
SEO software such as Screaming Frog checks subpages for duplicate content 

and uncovers OnPage errors. Duplicate H1 headings and page titles, as well 

as missing metadata, are quickly detected. Start an OnPage crawl 

immediately after go-live to quickly identify potential. Especially in the area of 

the 404 status codes, you can quickly see which resources need to be 

redirected with the help of a 301 redirect and currently lead nowhere. 
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10.) Indexation test 

 
In the Google Search Console (formerly Google Webmaster Tools), you can 

track the current indexing status and quickly see which resources remain 

blocked for the search engine. After the launch, you should regularly take a 

look at the indexation using the Google Search Console in order to quickly 

unblock blocked resources. 

 
11.) Images Check 

 
Also check whether all images have a so-called alt description and the file 

names used are meaningful, so that the search engine also has the chance to 

recognise images and index them accordingly in the Google Image Search. 

 
12.) 404 Error pages 

 
404 error pages should not occur after the planned relaunch, but external 

links can lead to a 404 status code. Here it is advisable to create an individual 

404 error page to draw attention to available content. This way, the user is 

more likely not to bounce. 

 
The SEO Relaunch: The Conclusion 

Often SEO is neglected during the relaunch until the rankings fall. Due to a 

lack of traffic and sales, things quickly get hectic and it takes time and know-

how to fix the mistakes. So in any case, think about your search engine 

optimisation (SEO) in the context of the relaunch. 

Prepare for the implementation of the SEO factors with a relaunch strategy. 

 

What is actually Black Hat SEO? 

Black hat SEO describes the deliberate manipulation of the search engine 

algorithm with the aim of getting into the top ranking positions for certain 

keywords. 
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The Black Hat from the Wild West can be depicted symbolically. The "bad 

guys" wear black hats, while the "good guys" wear white hats. The cowboy 

between the two fronts wears the grey hat and calls himself a grey hat. 

 
In search engine optimisation, white hat SEOs follow Google's guidelines and 

only use measures that are permitted and desired by Google. In almost all 

areas, the optimisation of the user's experience with the site (user 

experience) is a priority. 

 
A grey hat SEO deals predominantly with white hat topics to distinguish 

himself from black hat SEO, but occasionally reaches into the black hat 

SEO's bag of tricks. 

 

The bag of tricks of the Black-Hat SEO's 

What do black-hat SEOs do differently? How do they manage to manipulate the 

search engine in the short term? One thing in advance: Black Hat methods are 

absolutely short-term in nature and with every adjustment in the search engine 

algorithm, these methods work less. Here are a few examples from the black hat 

"bag of tricks": 

 
Black Hat Trick 1: Link Farms 

Link farms are websites with many outbound links. In the past, such 

directories worked well to strengthen the link popularity of one's own do- 

main. Today, this methodology is outdated and no longer effective, but can be 

used for negative SEO. 

 
Black Hat Trick 2: Negative SEO 

Negative SEO refers to all activities aimed at weakening the competition, for 

example through targeted link building from low-quality sources. In the long 

term, such an approach harms the visibility of competitors. 
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Black Hat Trick 3: Text Hiding 

Hidden texts were used to bring more content onto the website. For example, 

white-coloured text was integrated on a white background. This text is not 

readable for the user, but it is readable for the search engine via HTML. 

 
Black Hat Trick 4: Article Spinning 

Creating good SEO texts is time-consuming. For this reason, some Black Hat 

SEOs go the route of having texts "spun" automatically. This means that texts 

are automatically rearranged and "individualised". These texts contain many 

errors and have no added value for the user. 

 
Black Hat Trick 5: Expired Domains 

Another popular method in Black Hat SEO is the purchase of expired domains, 

i.e. domains that already had content in the history and were thus able to 

build up a certain trust. These domains are often used to link to one's own 

web project and to inherit trust. 

 
Black Hat Trick 6: Private Blog Network 

The so-called PBN is a network of websites that belong to the webmaster. 

Content pages are created that link from the content to actual web projects. 

Well-made networks are more difficult for search engines to identify and are a 

popular tool for Black Hat SEOs. 

 
Black Hat Trick 7: Cloaking 

Cloaking refers to the deliberate hiding of website content. With cloaking, 

the search engine sees a different website than the user. The cloaking 

websites are very strongly developed with content, whereas the website for 

the user is strongly user-oriented. Cloaking is also defined as a black hat 

method in Google's guidelines and should be avoided for your own web 

projects. 
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Black Hat Trick 8: Doorway Pages 

A doorway page is a page that is placed between the actual target page and 

has been strongly optimised for the search engine. The doorway page 

contains a link to the actual target page, which in most cases is strongly 

transactional. 

 
Black Hat Trick 9: CTR Fraud 

In Black Hat SEO, there is software that clicks on its own search results in 

SERPS (Search Engine Result Pages) and then interacts with the page. 

Subsequently, the IP address is changed and the action is played out again via 

another keyword. The aim of this method is to influence the click-through 

rate (CTR) and increase user interaction on the page. 

We strongly recommend staying away from black hat methods and focusing 

on long-term white hat methods in SEO. These may be more tedious, but they 

are also much more sustainable! 

Play for time: Grey Hat SEO 

 
There are few pure white hat SEOs. Currently, some SEOs are also using 

black hat SEO methods. This is a game for time, because the search engine is 

becoming increasingly intelligent and the algorithms are automatically 

recognising more and more black hat methods. 

 
SEO for B2B companies: Challenges in B2B SEO 

More and more companies in the B2B sector are discovering the potential of 

professional search engine optimisation for themselves and ensuring that they 

can be found in the search engine for their products and services. 

 
The algorithm used to rate websites is no different from that used in the B2C 

sector, but not all websites are the same. 
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B2B Search Engine Optimisation: The Difference 

In contrast to B2C sites, trust plays an even more decisive role in B2B search 

engine optimisation. Often, the B2B sector involves significantly larger 

investment sums and the customer groups are much more sensitive to what 

constitutes an unprofessional presentation of one's own website. 

 
For this reason, you should place a stronger focus on trust-building web 

design elements in the area of B2B SEO optimisation and thus push the 

topic more strongly. 

 
More complex products in the B2B sector require much more explanation than 

standard B2C products. For this reason, you should also think about content 

in B2B SEO against the background of product complexity. 

Page-long manuals are often not read, as the B2B decision-makers also lack 

the time to deal with the decisive information in depth. 

 
Therefore, in some cases it also makes sense to create content in the form of 

videos that break down the degree of complexity of the products and services 

and explain the functionalities in an easily understandable way. 

 

Recurring customers in the B2B area 

Unlike the B2C sector, the B2B sector thrives on existing customers and 

strong personal ties. Often there are sales staff and business development 

positions that are supposed to keep in touch with the customer and 

generate potential business. This information is also important for the design 

of B2B SEO: returning customers are happy about current information and 

the latest industry trends. 

 
A blog in the B2B sector not only ensures informed existing customers, but 

also helps companies to be found better in search engines. 

 
In addition to the blog with fresh information, the personal relationship with 

the sales consultant is crucial for success. Against this background, it also 

makes sense to strengthen interaction on the website. Chats with the ex- 

perts on the site ensure that open questions are answered quickly. 
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with the customer and creates a feeling of competence in the B2B 

customer. These are all decisive factors for the success of B2B SEO, because 

search engines such as Google or Bing register the increased user 

interaction and evaluate these signals positively, which in turn has a positive 

effect on the search engine positions. 

 

Customer lifetime value in the B2B sector 

The CLV (Customer Lifetime Value) in the B2B environment is significantly 

greater than in the B2C business due to the more intensive and longer 

customer care. For this reason, activities in the area of search engine 

optimisation should also be managed on a long-term basis and a long-term 

strategy for developing relevant search engine positions should be developed. 

 

What does this mean in concrete terms for B2B SEO? 

In essence, B2B SEO differs from B2C SEO only in a few subtleties. The 

methodology regarding OnPage SEO, OffPage SEO and technical SEO remains 

the same in both areas. However, the expectations and information needs of 

the target group differ enormously. In the B2B environment, the competition 

is usually more manageable, so that the main aim is to generate leads and 

win them for one's own website. 

 
However, SEO in the B2B sector also has advantages: Links can be created 

and managed relatively easily via partners, suppliers, trade publications and 

regular press work. 

 

B2B SEO 

Start with SEO for your B2B company and position your company at the top of 

the search engine. Search results in the B2B environment are very sensitive to 

the presentation and content of the website. Information should be well 

structured and easily understandable for your target group. 
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Online shop SEO Advanced: Hot SEO tips for shop 

operators 

Online shops live from organic findability in search engines such as Google 

and Bing. Organic traffic via the search engine ensures regular sales and new 

customers who did not know the online shop before and have the potential to 

become existing customers. 

 

SEO for online shops: Keyword research 

Well, we have to admit: The topic of keyword research is not the most 

current and we are not the first to write about it. Of course, you have 

already heard about the tools Google Keyword Planner and SEO tools like 

Google Keyword Planner. 

