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An Action Plan for your WebsiteAn Action Plan for your Website

Search Engine Considerations

Case Study PumpBiz

Other Common Goals

Website Type Specific Goals

– Information Websites (Readership)

– Commerce Websites (Sales)

– Lead Generation (Leads)



Search Engine CEO Business PlanSearch Engine CEO Business Plan

Objective
– To give you the most relevant match related to your search

Goals
– Locate every new web page

– Reduce number of results shown to satisfy search

Strategies
– Follow each new link from the sites you know about

– Calculate site authority from authority of inbound links (Page Rank)

– Calculate relevance from keyword density and related topics

Measures
– Number of pages indexed

– Number of clicks compared to number of results shown



How Search Engines See Your Pages (1/2)How Search Engines See Your Pages (1/2)

Site Name
Directory 

Name

Page Title

Page Headings Internal Links

URL Length

Page Name



How Search Engines See Your Pages (2/2)How Search Engines See Your Pages (2/2)

The Visible Components

– Site Name

– Sub-directories (site 
sections)

– Page title

– Page headings

– Internal links

– URL length

– Page Size

The Invisible Components

– Meta data

• Keywords

• Description

• ALT tags

– Web standards

– Freshness



Checking page “freshness”Checking page “freshness”



GotchasGotchas

Flash

– Use small pieces of flash to enhance the site vs. “skip intro”



GotchasGotchas

Forms

– Lots of employees in a list, make it searchable

– Problem: Hides content from search engines

– Solution: Provide links to in addition to search forms



GotchasGotchas

Sitemaps

Benefits

– Human readable

– Google readable

– Keeps deep content close to 
your home page 



GotchasGotchas

Moving Home

– Be cautious when switching to a new content management tool

– Monitor your traffic before and after the move (Fred)

– Send out “We have moved cards in the mail”

– Have a plan for any old pages

– 302 error pages



GotchasGotchas

JavaScript

– Search engines only see HTML content

– They don’t know how to use JavaScript

– Any content constructed with JavaScript (drop down navigation) 
won’t help your page rank

– New approaches like AJAX should take this into account



An Action Plan for your WebsiteAn Action Plan for your Website

Search Engine Considerations

Case Study PumpBiz

Other Common Goals

Website Type Specific Goals

– Information Websites (Readership)

– Commerce Websites (Sales)

– Lead Generation (Leads)



PumpBiz Case StudyPumpBiz Case Study

E-commerce site dedicated to Mechanical Pumps 
– Sump pumps

– Centrifugal pumps

– …and many more

Great content 
– PumpU education section discussing pump selection

Over 9000 products!



The ProblemThe Problem

August 2004 

– 320 referrals from Google

– 404 referrals on the keyword pump

– 134,763 page views

– Less than 10 pages in Google

– Web based sales approximately $3,000 per month



Going Behind The ScenesGoing Behind The Scenes

“A typical web page has at least 3 times as many 
characters behind the scenes as those you actually see in 
the browser.”

Shouldn’t you know what those are?

– Display markup

– Search engine hints



View SourceView Source



Problem  I – NOSCRIPT TagsProblem  I – NOSCRIPT Tags

JavaScript NOSCRIPT tag
<!DOCTYPE HTML PUBLIC "-//W3C//DTD HTML 4.0 Transitional//EN">
<html>
<head>

<title>Pump Biz  - A better way to buy pumps and pump supplies. Call 800.786.7249</title>
<meta http-equiv="Content-Type" 

content="text/html; charset=iso-8859-1">
<meta name="description" 

content="PumpBiz - Your search is over -We have over 9000 pumps and pump-related 
supplies.">
<meta name="keywords" 

content="industrial pumps, gorman-rupp pumps, 
general pump parts, gear pumps, fountain pumps, 
fire pump, ebara pumps, drum pump, diaphragm pumps, 
commercial water pumps, commercial pumps, 
circulation pump, chemical pump, centrifugal pumps, 
barnes pumps, amt pumps, industrial water pumps, 
jet pump, little giant pumps, magdrive pumps">

<noscript>
<cfoutput>
<meta http-equiv="Refresh" 

content="0;URL=http://www.pumpbiz.com/index.cfm?fuseaction=nojs">
</cfoutput> 

</noscript>
</head>



Solution I – NOSCRIPT TagsSolution I – NOSCRIPT Tags

Several options available to us

– Remove the tag altogether

– Change the behavior when scripts are turned off

– Display a friendly “in-page” warning

– Wrap the tag with a Google checker



Problem II – Page TitlesProblem II – Page Titles

Page Titles

<title>Pump Biz - A better way to buy pumps and pump 
supplies. Call 800.786.7249</title>



Solution II – Page TitlesSolution II – Page Titles

Again, we have options

– Manually edit each web page (9,000 pages)

– Manage the titles in a Content Management System

– Use information from elsewhere on the page, like the H1 Tag

– Generate the title using rules depending on site section

What did we do?

