
SEO AUDIT CHECKLIST template – Part 1 – On-page optimisation PAGE AUDIT

about this template

This SEO template is part of a series to help companies review their own search engine marketing effectiveness. Of course, we hope it may be helpful for agencies and consultants also, but its main aim is to help smaller businesses and bloggers review their own sites. This template is for a single page on a site, so will be useful for copywriters creating and reviewing pages.

You can download it in Word format on our site at:

http://www.smartinsights.com/wp-content/uploads/2010/08/SEO-back-to-basics-onpage-optimisation.doc
The template is part of a series of templates we’ve created to help marketers review and improve the effectiveness of all aspects of their digital marketing. 

You can view our all of our templates here: http://www.smartinsights.com/advicetype/digital-marketing-templates/ 

This template was designed by Dave Chaffey and Chris Soames of Smart Insights to summarise the main ranking factors to help you boost your position in the search results through using best practice techniques. It’s based on many years of experiences applied on real client projects.

About Smart Insights

Smart Insights is a digital marketing portal and consultancy sharing advice to help marketers get more value from their investments in online marketing and analytics. 

Our expertise is in developing winning digital marketing strategies and improving commercial results through Web Analytics (in particular Google Analytics). Our consulting advice focuses on short-term, high-impact projects where we audit and recommend improvements to clients’ SEO, Google Adwords, site and email marketing effectiveness.

Our Emarketing Essentials Enewsletter where we have regular practical advice on the digital marketing tactics that matter most in delivering better results to most companies, i.e.

· Digital strategy and campaign planning
· Actionable analytics for site and campaign optimization
· Search Engine Marketing (SEO and Pay Per Click)
· Social media
· Persuasive site design and web analytics
· Email marketing
Signup to our Enewsletter at www.smartinsights.com or our Facebook Page at www.facebook.com/smartinsights. 

If you have any questions or comments, please get in touch via www.smartinsights.com/contact-us.

about ON-PAGE Optimisation

What is on-page optimisation?

On-page optimization is an essential tool in your natural search-marketing toolbox. Each page of your website is an asset you can use to help your business rank higher in the search engines. On-page optimisation often involves applying a simple set of guidelines to ensure every page on your website is working hard for you. Though quite a simple process, some areas are often overlooked or forgotten due to the million other things we have to remember / do. 

Why is it important?

The pages and content of your website are arguably the most important part of search engine optimisation. Some would say links from other websites are everything, but if you don’t have good content in the first place, links are hard to attract. Search engines use each page to determine the subject(s) of your website and to also identify the keywords your website maybe relevant for. On-page optimisation ensures that all the appropriate signposts are used to aid Search engines. Essentially getting it right can determine the difference between position 5 and position 1. On-page optimisation will also help with your websites structure & readability for users (the primary people in the whole experience)

How can it go wrong?

On-page optimisation can go wrong in a number of ways. Usually they fall into three categories:

1. Trying too hard and expecting too much

2. Lack of knowledge / experience

3. Not thinking about the user

In the first instance, site owners have usually read that SEO will “skyrocket your sales” or similar.  However they interpret this to meant to them, that if you use your main keyword over and over again (more than your competitor does) you are bound to rank No.1. Unfortunately this is not how it works! The key to the all SEO is to be natural, practical and not get into keyword stuffing (http://en.wikipedia.org/wiki/Keyword_stuffing) and the likes.

The second is no fault of the person building or editing the site as a rule, it’s simply that they’re unaware of the aspects of writing the page that have the biggest impact. They also don’t realise the importance of researching the keyphrases they’re targeting based on what their customers are searching for.