XOVI or SISTRIX, but today it's not about the technology, but the methodology 

to find relevant keywords for the online shop and search engine optimisation. 

 
With over 2000 articles, many search terms come into question: 

 
 
• Search terms with a high search volume 

• Transactional search terms (see search intentions) 

• Search terms with article name 

• and...and....and.... 

 
But are these really the right and relevant keywords? We would like to refer 

to the Pareto principle at this point. Sometimes 20% of the cause accounts 

for 80% of the effect. For this reason, you should identify key words (also 

opportunity keywords) for your online shop that are suitable for 

optimisation: 

 
 
• Keywords with high search volume and rankings on the 2nd page 

• Keywords with little competition and good search volume 

• Keywords with strategic relevance 
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In addition to these dimensions, data from Google AdWords can also be 

helpful. Thus, with the help of Google AdWords, you can identify the 

keywords that contributed to a transaction. You can find more on this topic in 

our article: Synergies between SEO and SEA. 

 

Safety First: Onlineshop SEO with HTTPS 

Google loves secure data and HTTPS encrypted websites will be the absolute 

standard in data security on websites in the near future. It is crucial that 

HTTPS encryption is ranking relevant and for this reason alone the topic of 

HTTPS encryption belongs on your todo for your online shop SEO. 

 

Online shop SEO with category pages 

Category pages have high ranking potential. For navigation reasons alone, 

category pages are very strongly linked internally. This means that category 

pages are an important part of the online shop. 

 
Category pages can be used to rank for generic search terms and intercept 

users moving through the internet with navigational or informational 

intentions. The goal of the category page is then to move such a user to a 

transaction. 

 
 

The following SEO aspects should be considered on category pages: 

 
• Integration of the main keyword in the title tag 

• Unique content - Problem solving is important at this point: what 

problem do the articles in the category solve and how can the text turn 

the user into a customer? 

• Individual and appealing meta data for better click rates. Only meaningful 

meta data ensures the decisive click. 

• Internal linking - Category texts are particularly suitable for internal 

linking. Use the category texts to link to article detail pages. 
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Product detail pages: The seller in the shop 

• The product detail pages have the task of selling. Ideally, these pages are 

visible for specific search queries about the article. Against this 

background, it should be ensured that the product detail pages are well 

internally linked. In addition, product detail pages should take the 

following SEO factors into account: 

• The article name should be in the title tag 

• Each article should have unique meta descriptions and encourage clicks. 

This is where special characters like check marks can work wonders 

• The item description should not be copied from the manufacturer, 

otherwise the page will have a problem with duplicate content and 

competitors will use the same texts. 

• The article descriptions also lend themselves to internal linking, for 

example to category pages or blog posts. 

 
Online shop SEO with the blog in the shop 

The blog in the shop can be a visibility booster in the search engines if the 

blog focuses on solving the customer's problem. The online shop blog should 

be on the same domain in the shop's directory so that the shop benefits from 

the blog. With the help of an editorial plan and keyword research, the topics 

that interest the target group are identified. 

Another advantage of a blog in the shop is that the content is more link-worthy 

and is more likely to be linked to by other website operators than other content in 

online shops that has a clear sales intention. In the long term, you will reach more 

users via the search engine through problem-solving and useful content. 

Online shop SEO - special features due to large page structures 

Online shops are huge websites with large directory structures. Our tips will 

bring you a little closer to SEO success. The decisive factor, however, is 

diligence - only online shops with attention to detail and a clear customer 

focus have a chance of dominating the organic search results in the search 

engine in the long term. 
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Relevant and conversion-generating product descriptions  

There is no topic we discuss with customers more often than the topic of 

product descriptions. The questions repeat themselves in a recurring pattern: 

 
1. Are product descriptions worthwhile? 

2. Can I take over the product descriptions from the manufacturer? 

3. How many words minimum does an SEO product description need? 

4. How should product descriptions be structured? 

 
In this chapter we would like to look at product descriptions and show you 

why you should put resources into expanding your own product descriptions. 

Let's go! 

 

Good product descriptions: More than just SEO! 

When the topic of product descriptions is enquired about, the focus of the 

enquiries is actually exclusively on SEO topics. Yet good product descriptions 

have a decisive sales-generating influence: good product descriptions 

generate the necessary trust with the customer and demonstrably contribute 

to a better conversion rate and thus also make traffic purchasing more 

efficient. 

 
In addition, good product descriptions also have an influence on the return 

rate, as the relevant information can be provided for the customer and 

counteract wrong decisions on the part of the customer. 

 
But SEO relevance is also a decisive factor why an online shop operator should 

invest resources in the development of product descriptions. Well-developed 

product descriptions contribute to better findability and are usually listed 

better in search engines. 
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How should good product descriptions be structured? 

We all live in a fast-paced world today. Users have little time left for extensive 

research and need quick decision-making tools. 

Well thought-out product descriptions should take this into account. Relevant 

information should ideally be listed at the beginning of the product description 

with bullet points so that the user can quickly absorb the essential 

information. 

 
The scope of the product description depends on the information required 

about the product. If articles require a lot of explanation, you can use 

somewhat longer product descriptions. As a rule, however, you should 

achieve at least 300 words in order to maintain relevance in search engines. 

It is advisable to search for the product and analyse the corresponding 

results: 

 
• How does the competitor write about the products? 

• What information does the competitor place prominently? 

• How comprehensive is the product description? 

 
You can learn a lot from the competition in the area of product descriptions 

and adapt the lessons for your own descriptions. 

 

Product descriptions as a trader 

As a reseller, you often get product descriptions from the manufacturer of the 

products. Here it is important not to copy and use the existing manufacturer 

texts, but to create your own content in order to avoid duplicate content. For 

this reason, a reseller should attach great importance to SEO-optimised texts 

that can be found on the corresponding topics. 

 

Product descriptions as manufacturer 

As a manufacturer, it is also important to become visible not only via the 

brand terms, but also via generic and descriptive terms. This has the 

decisive advantage that this alignment helps to attract new customers who 

use the search engine to find a corresponding 
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to find suppliers for their products. Generic product descriptions increase the 

chance for manufacturers to increase their visibility for these search queries. 

 

Procedure for expanding the product descriptions 

What approach makes sense when expanding product descriptions? - For 

shops with 10,000 products with almost the same specifications, the topic of 

product descriptions can quickly become very extensive and the right 

approach determines the success of the product descriptions. We have the 

following tips for you from our daily agency work: 

 
1. Start with category texts. These are the highest in the page hierarchy 

and have the most relevance for pages. Here you also have the 

possibility to carry out internal linking. 

2. Then start with the revision of the bestsellers. This is where the effect 

of the optimisation can be seen most quickly. 

3. Subsequently, you should push threshold keywords. Threshold keywords 

are on the second search results page and optimisation here quickly 

ensures better positioning. 

4. Create processes - Processes are crucial for the success of SEO 

measures. If new products are added to the range, the corresponding 

texts should be created promptly. 

 
Product descriptions in online shops 

Well-crafted product descriptions are the gold in online shops. Product 

descriptions should be revised and created at regular intervals so that your 

online shop has the chance to rank for relevant search terms. 

 

Does a website need SEO texts to be found ? 

We want to address this question in this section of the book and show why it 

makes sense to include content for the search engine on your own website. 
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website. In addition, we show what other functions good SEO content in the 

form of SEO texts has. Let's go! 

 

SEO texts not for the search engine 

Actually, we vehemently oppose the term "SEO texts", because in the 

broadest sense there are no SEO texts. The times when content was 

produced exclusively for the search engine are over. However, good SEO 

texts still have the same purpose: they should help you to be found better in 

the search engine and thus increase the relevance of your own search results. 

But how can "SEO texts" help with this objective? 

 

SEO texts: User experience matters! 

Today, content is created exclusively for the user - the set goal: a better user 

experience through relevant content. Every search engine user uses the 

search engine with an intention. This intention should be optimally processed 

and answered on the target page. Search engines such as Google measure 

user interactions based on content and quickly identify, for example, sub-

pages with above-average bounce rates (an indicator of poor response to 

search intent). For this reason, you should always think about the user's 

search intention when creating content in order to be able to create the ideal 

content. 

 

What makes a good SEO text? 

Some factors influence the success of SEO texts - Below we provide you with 

6 tips from our daily SEO practice, which our editors take into account every 

day when creating SEO content and which have proven to be best practice. 

 
SEO Text Tip 1: Be Unique 

Unique texts have a better chance of reaching the top rankings of the search 

engine. When creating content, make sure that you write unique texts with 

the necessary added value. Practical tip: Screen the top 3 search terms for the 

keyword you want to optimise and write the following 
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a more comprehensive text on the topic - then from a content design perspective 

you have taken an important step towards making it into the rankings. 

 
SEO text tip 2: Well-structured content 

Today, no reader has the time to read complete texts: Many users limit 

themselves to reading the SEO text headings and possibly bullet points. For 

this reason, you should also focus on the structuring of the content in every 

text creation. Texts that are easy to read are "scannable" to the quick eye. 

