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About me

• Head of SEO at Anicca

• Doing SEO for 12+ years (in-house and 
agency)

• Web developer for 3 years

• I work on:
• Link building

• Technical SEO and website launches

• International SEO

• Lead generation and ecommerce SEO

• Annoy people with Fitbit and Strava 
updates



What is SEO?
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What is SEO?

Improving the visibility of your brand and its products/services in 
search engines through non-paid activity to drive more 
engagement and conversions.
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What is SEO?

Technical SEO

• Ensure Google finds your content

• Ensure your pages are secure

• Ensure they load quickly

Off-Page SEO

• Build inbound links, citations and 

content

• Build your brand, reputation and 

authority

• Give Google a reason to rank you

SEO is split into these three areas:

On-Page SEO

• Provides relevant, engaging 

content that provokes an action

• Includes keywords and rich media 

to help rankings

• Leveraged to earn links
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SEO ranking factors

In a nutshell – we are optimising for as many ranking factors as we can.

People vector created by freepik - www.freepik.com
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https://www.freepik.com/vectors/people
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Why do SEO?

Ongoing SEO, content marketing and link building will increase your organic 
visibility, qualified traffic and conversions over time, so that you can afford to 
pay less for traffic in the long-term while hitting your revenue targets.

Month 1 2 3 4 5 6 7 8 9 10 11 12

Organic Search 

budget

£3K £3K £3K £3k £3k £3K £3K £3K £3K £3K £3K £3K

Paid Search budget 

(time + ad spend)

£10k £10k £10k £10k £10k £10k £8K £8K £7K £7K £6K £6K

Total revenue 

generated

£150K £150K £150K £150K £150K £150K £150K £150K £150K £150K £150K £150K



How you perform vs SEO 
Ranking Factors
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What do you rank for?
If you are new to SEO try using a free tool like this to see what keywords your pages 
rank for: https://www.thehoth.com/search-engine-rankings/

https://www.thehoth.com/search-engine-rankings/
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What do you rank for?
If you are familiar with SEO you are probably already using paid-for tools like this to 
track keywords: https://app.seomonitor.com/

https://app.seomonitor.com/
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What your competitors rank for?
You can measure yourself easily vs your competitors using premium tools like 
https://app.seomonitor.com/ or manually in Google – though this option isn’t scalable. 

https://app.seomonitor.com/
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What are backlinks
• Backlinks are votes of confidence from one website to another, indicating to Google 

that your page is of value on X topic. 

• Focus on how many websites link to you, instead of how many links you get from 
each site – as the individual sites are the ‘votes of confidence’.

• The primary metric to measure the quality of a websites’ backlink profile above all is 
‘domain authority’ – a score out of 100. 

Back 

links



All rights reserved 2021

How is my backlink profile?
1. If you have a page that ranks higher than you, use this free tool to check that URL and yours 
for a quick comparison: https://ahrefs.com/website-authority-checker - note, this gathered data 
for a whole domain (website), not just the specific page that’s ranking.

Higher number 
of linking sites 
from whole 
domain – could 
give it an edge.

Higher domain 
rating – could 
also give it an 
edge.

Back 

links

https://ahrefs.com/website-authority-checker
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How is my backlink profile?
2. Pull stats on the individual pages that rank vs yours. Look at the stats: domain rating and total backlinks.

You may need a premium version of a tool like Ahrefs below, to see full backlink data on the page level, 
However this free tool can give you ‘some’ rough guidance on the difference between you and other sites, its 
just less backlink data: https://www.seoreviewtools.com/valuable-backlinks-checker/

Between these two examples, Sports Direct ranks higher for “ladies Nike trainers” because that page has more 
backlinks that the Next page – which actually shows as having no backlinks even though it has a higher 
domain rating overall. 

So the higher domain authority for Next doesn’t really matter, what matters is how many valuable links that 
individual page has. 

Back 

links

https://www.seoreviewtools.com/valuable-backlinks-checker/
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How improve your backlink profile

This is where SEO, content marketing and PR meets: 

1. Perform a full backlink audit of you site and your competitors and flag any relevant, irrelevant and spam-
looking sites. You can use the data to action some link removals and/or disavow processes (read about that 
here)

2. Use this data to form a link building strategy (where should you try to get more links, what content do you 
need in order to get those links? 

3. Perform a content audit for the whole site, create a content marketing strategy and translate the resulting 
content ideas into a marketing calendar. This is where my team works with Amy’s (head of content and PR) to 
create the content people want to link to, which we then out-reach and active try to get PR coverage for

4. Create useful, engaging and keyword-optimised supporting content regularly. Collaborate with a marketeer 
or hand over the task completely to them

5. You can perform broken-link building – one of may technical forms of link building designed to find links to 
broken pages on your site, where you redirect those links to existing valuable –pages – thus recovering links

Back 

links

https://support.google.com/webmasters/answer/2648487?hl=en
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How in-depth is your content?
You can measure yourself easily vs your competitors using premium tools like 
https://app.seomonitor.com/ or manually in Google – though this option isn’t scalable. 

Content 

Depth

This content seems more in-depth, discussing the 
topic of “ladies Nike trainers” from several angles.

This content is less in-depth, but they rank higher because 
they have a higher number of backlinks to this page. 

https://app.seomonitor.com/
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Is your content optimised?
Since we are looking at ranking keywords – they need to take people to a page and 
that page needs to mention those keywords in order to rank in the first place. 

Content 

Depth

This content ranks well because it has optimised: 
• Title and meta tags
• H1 heading tag
• Body content written for the user with keyword 

mentions
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How to write and optimise your content?

