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SEO

Instead of trying to reverse engineer Google and find some sort of 'trick', use a much more 
straightforward tactic - focus on finding keywords and key phrases which are:

• relevant to your business

• have a reasonably sized search volume

• are in the 'long tail' of search queries

Then, once you have identified a few key terms, you should deliberately include these 
terms on the homepage and in other relevant content and try to provide the best user 
experience for someone searching on the term.

Free Tools

• Google has several free tools you can use without needing to log in or sign up 
https://www.thinkwithgoogle.com/intl/en-gb/tools/

https://www.thinkwithgoogle.com/intl/en-gb/tools/
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Google SERPs

Google My Business

• A simple way to reach the #1 spot!

Meta Title

Meta Description
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Search Volume
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Technical SEO

• 301 redirects for error pages

• Improve internal linking

• Alt tags on images 

• Header tags H1 & H2 and duplications

• Implementing canonical tags 

• Updating Sitemaps HTML/XML

• Meta data analysis and implement 

changes to titles and descriptions 

• Webmaster Diagnostics

• Site Speed Diagnostics

• Analytics review 

• Google Local business 

• Backlink analysis and citation building

• Monthly analytics report

• Monthly Keyword report
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Content Marketing

Adding rich content areas onto the website:

• Blog

• Knowledge Hub

• Advice centre

Base the content around key phrase analysis and Google questions / rich cards.  

Aim to rank for long-tail keyphrases

If the content is useful then it will naturally get picked up and shared



Paid Search
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PPC

Headline
URL

Call extension

Site link extensions

Description

Anatomy of an ad



www.fatmedia.co.uk

Quality Score

The following all create the advert quality score

• Relevance of the keyword on the landing page/advert

• Click through rate

• Landing page quality

• Historical account performance
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Retargeting

• Retargeting ads often perform far better than other ads in the B2B space. The reason is 
that you are advertising a specific product or service which the viewer has already 
shown an interest in. 

• This can reduce your target market to a 'market of one' which allows you to give them a 
compelling reason to return to your site.

Free Tool

• Display Benchmark - check your remarketing performance against other similar brands 
http://www.richmediagallery.com/learn/benchmarks

http://www.richmediagallery.com/learn/benchmarks
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Key Metrics to track

• Cost per acquisition (CPA) – how much does it cost to get a lead/sale from the advert.

• Impressions – how many times your advert has displayed in the search results

• Clicks – how many clicks through to your landing page

• Click-through rate (CTR) – clicks divided by impressions

• Cost per click (CPC) – total spend divided by clicks

• Conversion rate (including assisted conversions)



Distance Learning Centre

Case Study:
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Background

The Brand

• The Distance Learning Centre offers a wide rage of courses, from academic to hobby 
courses

• Main target audience is UK-based, aged 16-30

Objectives

• Recover keyword rankings after received a Google manual penalty due to the Panda 
algorithm update

• Increase course registrations
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Strategy

• Technical checks

• Meta data

• Redirects

• URL structure

• Internal linking opportunities

• Ongoing keyword research

• Optimisation of all new course additions

• Content marketing, including infographics
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Results

• Overall traffic up 27%

• Organic traffic up 36%

• Goal completions up 66%
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Results

• #1 Image result for ‘revision timetable’
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Thank you

The kettle is always on…

HEAD OFFICE - HARPERS MILL 

t: 01524 548948
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