 
SEO Text Tip 3: Headlines 

Headlines and the existing keyword still have a considerable influence on the 

ranking. So use the headings in your SEO texts to cleverly accommodate your 

search terms. However, make sure that no keyword stuffing occurs by 

stringing together the search terms - rather, you should focus on a good and 

comprehensible reading flow. 

 
SEO text tip 4: Search intention-driven SEO text design 

At the beginning of each text, think about the search intention that the 

searcher could be pursuing with his or her search query. You will quickly 

notice that there can be different search intentions for the same keyword. So 

look at the search query from different angles with the aim of identifying all 

search intentions. 

 
SEO text tip 5: Optimise the entire content 

When creating the text, you should think about related texts at an early stage 

- you can use this potential to strengthen the internal linking of the content 

and thus also let the existing content benefit from the good rankings of the 

new text. 

 
SEO Text Tip 6: High information density 

Quantity is not everything: Think about the density of information and present 

the available content as concisely as possible and as long as necessary. 

Experience shows that texts with more than 350 words have enough informa- 
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tions to make it into the rankings. But blanket answers are not enough. 

definitely misplaced at this point and it depends on the individual case. 

 
Conclusion on "Does my website need SEO texts?" 

No - pure SEO texts - according to the old understanding are written 

exclusively for the search engine and have no influence on the user 

experience (UX) and thus no added value for your website project. 

 
Instead, rely on professional content that answers search intentions in an 

optimal way. Then you will be able to participate successfully in the long term 

from your search engine rankings. 

 

Bing Webmaster Tools: The interface from webmas- 

ter to the search engine 

With its approx. 10% market share, Bing is not the focus of every search 

engine optimiser. However, Bing also offers versatile optimisation possibilities 

and can help websites to profit from organic traffic. 

 
Similar to the Google Search Console (GSC) at Google, the Bing Webmaster 

Tools have the task of exchanging information between the webmaster and 

the search engine. In addition, the Bing Webmaster Tools can do a little 

more. 

 

Bing Webmaster Tools vs. Google Search Console 

First of all, we would like to distinguish the functions of Bing Webmaster Tools 

from those of the Google Search Console. Bing also offers possibilities to 

monitor the indexing status and to control the crawling, as well as to support 

the webmaster in troubleshooting. 

 
A popular Bing webmaster function is the "Inbound Links Tool", which 

supports the search engine optimiser in monitoring and evaluating incoming 

external links. Bing provides a more comprehensive list than the backlink list 

from the Google Search Console. 
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Another feature is the Keyword Research Tool. Here, SEO organisational 

volumes can receive data from Bing in order to make valid decisions in the 

alignment of their own website. This data supports keyword research in 

particular, for example to identify relevant keywords for which the website 

should be optimised in the next step. 

 

Functions of the Bing Webmaster Tools 

We will continue by listing individual functions of the Bing Webmaster Tools 

to give you an idea of the range of functions. The Bing Webmaster Tools are 

very extensive and offer a wide range of possibilities for use. 

 
Sitemap: 

Similar to the GSC, the Bing Webmaster Tools also have an option to store an 

XML sitemap, which should help the search engine to index the website 

content better. 

Submit URLs: 

Bing also offers the possibility of sending links directly to the index via Bing 

Webmaster Tools in order to appear in the search results as quickly as possible. 

 
Crawling control: 

With Bing, too, the control of the search engine bot is decisive for the success 

of the indexing. In the crawl control, for example, you can determine how fast 

the page should be crawled. In addition, the times of day at which the 

crawling should take place can also be determined. This is an important 

function for monitoring and controlling the activities of the search engine bot. 

 
Block URLs: 

If individual URLs are not to be included in the index, this can also be controlled 

via the Bing Webmaster Tools. Here, SEOs have the option of storing links that are 

not to be indexed. In this way, the control via robots.txt can be bypassed. 
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Devalue links: 

Similar to the Google Disavow Tool, the Bing Webmaster Tools also offer the 

possibility to disavow links. This applies in particular to links that do more harm 

than good for the website. 

 
HREF Lang Alternative: 

The Bing Webmaster Tools offer the possibility of directly targeting 

geographical destinations. This means that you do not necessarily need the 

HREF attributes for internationalisation, but can store target markets directly 

in the interface of the Bing Web Master Tools. 

 

Hurdles in dealing with Bing Webmaster Tools 

Since the Bing Webmaster Tools are very much geared towards the English 

language, there is a lack of German-language translations, especially in the 

documentation or also in the help area. The language can quickly become a 

hurdle for some users and contribute to the fact that the full potential of the 

Bing Webmaster Tools cannot be unfolded. 

 
Unfortunately, the German market does not play a decisive role when 

considering the size of the search volume, but data from Bing can definitely 

provide information about the search engine market. 

 

Importance of Bing Webmaster Tools for SEO 

Bing Webmaster Tools are an important interface between the webmaster and 

the search engine. They can help to better interpret the indexing level and 

more quickly identify blocked resources, which at the end of the day lead to 

better rankings and also increase the quantity of rankings in the Bing search 

engine. 

 
For this reason, the Bing Webmaster Tools belong in every search engine 

optimiser's well-stocked toolbox. 
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Conclusion about the Bing Webmaster Tools 

The Bing Webmaster Tools are a powerful tool for search engine optimisation, 

which help to increase the performance in the area of SEO. 

 
PRACTICE TIP: 10 red-hot SEO tips with the Screaming 

Frog 

The Screaming Frog is an SEO tool that allows search engine optimisers to 

crawl their own subpages of the website and thus obtain the essential 

information for OnPage optimisation on their website. The Screaming Frog is 

available in a free (up to 500 crawled URLs) and a paid version. 

 
In our SEO agency, the Screaming Frog is used on a daily basis and we have 

compiled valuable tips for you from our practice in dealing with the Screaming 

Frog, which can help you to achieve better search engine results through the 

targeted use of the Screaming Frog. 

 

OnPage SEO with the Screaming Frog 

In our everyday SEO agency work, the Screaming Frog is used especially in 

the area of OnPage optimisation. By crawling the sub-sections, SEOs receive 

important information, for example, on missing meta descriptions or duplicate 

H1 headings, which help to sustainably improve the website hygiene from an 

SEO perspective. 

 

For large websites or online shops, it is advisable to use the paid version of 

Screaming Frog, as here an unlimited number of URLs (instead of 500) can be 

crawled and SEOs receive significantly more information. 

 

SEO Tips for the Screaming Frog 

Due to its comprehensive crawling, the Screaming Frog is a very effective and 

comprehensive SEO tool for search engine optimisation. For even more 

effective use, we have listed some tips for the optimised use of the Screaming 

Frog for targeted SEO optimisation. 
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Screaming Frog SEO Tip No.1: Connect Google Analytics and Google Search 

Console 

Data, data, data - are also crucial for search engine optimisation. With 

Screaming Frog (in the paid version), you have the option of connecting 

Google Analytics and the Google Search Console via API and thus obtaining 

even more data on the topic of search efficiency and conversions. For 

example, you can quickly identify websites that rank high but have poor CTR 

(click through rates). In addition, the meta data can be seen immediately and 

optimisation potential can be quickly identified. 

 
Screaming Frog SEO Tip No.2: Limit crawl speed 

The Screaming Frog and its crawl process mean load for the server, which 

can sometimes lead to a crash of the page. For this reason, you should 

announce the crawl to the webmaster or limit the speed. Settings are possible 

under CONFIGURATION / SPIDER / LIMITS. 

 
Screaming Frog SEO Tip No.3: Create URL List 

With fast-growing websites with fresh content all the time, it is easy to lose 

track of everything. For this reason, it makes sense to make a list of your own 

website from time to time. Here, for example, you can quickly recognise 

"strange" URL structures that may have been created by a plug-in or another 

extension. In the worst case, this can lead to thin or duplicate content. You 

can find this out with the Screaming Frog. 

 
Screaming Frog SEO Tip No.4: 404 Error Pages 

404 HTTP status codes are not only annoying for the user, but also waste 

valuable crawl budget. Under BULK EXPORT > RESPONSE CODES > CLIENT 

ERROR (4XX) INLINKS, for example, all 404 error pages of the instance can 

be exported and then eliminated via a 301 redirect table. 

 
Screaming Frog SEO Tip No.5: Forwarding chains 

It is not uncommon for an internal link to link to a URL that has been 

redirected via 301 redirect. This procedure quickly leads to a confusing page 

with numerous redirects, which also impedes the 
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the existing crawl budget of the search engine bot. Under REPORTS 

> REDIRECT CHAINS, a report can be created on the existing forwarding 

chains. This report can then be used as a basis for optimisation and 

elimination of the redirects. 

 
Screaming Frog SEO Tip No.6: Canonical Tags 

Canonical URLs or canonicals refer to the "original content" of a website and 

are intended to avoid duplicate content. However, the use of the canonical 

tag quickly leads to problems in indexing control and crawler control. Here, 

too, Screaming Frog can provide a remedy. 