– Rule based titles

– Product example: Company Name – Model Number – Manufacturer

– PumpBiz : 100 BNFI - Bell & Gossett CI & Bronze Circulating Pumps -
PumpBiz™ Pumps



Problem III – Page KeywordsProblem III – Page Keywords

Page Keywords

<meta name="keywords" 
content="industrial pumps, gorman-rupp pumps, 
general pump parts, gear pumps, fountain pumps, 
fire pump, ebara pumps, drum pump, diaphragm pumps, 
commercial water pumps, commercial pumps, 
circulation pump, chemical pump, centrifugal pumps, 
barnes pumps, amt pumps, industrial water pumps, 
jet pump, little giant pumps, magdrive pumps">



Solution III – Page KeywordsSolution III – Page Keywords

Fewer options

– Create the keywords for each page

– Generate the keywords from the text they describe

– Suggest keywords and allow the user to edit them



Solution III - KeywordsSolution III - Keywords

Generating keywords – Keyword Density

1. Strip all the markup (hidden) text

2. Count the number of occurrences of each single word, double word
and triple word e.g. “pump”, “sump pump” and “large water pump”

3. Triple word combinations carry more weight than single words

4. Use the top 20 ranked by weighted occurrence



The ResultsThe Results

August 2004 
– 320 referrals from Google

– 404 referrals on the keyword 
pump

– 134,763 page views

– Less than 10 pages in Google

– Web based sales approximately 
$3,000 per month

September 2005
– 3,764 referrals from Google

– 1,861 referrals on the keyword 
pump

– 378,242 page views

– 4,040 pages in Google

– Web based sales in excess of 
$26,000 per month

The Bottom Line: $250,000 revenue last 
year vs. $36,000 previous
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Common Goals: Increase click though rateCommon Goals: Increase click though rate

Searchers
Visitors
Visitors who complete scenario
Qualified Visitors
Disqualified Visitors (esp. for Pay-per-click)



Common Goals: Make it Easier to Find ThingsCommon Goals: Make it Easier to Find Things

Searching

– Prominent search box

– Fast searches

– Intelligent searches – match product codes

– Results: sort by popularity, not by name

– Site maps

– Contextual related content



Common Goals: Increase Repeat VisitorsCommon Goals: Increase Repeat Visitors

It is ten times cheaper to retain an existing customer than it 
is to gain a new one

Proactive 
– Targeted e-mail

– Event triggered 

– RSS Feeds

Reactive
– Customized content

– Repeat visit / purchase programs



Common Goals: EducateCommon Goals: Educate

Demonstrate expertise
– Contributor profiles

– Client list

– Testimonials

Valuable original content
– Stick to your niche

– Novice concepts

– Advanced topics

Quality links to additional resources



An Action Plan for your WebsiteAn Action Plan for your Website

Search Engine Considerations

Case Study PumpBiz

Other Common Goals

Website Type Specific Goals

– Information Websites (Readership)

– Commerce Websites (Sales)

– Lead Generation (Leads)



An Action Plan for your Website : InformationAn Action Plan for your Website : Information

Enhance site loyalty
– Create a successful 

subscription program 
and increase the 
number of subscribers

• RSS Feeds

• E-mail subscribers

– Maintain publishing 
frequency and quality

– Customize experience 
to the visitor



An Action Plan for your Website : CommerceAn Action Plan for your Website : Commerce

Decrease clicks per item added to your cart

– Map out the purchase process

– Reduce distractions along the way

Increase number of items per cart

– Grocery store - Check out candy

– Grocery store – Accessories

– Grocery store - Bulk Rates

Buy 10 Get 
1 Free!



An Action Plan for your Website : Commerce IIAn Action Plan for your Website : Commerce II

Decrease abandoned carts
– Count them! 

– Understand why

– Fix it!

– CSR Order screens 

Common issues
– Not enough information to 

purchase

– Confusing or confining process



An Action Plan for your Website : Lead GenerationAn Action Plan for your Website : Lead Generation

Identify and handle disqualified traffic

– Explain what kind of work you don’t do

– Trap them on a learn more page

Decrease number of clicks per lead

– Prominent “request more information” links

Capture lead qualification data

– Number of pages viewed on the site

– Types of pages viewed

– Create more than one type of contact page



Measuring SuccessMeasuring Success

Fundamental Web analytics

– Where are people coming from?

– How many people are coming?

– What are they doing on your site?

– What are they not doing?

Action Plan Analytics

– Monitor “e-mail to a friend” usage

– Track and analyze order profiles

– Combine page views with lead conversion data



Putting it All TogetherPutting it All Together

Figure which type of website you are

Identify the goals for your website

Establish key strategies to support the goals

Monitor the results

Revise your position
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