Your content also needs to target the right keyphrases your visitors are looking for which will help support your business goals. You have to attract the right audience. Undertaking keyphrase research will help this. This guide describes some tools and a keyphrase research process: http://www.smartinsights.com/blog/seo/keyword-research-process/
Our template aims to help all of these issues

Key issues covered in template

This guideline covers common questions & key areas of on-page optimisation such as:

1. How should I structure my page title?

2. How many times should I use my keyword in the page?

3. Should I use Meta tags for SEO and how effective are they?

4. How should I best use H1, H2 & H3 tags

SEO AUdit CHecklist – PART 1 On-page optimisation

	Step 1. Review the page or browser title 

	What is it, why is it important and how to find it?
	The page or browser title is the most important on-page factor determining ranking of a page in the eyes of the search engines so lavish attention on it. 

It’s also important since it appears in the search results page and so should summarise the offer of your brand + product + content and include a call-to-action.

You can find the title of the page at the top of the browser:
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or by viewing the source (see <title>)
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It’s usually the first piece of page information you enter into your CMS

	Good practice
	· Is your title less than 70 characters? Since only 70 characters are displayed in the search results and you don’t want to dilute the effect of multiple keywords
· Does it includes your primary target keyphrase? It’s key that title contains the keyphrase you wish that page to appear for & remember you should have a unique title for each page
· Is your target keyphrase one of the first word(s) in your title? Search Engines tend to put their emphasis on the first few words so ensure your keyphrase is first or at least early on in the title. Things like your brand should come last.
· Does your title make sense? Remember that the people that see your website, click on your links in search engines are human. The title should be compelling and the user should be able to understand the benefits of the page or service they won’t clickthrough to your site.


	Examples of good practice
	Example 1:

Website = www.i-to-i.com.

Page = http://www.i-to-i.com/adventure-travel-in-india.html
Title = Adventure Travel in India with i-to-i

Comments:

This title says enough to tell you what the page is about, it isn’t trying to rank for “Adventure tours” & “Adventure Safaris” etc as well, it is very specific, easy to read & most of all simple.



	Common mistakes to avoid
	1. Having your brand name is the first thing in your page title. Use your keyphrases first and add your brand on at the end.

2. Using to many keyphrases in the title. Keep your title, short, sweet & simple.

3. Having lots of pages with the same title. Ensure each page title is used to its full potential, make sure each page is targeting a relevant keyphrase & be careful not to duplicate titles which may mean Google thinks your pages are similar and it won’t include them all in the index.
4. The page title doesn’t make sense. Page titles have to read well and should make sense to your customers.

	Tools to help
	1. Keyphrase research tools

To find the keyphrases to target, every copywriter should use a keyphrase research tool. 

We recommend the Google Keyword Tool as the best, free tool, but there are many paid tools also:

http://www.smartinsights.com/digital-marketing-software/keyphrase-market-potential-software/
See also our advice in the section on meta descriptions to review your titles.

2. Google Webmaster Tools

Although this tool sounds as if it’s just for Webmasters, it can also help marketers and copywriters through showing duplicate titles and meta descriptions. 

https://www.google.com/webmasters/tools/




	Step 2. Review the page URL 

	What is it, why is it important and how to find it?
	The page URL is displayed in the address bar in your internet browser. It usually identifies the section of the website you are in and the page within that section.

Example – http://www.smartinsights.com/strategy/digital-marketing-strategy/

The URL, while not as important as the title tag, is still important to get right. URLs help give your site structure, they give search engines another indicator of the page topic and are often shared in emails, on social networks such as FaceBook & Twitter etc. Most CMS will allow you to customize your URLs and set them when you create a page.

[image: image4.png]1
o
z
)
=
2
=
=
=
by
°
2
)

2

O 0O
store.example.com/topics/subtopic/descriptive-product-name#top

© Protocol

© subdomain

© Domain

© Top-Level Domain
© Folders/ Paths
O Page

@ Named Anchor

Keyword Priority!
Observed Google prority
of keyword placement:

(1) Domain

(2) Subdomain

(@) Folder

(@) Path/Page

1 SEOmz conclions dat (2009)

SEO Tips for URLs
- Use subdomains carfully They may be treted 35
separate entites,pltung domain authorty.