 

In the overview, the "DIRECTIVES" for robot control can be easily filtered and 

the lists filtered accordingly. These can then be used for further processing. 

 

In addition to the canonical URLs, you will also receive an overview of the 

pages that were excluded from indexing by the search engine bot via the 

noindex command. This is valuable information for resolving blocked 

resources. 

 

Screaming Frog SEO Tip No.7: Snippets 

The meta data is crucial for the click-through rate. Each subpage of the 

domain should have its own meta data, which is adapted to the content of the 

respective page. With the Screaming Frog you have the possibility to read 

existing snippets of your page and to optimise them. 

 
Screaming Frog SEO Tip No.8: Information Architecture (IA) 

The site structure is crucial for the control of the search engine bots and the 

optimal use of the crawl budgets. With the Screaming Frog, it is possible to 

read out the website structure and identify subpages that are difficult for the 

search engine bot to reach due to weak internal linking. 

 
Screaming Frog SEO Tip No.9: Thin Content 

Content is king - and it is all the more important that important pages have the 
corresponding content. 

The topic in question must be dealt with comprehensively. When identifying pages 
with 
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The Screaming Frog can help you if you have too little content. In the 

overview under INTERNAL > HTML you can export the data and sort it in 

EXCEL or other spreadsheet programmes according to "Word Count" and 

identify the pages that clearly have too little content. 

 
Screaming Frog SEO Tip No.10: Image SEO 

Image SEO and traffic via image search is not to be neglected and the 

Screaming Frog can also help out here: For optimised images, the so-called 

alt tag is essential. This helps the search engine to understand the relevance 

of an image. At this point, it is important that all images have alt tags. A list 

of missing alt descriptions can be downloaded with the Screaming Frog under 

BULK EXPORT > IMAGES MISSING ALT TEXT and optimised accordingly. 

 

Conclusion on the Screaming Frog and search engine optimisation 

The Screaming Frog is a versatile and effective SEO tool with many 

application possibilities. The simple software structure makes it difficult, 

especially for beginners, to work with the tool in a targeted manner. However, 

with sufficient know-how, the tool can bring decisive added value and belongs 

in the well-stocked toolbox of every SEO. In combination with software such 

as XOVI or SISTRIX, the screaming frog unfolds its entire SEO power. 

 

Shopify SEO: Search 

Engine Optimisation 

with Shopify 

Shopify as an eCommerce software is becoming increasingly popular in 

German-speaking countries. The cloud ERP software allows online retailers to 

sell their goods online quickly and easily. Shopify can meet the requirements 

of small online shops and enterprise solutions. 

 

But this chapter is not primarily about Shopify, but rather about the topic: 
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How do I make my Shopify online shop more visible in the search engine and 

how do I get Google to love the Shopify online shop? - No easy questions - 

but we can help: Let's go! 

 

Shopify SEO: The Basics 

In essence, the process of search engine optimisation is independent of the 

choice of system: The SEO strategy determines the success of the SEO 

measures and has a considerable influence on the result. Of course, you can 

deal with individual measures from the areas of OnPage, OffPage and 

technical SEO, but the overall construct of the Shopify online shop will not 

really help. It is much more about understanding the competition and 

recognising gaps in the rankings that help the website to grow. 

 
Thus, the Shopify SEO strategy is one of the decisive factors on the way to a 

well-optimised website. Individual measures are decisive for operational and 

tactical SEO, but only bring real success if the strategic direction of travel has 

been chosen sensibly. 

 

Shopify SEO tips from practice 

Nevertheless, in this book we want to give you some initial SEO tips to help 

you make your Shopify shop fit for the search engines and provide website 

hygiene. 

 

Shopify SEO through SSL encryption 

Data security will always remain an important factor and so the search engine 

giant Google includes SSL encryption in the weighting of the ranking award. 

From summer 2018, it is recommended to encrypt every website that has a 

chance of being listed in the search engine with an SSL certificate in order to 

benefit from the search engine rankings in the long term. 

Shopify SEO: GSC & Bing Webmaster Tools 

The Google Search Console or the Bing Webmaster Tools are the decisive interface 

between webmaster and search engine. From this 
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This is why it is of elementary importance to register the Shopify shop early. 

 

In the GSC, for example, you can track the indexation status of your website 

and take action to make indexation even more efficient. The Bing Webmaster 

Tool also provides recommendations regarding OnPage SEO factors and HTML 

improvements that have a lasting effect on search engine visibility. 

 

Shopify SEO: The sitemap 

The Sitemap.xml as an overview document helps the search engine to better 

understand the information architecture of a page and to index new content 

at an early stage. The sitemap can be created in the Shopify backend and is 

submitted to the search engine via the Google Search Console (GSC) or the 

Bing Webmaster Tools. 

 
Google or Bing can use the submitted sitemap.xml for indexing. A sitemap 

does not necessarily have to be set up, but it helps with indexing control and 

especially with online shops that have a high volume of articles. 

 

Shopify SEO: Loading times 

Loading times are blatantly important for the search engine, but even more 

important for the user. Nothing is more annoying than slow-loading 

resources. Against this background, it is recommended to test your own 

Shopify shop with Google PageSpeed Insights. Here you will receive 

immediate recommendations for optimising website speed. 

 
Experience has shown that images in particular slow down shops. Against this 

background, we recommend the tool Tiny PNG with which you can compress 

image files without loss of quality. 

 

Shopify SEO with Meta Information 

Meta information is your thumbnail in the search engine. Here you have the 

possibility to animate the customer to click with 70 characters in the page 

title and 160 characters in the meta description. The meta description should 
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The meta information must be structured according to the AIDA principle and 

contain the keyword to be optimised. With Shopify, you can assign meta 

information at category and item level. The use of special characters based on 

the free tool Saney Meta Data can demonstrably improve the click rate of the 

meta descriptions. 

 

Shopify SEO CONTENT 

Content is King. Okay - we can't hear it ourselves any more, but it's true: 

Content is a decisive factor for ranking. The content should not only be 

relevant, but also sensibly structured with headings so that search engines 

like Google can easily recognise the focus of the text. In particular, provide 

category and article pages with sufficient content to get this page into the 

search engine rankings and benefit from more sales in your Shopify shop. 

 

Shopify Images SEO 

Today, images are a weighty SEO ranking factor - in addition, they bring 

further traffic to your Shopify shop via Google Image Search and Universal 

Search. What do you have to do for this? - Optimise not only the presentation 

of the products, but also assign meaningful document descriptions and above 

all use alt attributes to give the images more meaning. In this way, you will 

receive demonstrable and, above all, sustainable traffic via the Google Image 

Search. 

 

Shopify SEO with talking URL's 

Native URLs are cryptic - and difficult for search engines to recognise. Make 

sure your Shopify shop has so-called speaking URLs that should contain your 

focus keyword. 

 

Shopify SEO with Backlinks 

Backlinks are SEO's gold - but quality > quantity. When building links, make 

sure that you especially build links from pages that are relevant to the topic. 

This not only brings immediate traffic, but also ensures more trust with the 

search engines, which is usually reflected in good search engine positions. 
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Shopify SEO through internal linking 

Internal linking in a Shopify shop is particularly about controlling the search 

engine crawler and the optimal use of the crawl budget with the aim of 

leading the search engine bot to relevant pages of the Shopify shop. 

 

Conclusion on search engine optimisation with Shopify 

More process than project: Professional search engine optimisation is an 

ongoing process. More than 200 factors sometimes have more and 

sometimes less influence on the search engine. The interaction of SEO 

strategy, OnPage SEO, OffPage SEO and technical conditions make up the 

success of search engine optimisation at the end of the day. 

 
 

 

Search engine optimisation 

(SEO) with OXID Online shops 

OXID is a popular online shop software for the targeted sale of products on 

the internet. But the most beautiful online shop does not bring sales if it is 

not found. 

 

Search Engine Optimisation (SEO): The basics 

Professional search engine optimisation consists of 3 elements: OnPage SEO, 

OffPage SEO and technical SEO. In the 3 optimisation fields, online shop 

operators can make adjustments to make the page more indexable for search 

engines such as Google. 

 
In the area of OnPage optimisation, it is largely about the content of your 

OXID shop and the corresponding structuring of the content. Here, search 

engine optimisers deal with H1 headings, meta descriptions and the internal 

linking of content. 
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In the area of off-page optimisation of an OXID shop, the main focus is on 

external signals in the form of backlinks from external and topic-relevant 

pages. Backlinks serve as a kind of trust signal for the search engine. 

 
The third SEO optimisation field is about technology: search engines like 

Google love fast and accessible websites. Technical SEO is particularly 

concerned with loading times as a blatant optimisation factor and, above all, 

the indexability of the page. 

 

OXID SEO: The basics 

In order to have your own OXID shop rank in Google, you should work on all 3 

optimisation areas. The OXID shop does not provide many functions in the area of 

SEO, so that some functions must be added with additional ex- tensions. 

