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Search for ‘”SEO” on Google® and you’ll find a list of professional resources and 
providers that runs dozens of pages deep.  

Today, companies that can navigate the algorithm and place their clients in the 
promised land—the top page of Google results—are in high demand. After all, in 
such a complex field, what’s better than handing off the work and taking it easy 
while an expert gets your site placed.  

While working with professionals is the most effective way to climb search engine 
rankings, there are several beginning steps you can take. Just follow a few general 
rules of thumb.

The Tao of SEO
SEO is the practice of guiding the development or redevelopment of a website  
to achieve maximum visibility on the major search engines for selected words  
and phrases. 

The overriding rule in SEO is to keep the focus on the end user more than on the 
search engine. What search engines use to rank pages today may very well differ  
a month from now. For example, keywords used to play a major role in search  
engine ranking while today they are merely a minor consideration among a slew  
of other factors. 

What will never change in the world of search engines is their goal to provide the 
most relevant results for their users. Therefore, by keeping your focus on the end 
user, you will, simply by association, gain ground on search pages.

Content is King
Content is ultimately the most important factor in the search engine game. While there 
are no set content rules or tricks that will guarantee high placement, there are a few 
guidelines to follow. 

Understand your audience. Think about what terms and words they would use to 
search for a business like yours, and what gets them to click your listing. These terms 
should be consistently included in your website content.

Be focused. Just like your end users, search engines tend to shy away from web 
pages that are a jumbled mess of ideas and structure. Ideally, each page on your 
website should be focused on one idea and have one clear message.

Be clear. Try not to use terminology or industry jargon that your target audience is 
unlikely to use or understand. If you introduce an acronym or industry term, tell the 
reader what it means.

Be consistent. This includes structure, layout, text style and word usage. The more 
consistent you are, the greater the reinforcement of your message to both the user 
and the search engine.

Don’t just visualize it, say it. Whenever you have an image that says something 
important about your business, also say it in words. Search engines rely on words to 
understand what your webpage is about. 

Be redundant (but not irritating). Repeat keywords and phrases wherever it is 
appropriate. Repetition within a webpage and throughout a website helps the user 
and the search engine remember your message. However, don’t get overzealous in 
your attempt. Repetition for the sake of repetition will likely irritate both your users 
and the search engines.

Stay-up-to-date. While search engines are very secretive about the formulas they use 
to rank websites, vitality can be considered a key point. Websites that go without any 
type of update for a long period are more likely to be lowered in the rankings.

The Science of Meta Tags
The look and feel of your website is created through code called HTML (HyperText 
Markup Language). Within this code is an array of specific fields and meta tags that, 
if used correctly, can help search engines better match your website with the people 
you want to reach. 

Each page on your website contains title, description, keyword and image meta tag 
fields. Make sure you fill these out for each and every page. The information you 
place here should be relevant and specific to the webpage it’s associated with. 

Avoid using “shop talk” or jargon that your target audience is unlikely to know or use. 
Also, stay away from special characters or diacritics that may not be recognized by 
the search engine. 

The Title Meta Tag
The title meta tag is the text that appears in the top bar of a browser. If you used 
“Increase Your Search Rankings” here, users would see that text appear in the top 
bar of their browser window: 
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RULE OF THUMB
The title meta tag should 
consist of no more than 
60 characters.

http://www.firespring.com/what_we_do/search_engine_optimization.html

Increase Your Search Rankings - Microsoft Internet Explorer
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Title meta tags are one of the most important factors in how a search engine may 
decide to rank your webpage. It’s also the text that shows as the title in search 
results, so it should include keywords.

The Description Meta Tag
The description of your webpage in a search result is generated from your description 
meta tag. This is what people will read and click. Search engines will also use this as 
a factor in determining the relevance of a webpage.

The shaded area in the image below shows how the text of the description meta tag 
would appear in a search result:

The key to maximizing the effectiveness is to again think “user friendly.” What 
keywords or phrases would your users think of to search for the type of product or 
service you offer? For example, your target customers might search more by types of 
products than specific product names.

Think not only about how your target customers will search but who they are exactly. 
Add industry-specific keywords to capture this audience. For example, if a printing 
company targeted real estate agents they might add keywords such as “real estate 
direct mail” or “photo business cards.”

 
Image Alt Tags
Just as images are important to draw your audience’s attention to a webpage, the alt 
tags associated with them are very significant to your SEO. In fact, they are required 
for most HTML coding. Every image on a webpage must have an image alt tag. This is 
what appears when a mouse hovers over an image.

Even if a webpage is void of user-friendly text, it can still receive search engine 
placement with the proper use of image text. Proper image meta tags should again 
focus heavily on the user and consist of words that clearly describe the image. For 
example, instead of using a generic term such as “soup” a restaurant should use a 

more descriptive term such as “Mexican green chili.”

If there are words within the graphic, repeat them in your image alt tags. Reinforce 
important keywords found in other content on your webpage by repeating them here 
as well.