Separate path & page keywords with hyphens ().
«Anchors may help engines understand page structure.

Keyviord efectiveness I URLs decreases as URL
length and keyword position ncreases.




Image source = Seomoz (http://www.seomoz.org/blog/seo-cheat-sheet-anatomy-of-a-url)


	Good practice
	· Your URL should not include spaces or special characters. Keep you URL’s clean, don’t use any special characters and it’s clearer to use hypens (-) instead of spaces or underscores.
· Ensure the URL relates to your site structure. Use sections, sub-sections & pages within the URL to keep structure to your website & allow people to see where in your site they are.
· Keep the URL simple & if possible memorable. Unlike titles, URLs don’t need to read well and can be much shorter, this will hopefully help people remember the URL as well when sharing the page across the web or talking about your website with friends / colleagues. 


	Examples of good practice
	http://www.seomoz.org/ = Homepage

http://www.seomoz.org/blog = Blog Home page

http://www.seomoz.org/blog/how-to-benchmark-in-analytics= Page within blog

http://www.zappos.com/ = Homepage

http://www.zappos.com/clothing = Category Page

http://www.zappos.com/lacoste = Brand Page



	Common mistakes to avoid
	1. Using Session ID’s in URL’s. While Google has learnt how to deal with such things, they are far from user friendly & will not aid your search efforts (http://www.searchengineguide.com/stoney-degeyter/why-session-ids-and-search-engines-dont.php)

2. Don’t create lots of directories / sections. Pages buried within 3+ directories can appear unimportant (otherwise it would be easier to get to). Example: (http://uk.thenorthface.com/tnf-uk-en/men/jackets-vests/men-s-upland-jacket.html?colour=667)

3. Using Product IDs or similar to display dynamic content. They do not describe the item on the page & is irrelevant to users. Example: http://www.asos.com/Warehouse/Warehouse-Cut-About-Stripe-Maxi-Dress/Prod/pgeproduct.aspx?iid=1318922&cid=8799&sh=0&pge=0&pgesize=20&sort=-1&clr=Multi


	Step 3. Review the page Meta Description 

	What is it, why is it important and how to find it?
	The meta description is a tag, usually entered via a field in your CMS, which can be found near the top of your page source, which you can view by right clicking on your webpage and select “View Source”. You will see a tag which looks like:

<meta name=”description” content=”A description of the page content would appear here” />

The meta description has little impact on your natural search rankings, it can however have an impact on the click-through rate from result pages & your brand. It also used by search engines to describe whether the page is unique (search engines may deweight pages with similar titles or meta descriptions. )

Meta descriptions usually appear as the text underneath your page title in search engine result pages. See highlighted text in the screenshot below:
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	Good practice
	· Your meta description should include the target keyphrase of your webpage. There are two reasons for this, firstly it will reconfirm the subject of the page, secondly when people search for that key-phrase in Search Engines and your website appears it will highlight that word in your description by making it bold. This will help attract people to your website.
· Ensure the description accurately describes the page & presents your brand in the way you want. The meta description is a chance for you engage customers, distinguish yourself from competitors through your offers and attract customers’ attention. Make sure it’s accurate (so people don’t bounce from the page) and attracts attention.
· Keep it short & simple While there are no hard and fast rules on the length of your meta description its always best to keep to 155 characters if you can as this is all search engines will display anyway. It does force you to be creative & think simple buts thats a good thing right?


	Examples of good practice
	http://www.lovefilm.com/film/Sherlock-Holmes/118884/
Title = Sherlock Holmes (2009) DVD | LOVEFiLM

<meta name="description" content="

Starring Robert Downey Jr., Jude Law, Rachel McAdams. Director, Guy Ritchie. On a quest to solve a string of mysterious and brutal murders, Sherlock Holmes" />

A brief overview of the DVD available on that particular page. Arguably it should start with the DVD title but a good consistent flow from Title to URL through to meta description.

http://www.firstchoice.co.uk/

Title Tag : First Choice |Cheap holidays, family holidays & last minute holidays from First Choice

<meta name="Description" content="Great value package holidays online with First Choice. Book last-minute holidays, all inclusive holidays, family holidays and villa holidays." />

The first choice homepage obviously appeals to various people, though maybe trying to do too much its a good example of promoting the brand, words like “Great value” & “Book last-minute” will all help click-through rates and reaffirm content on the page.