 
For OXID online shops, there are modules for image SEO or the shortening of 

speaking domains that can be used to optimise the website. 

 
But where do you start? - As a rule, you start by registering the OXID shop 

with the Google Search Console in order to create the Sitemap.xml (overview 

file). 

of the pages to be indexed). The Google Search Console forms something like 

a communication interface between web master and search engine. Here 

webmasters receive important information about the current indexing status 

and possible problems with indexing. 

 

OXID SEO: The meta data 

Meta data is the figurehead in the search engine and has a significant 

influence on the click rate and thus on the traffic. Each category and article 

page should have its own description. In addition to the keyword to be 

optimised, a clear call-to-action (CTA) should encourage the customer to 

interact. 
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OXID SEO: From content and headlines 

H1 headings may only appear once on each sub-page - however, it is often 

the case that they are used several times, which can lead to 

misinterpretations by the search engine. In any case, make sure that H1 

headings are simple and provide the search engine with sufficient and helpful 

content so that your subpages can be indexed better. 

 

OXID SEO: Robots.txt & Sitemap.xml 

The Robots.txt is where the search engine is controlled. Resources that are 

actually suitable for indexing are often blocked here. Check the Robots.txt to 

see whether ideally only content that does not belong in the search engine 

index is blocked here. The sitemap is an overview file of the pages to be 

indexed, which can be transferred to the search engine in xml format. Take 

particular care with the sitemap that only web pages are transferred that 

should also make it into the search engine index. 

 

OXID SEO: Nothing works without SEO strategy 

The SEO strategy is also crucial for OXID shops. It is not enough to 

ensure your own website hygiene, but it is much more about positioning 

yourself in the competition. At this point, you should think about your most 

important keywords and push them accordingly, but only under the premise 

that there is a realistic chance of ranking by means of optimisation. With the 

SEO strategy, you set the direction of travel and the later success of the SEO 

measures is decided at an early stage. 

 

Conclusion on OXID SEO 

OXID is a shop system with its very own requirements, which are partly 

fulfilled and covered by extensions. For targeted optimisation, all 3 areas of 

search engine optimisation should be taken into account and a sustainable 

SEO strategy for the OXID shop set up. 
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Magento SEO - 

Successful online shops 

in the search engine 
 

Magento is becoming increasingly popular as a shop software. The open 

source eCommerce solution has been in use since 2008 and enables many 

online retailers to sell their goods digitally via their own online shop. The 

native setting of the Magento software does not comply with the legal 

requirements of the German market. For this reason, the Magento shop must 

be adapted to the requirements of the German market by means of 

extensions. 

 

Magento and search engine optimisation 

If you start from the standard installation of Magento, there is a lot of work 

waiting for the professional search engine optimiser, because unfortunately 

the standard settings are not quite optimal: For example, the Magento 

instance does not have a search engine-friendly URL structure and sets 

native H1 headings for the Magento logo. Not quite optimal settings to make 

it into the search engine index. However, with a little Magento expertise, this 

can be remedied quickly. 

 
In addition to the technical factors that affect the areas of technical search 

engine optimisation and OnPage SEO, the SEO strategy is of course also of 

decisive importance in order to achieve sustainable search engine positions. 

This is because your own Magento shop is in competition with other providers 

who offer a similar range of products and want to sell their goods. 

 
The competitive situation ensures that entrepreneurs not only have to provide 

web page hygiene, but also have to think about which topics they want to be 

visible for at which point in the customer journey. Thus, regardless of the 

shop system, the SEO strategy is the most important adjusting screw in the 

goal of achieving good search engine rankings. 
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Magento SEO: The most common sources of error 

From numerous SEO projects with Magento shops, we have documented the 

most common mistakes and compiled them here - with the aim of saving you 

and your Magento shop from SEO mistakes and showing you which pitfalls 

await the operator of a Magento online shop in the context of professional 

search engine optimisation. 

 
Magento SEO Mistake No. 1: Search Engine Friendly URL'S 

Probably the best-known mistake is cryptic directories that are generated by 

Magento itself and are not optimal for reading by the search engine. Place the 

keyword to be optimised in your Magento shop much earlier in the URL 

structure, so that search engines such as Google can recognise the 

corresponding relevance at an early stage. This setting is quickly made in the 

Magento backend and has a great impact on the SEO result. 

 
Magento SEO mistake no. 2: www. And without www. 

An equally common error is the www. and without www. presentation of your 

Magento shop. In this situation, your Magento online shop can be accessed 

under both www. and without www., which is a problem in terms of duplicate 

content. This error can be avoided by redirecting the unwanted variant with a 

301 http status code in the HTACCESS file of the Magento shop. Even with 

this adjustment, a difficult 

This eliminates a major error that can have a significant impact on search engine 

rankings. 

 
Magento SEO Error No. 3: H1 Headings 

We have also observed a serious error in the area of headlines in the standard 

Magento installation: In this case, the Magento logo was automatically 

provided with an H1 heading. However, this should only occur once per 

subpage and contain the keyword to be optimised. This template modification 

makes it difficult for search engine optimisers to set a suitable H1 heading 

that is relevant to search engines. 

http://www/
http://www/
http://www/
http://www/
http://www/
http://www/
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For this reason, we recommend checking the Magento template in any case, 

because in addition to the problem with the headings, Magento templates 

often have long loading times because JavaScript and CSS files cannot be 

loaded optimally. At this point, a quick look at the free Google PageSpeed 

Insights Tool helps to get first recommendations for optimisation. 

 
Magento SEO Error No. 4: Page Title & Meta Data 

Just as often, we observe Magento shops that leave the potential of page 

titles and meta data unused and thus do not optimise their search results for 

clicks. 

 
The keyword to be optimised can be placed in the meta description and the 

conspicuousness of the description can be optimised with special characters. 

This potential should not be left unused, as this indirect ranking factor has a 

direct influence on the traffic of the page. 

 
Magento SEO Error No. 5: Sitemap.xml 

The sitemap shows the search engine which pages should be included in 

the index of the search engine and informs the search engine about the 

latest changes. 

in the information architecture (IA) of the page. The sitemap thus helps with the 

indexation of content and can accelerate the indexation process of the search 

engine in the long term. 

 
A common SEO mistake with Magento shops is the submission of test articles 

and other pages with the sitemap that should not actually be in the search 

engine index. This leads to a waste of crawl budget and Google indexes pages 

that are irrelevant before the pages that should actually be indexed. Adjusting 

the sitemap.xml and controlling the sitemap via the article layout can help to 

use the sitemap.xml more efficiently. 

 
Magento SEO mistake no. 6: Too many SEO extensions 

 
Extensions expand the range of functions of Magento online shops and help, 

for example, to set Canonical tags better or to optimise the Robots.txt. 

However, the same applies here: Less is more. The Magento extensions 

quickly take up a lot of resources and make the shop slower. 
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and then exactly the opposite of the actual goal is achieved: slow shops make 

for dissatisfied users and dissatisfied users make for poorer ranking positions 

in the search engine. 

 
Magento SEO Error No. 7: Missing Content 

 
Content is King. Yes, I know - you come across this statement everywhere 

and there is a lot of truth in it. In many shops we discover pages with little to 

no content and thus little relevance for the search engines. Focus on the 

development of content that is not only written for the search engine (SEO 

texts), but also emotionalises your users. In addition to the increased visibility 

of your online shop, this also has an impact on the conversion rate. 

 

Conclusion on Magento SEO 

Magento is a popular eCommerce online shop software. And not without 

reason - the first successes can be achieved quickly with the Magento shop 

and sales can be accelerated. With our SEO tips, you can start optimising your 

Magento shop. 
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Professional SEO for 

Plentymarkets online shops 
 

There are many success factors for online shops. One of the most important is 

the visibility in search engines and thus the share of unpaid traffic that 

reaches the online shop through good search engine rankings. Organic search 

engine traffic ensures the profitability of online shops and is a decisive factor 

for the success of online shops in a volatile competitive environment. 

 

Plentymarkets SEO: The objective 

One of the biggest sources of error in the area of Plentymarkets SEO is the 

target setting. If the goals are set incorrectly, even the best optimisation in 

the area of search engine optimisation will not be successful, as it will miss 

the actual goal. 

 
First and foremost, shop operators should ask themselves the question: 

What do I want to achieve? How can SEO support me in achieving this 

goal? 

 
In the area of e-commerce, one overriding and economic goal is the turnover 

achieved. Online shops need turnover to finance growth, expand the product 

range and acquire new customers. It is therefore all the more important to 

generate sustainable and profitable sales via the online channels. 

 
Above all, SEO traffic can be decisive for success. In addition to search engine 

optimisation, there are also other channels such as SEA (AdWords & Bing 

Ads), PSM or affiliate marketing that can generate rapid sales growth in the 

short term. So why should you do SEO for your Plentymarkets shop? 
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Advantages of Plentymarkets SEO 

- long-term optimisation of the ROI: 

PPC advertising such as Google AdWords can bring short-term success, but 

these channels are always associated with variable costs: The click price. 