Links, Links and More Links!
Pay attention, because this part is important. 

“Well linked” sites climb the search engine rankings quickly—very quickly. There  
are two approaches to do this, and each requires a little legwork, but it’s well worth 
the effort. 

Start by building internal links, connecting pages to other pages within your site. 
When doing this, focus on the anchor text, or the underlined words that people  
click to link to the other page. Your anchor words should always include keywords 
and phrases. EXAMPLE: Instead of click here as a link, describe it, like photo 
business cards.

To achieve even higher placement through links, be sure to get your website listed on 
local community sites, such as your Chamber of Commerce, business associations 
you are involved with and any other relevant sites you can think of. The more inbound 
links driving traffic to your site, the higher you will climb.

Are We There Yet? 
How long will it take you to see the benefits of your SEO efforts? That depends on the 
longevity of your site as well as the techniques you employ.

On average, if your site has already been on the internet for some time and is listed 
in all of the major directories, you will probably begin to see improvements in your 
rankings within four to six weeks. If you pay for an expedited review of your website 
at Yahoo! or other search engines, then you will likely see results in as little as a 
few days.

You should continue to see improvements for six to nine months as the changes to 
your site are indexed throughout the databases that drive the major search engines.

 
Other Search Engine Marketing Tactics
SEO is really only one aspect the search engine savvy can use to draw customers to 
their website. It is part of what is known as search engine marketing (SEM) and there 
are many other tools that fall within this realm. Below are a few of the more common.

Increase Your Search Rankings
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RULE OF THUMB
The description text 
should range from 5 to 24 
words, and never exceed 
150 characters.

RULES OF THUMB
• Keep image meta tag text  
 at 10 to 15 words.

• Try to relate the image   
 text to the other content   
 on the page.

HELPFUL LINKS 
• Meta Tag Grabber (see  
   how other websites tag) 
   http://www.seologic. 
   com/webmaster-tools/ 
   meta-tags.php
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Paid Inclusion
If you want to pay to play, search engine companies, except for Google, offer paid 
inclusion services. The fee structure is both a filter against unnecessary submissions 
and a revenue generator for the search engine company. Typically, the fee covers an 
annual subscription for one webpage. The page will then automatically be catalogued 
on a regular basis. 

You can use paid inclusion as a guide for improved SEO. By using inclusion on one of 
your webpages, you can judge this page’s rankings against others that you haven’t 
paid for—a good measure of the effectiveness of your SEO efforts.

Pay Per Click
Pay Per Click (PPC) is known by different names; most common among them are 
“sponsored search” and “search engine advertising.” While there are a number of 
different ways to use PPC, the main concept is to pay a search engine company to 
provide you with a visible presence in relevant search results. 

In a keyword-based PPC such as Google’s Adword™ program, you can pay a small fee to 
have a link to your website featured whenever a user searches for a specific keyword. 
If the user clicks on your ad, you might then pay what is known as a “click-through” fee.

Many search engines (e.g., Google, Ask.com and Yahoo!) also partner with other 
subject-specific websites. These websites agree to let the search engines place 
content-related advertising on their site. The search engine then charges interested 
parties a fee to advertise here. For example, an online dog food retailer might have 
their advertisement placed on a site pertaining to dogs.

Both of these advertising methods allow you as the advertiser to target specific users 
with certain interests and drive them to your website.

Pay Per Call
Similar to Pay Per Click, Pay Per Call is a method of search engine ad placement 
where the advertiser is charged on a per-call basis for each lead (call) that is 
generated. Advertisers with a national presence are permitted by Pay Per Call search 
engines to create advertisements that include local telephone numbers.  

The Final Say in SEO
It’s no secret; the number of websites competing for a high-level position on search 
engines is fairly astounding. And you have most likely ascertained from this white 
paper that even the simplest SEO explanation gets more than a little detailed. But 
invest a little time in the basics, stay laser focused on your end user and you, too, can 
make the competitive climb.
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About Firespring
Firespring emerged from a vision that websites should focus on the experience 
of the end user. Since our inception in 1992, we’ve helped small business owners 
save money and increase revenue through the use of website tools, search engine 
services and marketing programs that are researched and developed specifically for 
their industry. 

With more than 3,000 clients on five continents, Firespring is one of the leading 
providers of marketing and website solutions today. To learn more, call 888.388.5778 or 
visit www.firespring.com.
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NOTE
Nonprofit organization 
websites are listed on all of 
the major search engines 
for free.

TERMS YOU 
SHOULD KNOW
SEO—An acronym for 
Search Engine Optimization, 
it generally refers to the 
practice of making website 
and marketing adjustments 
to achieve a greater 
presence in search engines.  

Tags—Codes that are 
“behind the scenes” or 
built into the programming 
of your website that search 
engines review and factor 
into results. 

Keywords—Specific terms 
searchers use to find a 
business or website. 