	Common mistakes to avoid
	1. Keyword stuffing, loading your meta description with every variation of your key phrase is not going to transform your rankings. Search engines no longer use this tag to help rank websites, so it’s all about writing for your users.

2. Writing too much. Writing a dissertation in your meta description is not useful for users or search engines. Remember to keep your descriptions short & to the point, search engines will only display the first 155 characters anyway.

3. Not having one. A lot of people ignore the meta description tag all together because of the fact it doesn’t help boost rankings. You are missing an opportunity to talk to your customers by ignoring this tool, its like having a advert without your website URL or phone number on!! It also helps Google distinguish your pages, so reducing duplicate content.



	Tools to help
	Use the “site:” syntax in Google to list your titles and meta descriptions to review. Check out your competitors!

Example: 

http://www.google.com/search?q=site:smartinsights.com
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Adding a keyphrase returns the most relevant page first and is useful for reviewing a range of keyphrases. 

http://www.google.com/search?q=site:smartinsights.com+social+media
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	Step 4. Review the page headers (H1, H2, H3 tags) 

	What is it, why is it important and how to find it?
	Header tags are used on pages to show headlines or sub-headings. They help give pages structure and allow users to scan a page quickly to find what they are looking for. You can usually spot headers on a page by their font size / style. Headers are usually bigger than the body text and either a different colour or bold.

The use of header tags is a key a part of optimising each of your websites pages to rank well in search engines. They promote the subject of the page to search engines and also show that you are structuring your copy appropriately.



	Good practice
	· Your page content should always start with a H1 tag. Giving your page a headline to outline the content of the page the visitor is on is key. H1 tag should ALWAYS be the first part of your body content on the page. 
· Use headers in order. Structuring your page using the headers in the right order is key, the second heading on the page should be the H2, all the way through to H6 (if needed)
· Use your primary key-phrase within your headers This is only good practice if it makes sense to a user for the key-phrase to be in the header, do not force it. About 90% of the time it will be relevant. Just as in your page title you should include you main key-phrase within the relevant headings on the page. This is all reinforcing & promoting the subject of the page to Google to give it confidence on the page topic.


	Examples of good practice
	When researching good examples of the use of headings within webpage’s I was surprised to find so many sites getting this wrong. One of the better (though still not perfect) sites was:

URL : http://www.i-to-i.com/gap-year-australia.html
Page title : Gap Year in Australia with i-to-i

Target Keyphrase : Gap Year in Australia

H1: Gap Year Australia

H2 : Gap Year Volunteering in Australia

H3 : There are a few H3’s on the page, none relevant to the key-phrase (opportunity!!)

Its amazing that so many websites are missing the opportunity of using headings to help with rankings in search engines but also to appropriately structure content for users. A good opportunity for all there.



	Common mistakes to avoid
	1. More than one h1 tag on a webpage. The H1 tag is the most powerful heading tag to have on your webpage but that doesn’t mean two H1 tags is better. Thing of the H1 tag as the title of a book, it has to say enough but not everything and you can only have one!

2. Not making use of other header tags (h2, h3 etc) to appropriately structure content. These are basic tools at your disposal to make your pages better to understand.

3. Using h2 or h3 tags to label common containers (panels) across the whole site, e.g. “About Us”, so diluting the effect of other page specific headings



	Tools to help
	Tip: Use Chris Pederick’s excellent plugin for Firefox or Google Chrome extension to highlight your existing headings: 

http://chrispederick.com/work/web-developer/
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	Step 5. Review the page content

	What is it, why is it important and how to find it?
	Body content is the core text on the page, outside of the navigation and sidebars. It should be the largest content area on the page and be rich in text & sometimes images or videos to make it a more interactive area. The body content is important for a number of reasons, it can affect rankings of your website but it can also affect things bounce rate, site engagement, conversion to sign up / sale. 