Even when scaling, the associated variable costs increase due to the click 

prices. 

 
- Synergies: 

In order to be able to rank in the SEO area, one must inevitably deal with 

the quality of one's own websites / landing pages. This increases the overall 

performance in the long term, as the landing pages in the SEA area also 

benefit from the optimisation considerations. 

 
- Competition: 

For each keyword, the ranking position 1 only exists once. If you occupy this 

position, you have a competitive advantage that the competition cannot 

catch up with or buy. Thus, efforts in the area of search engine optimisation 

are also decisive for overall success in the market from a strategic point of 

view. 

 

Plentymarkets SEO: The planning horizon 

The advantages of SEO for Plentymarkets shops speak for themselves, but the 

optimisation of the pages is not free, as it seems. For the optimisations in the 

areas of technology, OnPage and OffPage, resources such as manpower and 

money are necessary in order to be able to compete for the top rankings. 

 
The results of targeted search engine optimisation are not immediately 

apparent, but usually only become apparent after 6-12 months of 

optimisation. Isolated tendencies may become apparent earlier, but the overall 

picture of the optimisation can be seen relatively late and SEO is to be viewed 

in the long term. This makes it all the more important to have an SEO process 

and to measure the successes at regular intervals and make the progress 

visible. 
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Plentymarkets SEO: The optimisation process 

Search engine optimisation for Plentymarkets shops can be divided into three 

areas: 

 
• OnPage SEO 

• OffPage SEO 

• Technical optimisation 

 
OnPage optimisation is concerned with the optimised presentation of, for 

example, meta description and meta title, the correct structuring of content, 

internal linking, keyword density and the content itself. Whereas the OffPage 

area targets links from external third party sites. 

 
The regular creation of topic-relevant links leads to the search engines developing 

trust in the website and rewarding this with better ranking positions. The third 

area of optimisation is technical optimisation: 

 
Here, Plentymarkets SEO offers levers such as load time optimisation, 

adjustment of the sitemap, control of the robots.txt, crawlability and the 

accessibility of the page. 

 
All these measures can be divided into project and process work: 

 
• Optimisation field 

• Project work 

• Process work 

• OnPage SEO 

• Keyword research 

• Onpage Check 

• Google Search Console Setup 

• Google Analytics Set Up 

• Meta data 

• Internal links 
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• Content 

• Report 

• Keyword research 

• OffPage SEO 

• Link Audit 

• Link Buidling 

• Link Detox 

• Link management 

• technical SEO 

• PageSpeed (Server) 

• robots.txt 

• sitemap facility 

• PageSpeed (OnSite) 

• Robust control 

 
The optimisation fields can be taken into account and adapted accordingly in the 

SEO strategy for the Plentymarkets shop. 

 
The following KPIs are suitable for measuring the success of SEO activities in the 

eCommerce sector: 

 
- SEO turnover 

- SEO Traffic 

- Visibility index (based on search volume, position & competition) 

- Rising Keywords 

- Relegated keywords 

- Opportunities Keywords 

- Domain Value (aggregated value: What would I have to pay for 

visibility in AdWords?) 

 
On the basis of these KPI's, an evaluation of the 

developments are taking place and countermeasures are being taken accordingly. 
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Plentymarkets SEO: First tips 

As a shop system, Plentymarkets already takes some measures into account, 

especially in the area of technical SEO. At this point, we would like to give you 

some initial optimisation tips for your Plentymarkets SEO: 

 
Plentymarkets SEO Tip 1: Longtail Optimisation 

The most common mistake is insufficient optimisation of the articles in the 

Plenty- markets Shop. Articles do not have their own article description, but 

build on that of the manufacturer. Use the potential of article detail pages to 

optimise them for generic long-tail search queries. 

 
Likewise, feature pages (through feature filters) are suitable for long-tail 

optimisation. For this purpose, each article description should have its own 

individual description or ideally link to the manufacturer's article page via a 

canonical tag. 

 
Plentymarkets SEO Tip 2: Talking URL's 

With Plentymarkets SEO, look for URLs that contain the keyword to be 

optimised. Often, the generic URLs of the Plentymarkets system are not 

helpful for your Plentymarkets SEO. Therefore, take into account the speaking 

URLs of your Plentymarkets shop so that the search engine can identify the 

semantic connection of the subpage with the keyword and include the area in 

the search engine results. 

 
Plentymarkets SEO Tip 3: Meta data 

Each page of your Plentymarkets online shop should have its own meta data. 

The start page, category pages, feature pages or item pages should all have 

individually adapted meta data. Meta data for Plentymarkets online shops 

should preferably communicate the unique selling propositions of the products 

and invite clicks. The aim is to improve the click-through rate (CTR). You can 

use the export/import function and Microsoft Excel to process large amounts 

of data. 
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Plentymarkets SEO Tip 4: Duplicate Content 

Google and above all your users do not like duplicate content. As part of your 

Plentymarkets SEO, you should avoid duplicate content as much as possible. 

Through the targeted use of canonical tags, you can refer to original content. 

Ideally, you have unique content for each relevant page with added value for 

the user. 

 

Only sub-pages with their own thematic focus have the possibility to rank in 

the search engine for relevant content. For this reason, the online shop 

should be checked for duplicate content and optimised to avoid duplicate 

content. Furthermore, if resources are available, own product descriptions can 

be written and published. 

 

Plentymarkets SEO Tip 5: Loading times 

The loading times of your Plentymarkets shop can be quickly checked with 

Google's Page Speed Insights. From this, initial recommendations for action 

can be derived. Fast loading times not only ensure fewer bounces, but also 

better performance in the search engine positions. We would be happy to 

support you in implementing Google's loading time tips. 

 

SEO Tools for Plentymarkets SEO 

Nothing works without the appropriate SEO tool for measuring and optimising 

the OnPage factors. Especially in the field of search engine optimisation, the 

tools are crucial for the success of the optimisation. For this reason, we have 

compiled the most relevant SEO tools for your Plentymarkets SEO, which you 

can use for target-oriented optimisation: 

 
1. Google Search Console 

The Google Search Console is the interface between the webmaster and the 

search engine. Any error messages are displayed here. You can also submit 

your own sitemap here and monitor the indexation status. 

 
In addition, the Google Search Console gives you an insight into potential OnPage 

error sources that can be used as a basis for optimisation. 
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The Google Search Console is therefore the must-have SEO tool for target-oriented 

Plentymarkets SEO Optimisation. 

 
2. The AdWords Keyword Planner 

Another free tool from Google: 

The AdWords Keyword Planner. With the AdWords Keyword Planner you can 

identify the potential keywords for your business. The AdWords Keyword 

Planner can support you in researching relevant search terms. In the area of 

keyword research, the AdWords Keyword Planner is the ideal tool for 

identifying search terms with potential for optimisation. 

 
3. Google Analytics 

Google Analytics is the analysis tool for web success and should be the 

control centre for your online marketing activities. Here you can measure the 

Plen- tymarkets sales and assign them to the individual online marketing 

activities and thus assess the performance. Google Analytics is thus the 

starting point for data-based decisions and can be used to improve 

performance. 

based evaluation of the different online marketing channels. Thus, Google 

Analytics is the linchpin for optimisation in online marketing in general. 

 

Plentymarkets SEO Checklist 

For the start of your SEO optimisations in the area of Plentymarkets, we have 

compiled an initial list of starting points to make your Plenty markets shop fit 

for the search engine. 

 
1. Keyword research 

The relevant keywords are crucial for success. Use SEO tools such as the 

AdWords Keyword Planner to find keywords for your Plentymar- kets 

product range. In addition to search volume, you should also take a look at 

the competition. If eBay or Amazon rank for the search term, you have a 

good chance of reaching the relevant range of positions for the keyword 

and receiving traffic via the search term. 
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2. Search intentions 

Think about the intention behind each search query. Only optimally answered 

search intentions have a chance to rank. The answering of search intentions 

on your own web pages is the decisive factor for SEO success. 

 
3. AdWords matching 

Are you using AdWords? Use AdWords to identify keywords that perform well 

from a conversion perspective. These keywords are also suitable for focusing 

in search engine optimisation. 

 
4. Information structure 

Do your customers find their way around the online shop? - Revising the 

information structure can be a decisive advantage and lead to better user 

guidance. 

 
5. Crawlability 

Check the indexing status in the Google Search Console. If pages are not 

accessible to the search engine robot, access should be enabled so that 

Google also has the chance to include the page that is currently blocked 

before indexing. 

 
6. Internal linking 

Are the most important pages strongly linked internally? - A strong internal 

linking ensures a higher internal page relevance and thus the pages have a 

good chance to rank better. In addition, an internal linking strengthens a 

better inheritance of the so-called linkjuice and strengthens the left receiving 

page in the area of visibility in the search engine. 

 
7. Indexation 

The number of indexed pages is crucial for the chance to rank with key 

words. For this reason, the indexation status should be checked. 

If pages have too little content, this status should be checked in the Google 

Search Con- sole and the content in the Plentymarkets online shop adjusted. 
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so that the sub-pages increase in relevance and are included in the Google index. 

 

Conclusion on Plentymarkets SEO 

Professional Plentymarkets SEO is a process and for shop operators there are 

many different positions with different weightings in the area of search engine 

optimisation. It is crucial for the success of the campaigns that one creates a 

sustainable concept for the optimisation of the search engine positions and 

then also implements it. 

 
Only those shop operators who have mastered the keyboard in the individual 

areas have a chance of being placed in the front ad positions of the search 

engines. 

 
 

 

Professional SEO for 

Shopware online shops 

There are many success factors for online shops. One of the most important 

is the visibility in search engines and thus the share of unpaid traffic that 

reaches the online shop through good search engine rankings. 

 

Shopware SEO: The objective 

One of the biggest sources of error in the area of Shopware SEO is the goal 

setting. If the goals are set incorrectly, even the best optimisation in the 

area of search engine optimisation will not be successful, as it will not reach 

the actual goal. 

 
First and foremost, shop operators should ask themselves the question: 

What do I want to achieve? How can SEO support me in achieving this 

goal? 

 
In the field of eCommerce, an overriding goal is turnover. Online 

shops need turnover to finance growth, the range of products 
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and acquire new customers. It doesn't always have to be SEO to generate 

additional sales. There are also other channels such as SEA, PSM or affiliate 

marketing that can generate faster sales growth in the short term. So why 

do SEO for the Shopware shop? 

 

Advantages of Shopware SEO 

- long-term optimisation of ROI: PPC advertising such as Google AdWords can 

bring short-term success, but these channels are always associated with 

variable costs: The click price. Even when scaling, the associated costs 

increase. 

 
- Synergies: In order to be able to rank in the SEO area, one must inevitably 

deal with the quality of one's own websites / landing pages. This increases the 

overall performance in the long term, as the landing pages in the SEA area 

also benefit from the considerations. 

 
- Feed the Funnel: In the field of SEO, you have the opportunity to 

provide the user with helpful content and thus enter into contact with the 

customer very early in the customer journey, even though the customer 

does not currently have any purchase intentions. 

 

Shopware SEO: The planning horizon 

The advantages of SEO for Shopware shops speak for themselves, but the 

optimisation of the pages is not free, as it seems. For the optimisation of the areas 

of technology, OnPage and OffPage, resources such as manpower and money are 

necessary in order to be able to compete for the top rankings. 

 
The results of a targeted search engine optimisation are not immediately 

apparent, but usually only show after 6-12 months of optimisation. Isolated 

tendencies may become apparent earlier. This makes it all the more important 

to have an SEO process and to measure the success at regular intervals. 
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Shopware SEO: The optimisation process 

 
Search engine optimisation for Shopware shops can be divided into three 

areas: OnPage SEO, OffPage SEO and technical optimisation. OnPage 

optimisation is concerned with the optimised presentation of, for example, 

meta description and meta title, the correct structuring of content, internal 

links, keyword density and the content itself. Whereas the OffPage area 

targets links from external third party sites. 

 
The regular creation of topic-relevant links leads to the search engines 

developing trust in the website and rewarding this with better ranking 

positions. The third area of optimisation is technical optimisation: Here, 

Shopware SEO offers options such as optimising loading times, adapting the 

sitemap, controlling the robots.txt, crawlability and the accessibility of the 

page. 

 
All these measures can be divided into project and process work: 

 
• Optimisation field 

• Project work 

• Process work 

• OnPage SEO 

• Keyword research 

• Onpage Check 

• Google Search Console Setup 

• Google Analytics Set Up 

• Meta data 

• Internal links 

• Content 

• Report 

• Keyword research 

• OffPage SEO 

• Link Audit 

• Link Buidling 
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• Link Detox 

• Link management 

• technical SEO 

• PageSpeed (Server) 

• robots.txt 

• sitemap facility 

• PageSpeed (OnSite) 

• Robust control 

 
The optimisation fields can be taken into account and adapted accordingly in the 

SEO strategy for the Shopware shop. 

 
The following KPIs are suitable for measuring the success of SEO activities in the 

eCommerce sector: 

 
• SEO turnover 

• SEO Traffic 

• Visibility index (based on search volume, position & competition) 

• Rising Keywords 

• Relegated keywords 

• Opportunities Keywords 

• Domain Value (aggregated value: What would I have to pay for 

visibility in AdWords?) 

On the basis of these KPI's, an evaluation of the 

developments are taking place and countermeasures are being taken accordingly. 

 
Shopware SEO: First tips 

Shopware as a shop system already takes some measures into account, 

especially in the area of technical SEO. At this point, we would like to give 

you some initial optimisation tips for your Shopware SEO: 
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Shopware SEO Tip 1: Longtail Optimisation 

The most common mistake is inadequate optimisation of the articles in the 

Shop- ware Shop. Articles do not have their own article description, but build 

on that of the manufacturer. Use the potential of article detail pages to 

optimise them for generic long-tail search queries. Feature pages (through 

feature filters) are also suitable for long-tail optimisation. 

 
Shopware SEO Tip 2: Talking URLs 

When doing Shopware SEO, pay attention to URLs that contain the keyword 

to be optimised. Often the generic URLs of the Shopware system are not 

target-guiding for your Shopware SEO. Therefore, consider the speaking URLs 

of your Shopware shop! 

 
Shopware SEO Tip 3: Meta data 

Each page of your Shopware online shop should have its own meta data. The 

start page, category pages, feature pages or article pages should have 

individually adapted meta data. You can use the export/import function and 

Microsoft Excel to process large amounts of data. 

 
Shopware SEO Tip 4: Duplicate Content 

Google does not like duplicate content. As part of your Shopware SEO, you 

should avoid duplicate content as much as possible. Through the targeted use 

of Ca- nonical Tags, you can refer to original content. Ideally, you have unique 

content with added value for the user for each relevant page. 

 
Shopware SEO Tip 5: Loading times 

The loading times of your Shopware shop can be quickly checked with 

Google's PageSpeed Insights. Initial recommendations for action can be 

derived from this. We will be happy to support you in implementing Google's 

loading times tips. 
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SEO Tools for Shopware SEO 

Nothing works without the right tools. In the area of search engine optimisation, 

the tools are also decisive for the success of the optimisation. For this reason, we 

have compiled the most relevant SEO tools for your Shopware SEO: 

 
Google Search Console 

The Google Search Console is the interface between the webmaster and the 

search engine. Any error messages are displayed here. You can also submit 

your own sitemap here and monitor the indexation status. The Google Search 

Console is the mandatory tool for targeted Shopware SEO optimisation. 

 
The AdWords Keyword Planner 

Another free tool from Google: the AdWords Keyword Planner. With the 

AdWords Keyword Planner you can identify the potential key words for your 

company. The AdWords Keyword Planner can support you in researching 

relevant search terms. 

 
Google Analytics 

Google Analytics is the analysis tool for web success and should be the control 

centre for your online marketing activities. Here you can measure the 

Shopware sales and assign them to the individual online marketing activities 

and thus assess the performance. Google Analytics is therefore the starting 

point for data-based decisions. 

 
Shopware SEO Checklist 

For the start of your SEO optimisations in the Shopware area, we have 

compiled an initial list of starting points to make your Shopware shop fit for 

the search engine. 

 
1. Keyword research 

The relevant keywords are crucial for success. Use SEO tools such as the 

AdWords Keyword Planner to find keywords for your product range. In 

addition to the search volume, you should also take a look at the 
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Throw competition. If eBay or Amazon rank for the search term, you have 

good chances. 

 
2. Search intentions 

Think about the intention behind each search query. Only optimally answered 

search intentions have a chance to rank. 

 
3. AdWords matching 

Are you using AdWords? Use AdWords to identify keywords that are 

perform well from a conversion perspective. 

 
4. Information structure 

Do your customers find their way around the online shop? - Revising the 

information structure can be a decisive advantage and lead to better user 

guidance. 

 
5. Crawlability 

Check the indexing status in the Google Search Console. If pages are not 

accessible for the search engine robot, access should be enabled. 

 
6. Internal linking 

The most important pages strongly internally linked? - A strong internal 

linking ensures a higher internal page relevance and thus the pages have a 

good chance to rank better. 

 
7. Indexation 

The number of indexed pages is crucial for the chance to rank with key 

words. For this reason, the indexation status should be checked. If pages 

have too little content, this status should be checked in the Google Search 

Console. 
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Conclusion on Shopware SEO 

Professional Shopware SEO is a process and for shop operators there are 

many different adjusting screws with different weightings in the area of 

search engine optimisation. Only those shop operators who have mastered 

the keyboard in the individual areas have a chance of being placed in the 

front ad positions of the search engines. 

 
 

 

SEO for JTL Shops: You should 

avoid these mistakes  

Now it's here: your own JTL online shop. Category pages have been created 

and the first items are already selling via price search engines and Google 

Shopping ads. Targeted search engine optimisation should now ensure further 

growth and increase the shop's visibility in the long term. 