	Good practice
	· Minimum of 350 words within the page content. This isn’t a hard and fast rule – many fashion sites have far fewer words for example, but the links on and to the page show the engines what it’s about. But you need to give enough information and value from that page for it to have the right to exist on the website. I don’t believe you can do that without less than 350 words even if there are images or video on the page. Remember Google cannot use images or video as much as it can text to determine a pages subject and therefore whether it deserves to rank
· Write naturally & with users in mind.  This is key to your website for search & beyond. By writing for users you are 90% of the time likely to use the relevant keywords for that page anyway. If you start with the key-phrase in mind and focus on it too much you will find your copy doesn’t read well & will not engage your site users.

· Target your keyphrase more in the top of your copy & ensure its used throughout the page. At all times we are trying to give search engines confidence about the subject of the page so ensure the key-phrase appears once or twice in the opening two paragraphs. Remember to use your keyphrase & variations of throughout your page. This will help with your keyword density score, while you shouldn’t labour this metric you need to ensure the most prominent words on the page are your target keyphrase. (see tools below for further help)

	Examples of good practice
	A good example of decent length, well structure & optimised content can most often be found in press releases. Over time this process has been refined by great writers & just by looking online we can find 1,000’s or press releases each day. One example below about a recent partnership with Omniture indicates what I would say is a good length of a webpage, it is broken into relevant paragraphs, includes links to appropriate pages & includes a strong title.

http://www.prweb.com/releases/2008/12/prweb1758934.htm 

	Common mistakes to avoid
	1. Repetition of keywords or keyphrases. You should vary word order of phrases and use synonyms

2. Overuse of bold & other text formatting. While there is some belief in the SEO world that by using bold on your key-terms within your page it will help your on-page optimisation, this is fine if there is a visitor benefit to you highlighting that keyword.  The benefit to search is minimal, so unless it help users don’t spend your time on it

	Tools to help you
	Keyword density tools

http://tools.seobook.com/general/keyword-density/
See http://www.smartinsights.com/blog/seo/keyword-research-process/ for other keyword tools and a process for researching them.

	Step 6. Review your meta keywords (last & least).

	What is it, why is it important and how to find it?
	While it is well understood that keyword meta data has no impact on your rankings in all major search engines we appreciate that some people like to make sure all the boxes are ticked. Meta Keywords are much like the meta description we spoke about earlier in the guide. You can find them in the source code of your html and it will look like this:

<meta name=”keywords” content=”keyword1,keyword2,key phrase, keyword3” />



	Good practice
	· The keywords as with everything so far should reflect your primary target keyword. Make sure you use your primary keyprhase, variations of your keyphrase and make use of synonyms 
· No more than 5-6 keywords. Try to avoid stuffing your keywords tag full or keywords. Just include words / phrases that are relevant to the page otherwise you are essentially spamming

· Keep them unique. Each page of your website should be unique as we have outline above, the same goes for your keyword tags. This should be easy enough if each of your pages targets a different keyphrase

	Examples of good practice
	URL = https://www.national-lottery.co.uk/player/p/lotterydrawgames/lotto.ftl

<meta name="keywords" content="Lotto, Lotto tickets, buy Lotto tickets, Lotto results, Official National Lottery, UK National Lottery, National Lottery, Lottery, Lottery Results "/> 



	Common mistakes to avoid
	1. Repetition of keyphrases. Keep it simple & there is no value in repeating the keyphrase in the tag so try to make each keyprhase unique

2. Using too many keyphrases. Some websites try to get as many keywords as they can think of in each keyword tag. This will only dilute the value of each word and it can easily be read as spamming
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