 

What does the search engine want? 

Before we deal with concrete sources of error for search engine optimisation, 

we should understand what purpose a search engine has and what goals it 

pursues. Let's take a representative look at the industry giant Google: 

Google's business model revolves around its own search engine. Google 

wants to provide the best search result for the needs that the internet user 

communicates to the search engine via keywords. This search result should 

have the greatest possible relevance to the search query. With each search 

query, the search engine user has a specific expectation and the search 

engine tries to fulfil this expectation with the results. This is the only way the 

search engine can get the user to use it again and again. 
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Why is the search engine so important? 

The search engine and search engine optimisation provide traffic that is not 

charged per click. The aim of search engine optimisation (SEO) should be to 

offer the user the best possible solution to his problem. This results in the 

user staying on the website for a long time and transmitting positive signals 

to the search engine in the form of longer dwell times. In this way, SEO not 

only ensures additional traffic on the page, but also contributes to a better 

user experience on your website. The focus of search engine optimisation 

efforts is therefore on people and their interaction with your online shop. You 

should say goodbye to the idea of optimising your online shop for the search 

engine, because you optimise your own shop for the users. 

 

Why should I optimise my online shop for the search engine? 

In addition to price search engines, search engine advertisements or 

affiliate programmes, search engine optimisation is a way to guide new 

users into the shop, who usually already have an intention to buy. The 

advantage of search engine optimisation is that you usually don't have to 

pay for it. 

paid for each visitor (CPC - Cost Per Click). Instead, the number of visitors 

depends on the occupied rankings and the search volume for the respective 

keyword. For this reason, search engine optimisation is a very profitable 

channel in the long term, since the customer is already picked up where he 

starts his search. - As a result, a high willingness to buy meets a precisely 

selected offer. For this reason, search engine optimisation belongs in every 

healthy online marketing portfolio of an online shop. 

 

But be careful...! 

Especially beginners in search engine optimisation make elementary mistakes 

that cause more damage to the shop than providing additional traffic. That's 

why we have worked out the most important mistakes you can make in the 

context of search engine optimisation. 
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Mistake No. 1: Over-optimisation 

Especially at the beginning, the motivation is very high and you would like to 

appear directly in the top rankings for competitive search terms such as "buy 

perfume". For this reason, the keyword is used very often in the descriptive 

texts, headings, in the title tag and also in the meta descriptions. This does not 

necessarily make the content more readable, but the keyword density could 

not be denser. - Over-optimisation does not bring you any advantage. 

 
Better: Write unique content that is not written for the search engine, but for 

the person who is supposed to buy your product. Offer your visitor additional 

information that they don't get from the competition. Your own online shop is 

not optimised for the search engine, but for your website visitors. 

 
Mistake No. 2: The product images 

The Google Image Search can also help you to attract new visitors to your 

website. However, it is often seen in online shops that the item images are 

clearly too small. The article image should be at least 300 pixels on the 

shortest page. Ideally, the images should be even larger for the resolution in 

the web shop, because the quality of the product images plays a decisive role 

in the purchase decision. As far as the size of the image files is concerned, 

you should use compressed image files so that the loading times of the shop 

do not become too long. At this point, we recommend the tool Tiny JPG, 

where you can compress images without loss of quality. 

 
In addition to the image and file size, the alt description of the images is 

decisive, because the search engines cannot yet recognise the images on the 

web page and the alt tag offers us the possibility to store a description of the 

image. 

 
The alt tags can be stored in the WAWI under the article attributes. To do 

this, open the tab "Attributes/Characteristics" under the article. Now add the 

attribute "img_alt_1" under the attribute group JTL-Shop. Then insert the 

description text into the attribute description. This should be short and 

contain the corresponding keyword. 
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It is absolutely tedious, but it can be a decisive competitive advantage: 

Refrain from using manufacturer images and make your own product images. 

The search engines like uniqueness, which you prove with your own product 

images. - Tip: Place the keyword that you use for the alt tags in the 

description texts of the articles. 

 
JTL Tip: Compress your product images and website images with Pho- toshop by 

saving the images under File >> for Web and Devices. Here you can set the 

quality according to your preferences and compress the product images 

accordingly. 

 
If you do not work with Photoshop, you can also compress your product 

images with the service from TinyJPG.com. Here you can upload up to 20 

images, which will be compressed in the web application. 

 
Error no. 3: URL structures 

Now follows a mistake that JTL shop operators do not make so often: the use 

of speaking URLs. With the SEO module, cryptic URL paths are automatically 

converted into meaningful URLs. Here you should pay attention to the 

consistent use of lower case letters, so that no errors occur in the form of 

accidental capitalisation when linking, which the search engine could interpret 

as 2 different pages. Then we would be at error no. 4! 

 
Mistake No. 4: Duplicate Content 

Duplicate content stands for double content and describes the fact when 

identical content can be found under 2 different URLs. This happens above all 

when you include manufacturer article descriptions in your shop, which the 

competition also uses. Duplicate content is poison for good search engine 

rankings. Never copy descriptions from the manufacturer or the competitor. 

Your own description texts not only ensure better rankings, but can also 

provide unique selling points. 

 
Tip: Duplicate content is often unavoidable: Especially when an article 

is offered in different sizes and each size has its own page. Here you should 

link the pages to a parent page using a canonical tag. 
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which the search engine bot should / can index. This way, the search engine 

recognises that the child article is a copy of the parent article and does not 

consider the duplicate texts as duplicate content. 

 
Especially in this area, the question arises: Do I have enough resources to fill 

important articles with good content? 

 
Error no. 5: No or wrong meta data 

Many online shop operators underestimate the power of meta descriptions. 

Meta data form the search engine ads in the organic search and ensure that 

the customer becomes aware of you. Always fill in the meta data of pages 

that are to be included in the index. You should make sure that you list unique 

selling points and essential product features. In addition, the meta description 

should contain a concrete call to action (CTA), which ensures that the surfer 

clicks on your ad. Start optimising the meta data now! 

 
JTL tip: You can control the meta data via the merchandise management 

system at article and category level. To do this, go to "Description" in the 

article and select the Metadata tab in the next step. Here you now have the 

input fields for the title tag, meta keywords and also for the meta description. 

The preparation of a CSV with the necessary data is particularly suitable for 

processing many articles. The meta data can then be conveniently imported 

into the merchandise management system using the ant. 

 
But meta data can not only be entered for article and category pages. Meta 

data can also be stored for the CMS pages in the shop frontend, such as the 

start page. To do this, scroll to the bottom of the CMS page. There you will 

find the fields Meta Title, Meta Key words and Meta Description. 

 
Error no. 6: No or wrong internal linking 

Good navigation and well thought-out internal linking not only ensures that 

your users find the items they are looking for more easily in the online shop, 

but internal linking also increases interaction with your site and has a direct 

influence on the user behaviour of your traffic. The linking 
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The anchor text should be as simple as possible to ensure easy navigation. 

Link from created texts and place the links relatively far at the beginning. You 

should avoid enumerative links. Instead, make sure that the link is related to 

the text. With internal linking, ensure that the user can reach a large part of 

all important pages via internal linking. 

 
Error no. 7: Missing content 

The most common mistake we observe among online shop operators is 

missing content: Article data is entered sparingly and only the most necessary 

data is stored. The product description is sparse and offers no difference to 

the competition: Why should the search engine choose you? 

- Show your users that you love and understand your products. Poor content is 

just as harmful as missing content. Plan enough capacity to write really convincing 

item descriptions. Then your shop and also the assortment will be relevant. Goal 

achieved. 

 

Conclusion: Search engine optimisation is profitable, but not 
without costs. 

Provide your own online shop with the capacity to differentiate itself from the 

competition. Only then will you be able to sell successfully online. If you 

invest in the presentation of your product range, you will be successful in the 

long term and open up another channel for traffic with organic search. 
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Disclaimer 

The content of this online marketing compendium has been checked by us 
with the greatest care and prepared for you in the best possible way. Despite 
our efforts, we cannot guarantee or warrant the completeness, accuracy and 
timeliness of the contents of this book. 

 

The contents of this book represent the personal experiences and opinions of 
the authors and serve the purpose of entertainment. No legal responsibility or 
liability is assumed by SaphirSolution for damages caused by the incorrect 
implementation of the tips given or errors in practice by the reader. We also do 
not guarantee the success of the presented working methods. SaphirSolution 
therefore accepts no responsibility for the non-achievement of the objectives 
described in this book. 

 

The Onlineshop SEO Performance book contains links to third-party websites. 
SaphirSolution has no influence on the content of these websites. Therefore, 
we cannot assume any liability for the content of these websites. At the time 
of linking, the websites were checked by and for possible legal violations. At 
the time of linking, we were unable to identify any illegal content. However, 
the respective operator of the website is always responsible for the content of 
the linked pages. 

 
No part of the Online Shop SEO Guide may be reproduced in any form or 

processed, duplicated or distributed using electronic systems without the 

express permission of SaphirSolution and its partners. 

 

Date: December 2018 
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