1. Do some keyword research to identity the most relevant keywords
• Free discovery tools: https://app.wordstream.com, https://answerthepublic.com, 

https://keywordseverywhere.com

• Paid discovery tools: https://seomonitor.com, https://www.semrush.com

2. Identify relevant content to optimise these keywords on (where should your 
users land on after they search for these keywords?)

3. Confirm what actions you want your users to perform once they and on the 
page and write and optimise content according to this
• Should they land and convert straight away?

• Land and be informed – leading to another conversion page?

Content 

Depth

https://app.wordstream.com/
https://answerthepublic.com/
https://keywordseverywhere.com/
https://seomonitor.com/
https://www.semrush.com/
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How are you seen locally?
If you are a local business looking for local visibility and footfall, you can optimise to appear 
locally. You can test your local visibility by doing the following: 

Local 

Visibility

Do a local search and look for:

•A local map pack result

•A directly result

Look for a standard organic 
result

Use a tool like 
https://tools.brightlocal.com/ to 
see what local listings you have

https://tools.brightlocal.com/
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Optimise for local SEO and NAP
NAP stands for Name, Address and Phone number, and we are aiming to align 
exactly how these (and more) details appear on your site vs every external site (like 
directories). 

You can start optimising for local SEO (Including NAP) by doing the following:

1. Agree on your NAP/business details (correct name, address, numbers, social 
handles, email address, operating hours, logo)

2. Make sure the website mentions all of these on the contact page and /or a 
location page if you have several locations

3. Set up and optimise a Google My Business profile (helps control how you appear 
in map results and the knowledge graph 
(https://www.google.com/intl/en_uk/business/) 

4. Create or fix local links and citations (mentions of your brand + keywords) 
manually of via an automated tool like https://tools.brightlocal.com/

Local 

Visibility

https://www.google.com/intl/en_uk/business/
https://tools.brightlocal.com/
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Optimise for local SEO and NAP
This is what Google My Business looks like:

Local 

Visibility
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Mobile friendliness
This is an obvious ranking factor as Google is now mobile-first (it judges you 
based no how well your site shows on a mobile device more so than desktop). 
Below is the growth of mobile device usage over the years.

Mobile 

Friendliness

Source: https://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-marketing-statistics/

https://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-marketing-statistics/
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Is your site mobile friendly?
How does it appear on mobile devices, and ideally – is it the same site but 
responsive (does the size and layout adjust when you re-size the browser 
window?

Mobile 

Friendliness

1. Test your sites in https://www.bing.com/webmaster/tools/mobile-friendliness and 
https://search.google.com/test/mobile-friendly/

https://www.bing.com/webmaster/tools/mobile-friendliness
https://search.google.com/test/mobile-friendly/
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Is your site mobile friendly? Mobile 

Friendliness

2. If you have Google Search Console use this report to spot errors: 
https://search.google.com/search-console/mobile-usability

https://search.google.com/search-console/mobile-usability
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Is your site mobile friendly? Mobile 

Friendliness

3. Use your browser: re-size the window to see how the site and content responds. Use 
your mobile too! Here's an example test below:

Desktop Mobile – BAD! Mobile – GOOD
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Make your site mobile friendly Mobile 

Friendliness

1. Ensure the layout and all interactive elements (buttons, links, banners etc) respond 
to the screen size

2. Ensure the content responds in a way that is user friendly (doesn’t get pushed too 
far down and is large enough to read)

3. Ensure the content on the desktop vs mobile version is the same – any differences 
will affect your rankings
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Page load speed
Another strong ranking factor which is most applicable to mobile user 
experience since mobile connection speeds and responsive layout have the 
most impact on speed, and thus user experience. 

Page speed

Source: https://www.websitebuilderexpert.com/building-websites/website-load-time-statistics/

https://www.websitebuilderexpert.com/building-websites/website-load-time-statistics/
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How fast are your pages?
1. Use https://developers.google.com/speed/pagespeed/insights/ to test your 

landing pages and see a score out of 100 with suggestions on how to fix

Page speed

https://developers.google.com/speed/pagespeed/insights/
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How fast are your pages?
2. Use https://tools.pingdom.com/ to see how many actual seconds it took 
and what elements on your page slowed it down/needs fixing

Page speed

https://tools.pingdom.com/
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Core web vitals and page experience

This all ties into Google’s Page Experience signals, which Google is judging you 
against to determine how good the user experience is on your site. We audit 
for all of these considerations below: 

Page speed
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Initial tips to improve Page Speed and 
Core Vitals
1. Aim for less than 5 seconds (ideally 2) for a page load speed / or at least 70/100 score on the 

Page Speed Insights tool

2. Ensure the size of your images are reduces to where the file size it low but quality remains high 
(use Photoshop save for web), or a service like https://www.gimp.org/ , or do this at scale on 
WordPress using a plugin like https://wordpress.org/plugins/wp-smushit/

3. Ensure all JavaScript and CSS code is as economic as possible (reduce unused code). 
WordPress plugins like this will help: https://wp-rocket.me/google-core-web-vitals-wordpress/

4. Ensure your server is fast enough to service people the website at a reasonable speed, and if 
you have a global audience, consider a content delivery network, which will find the closest 
server to a user and pull the website from there (rather than from another country’s server)

5. We can offer more detailed instructions and action them for you with our Core Vitals Service: 
https://anicca.co.uk/blog/core-web-vitals-and-ga4-offer-2021/

Page speed

https://www.gimp.org/
https://wordpress.org/plugins/wp-smushit/
https://wp-rocket.me/google-core-web-vitals-wordpress/
https://anicca.co.uk/blog/core-web-vitals-and-ga4-offer-2021/


How you perform vs SEO 
Ranking Factors
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Top 10 SEO tips to remember then
1. List your backlinks and flag bad/good ones to action 

2. List your competitors backlinks and list your ideal sites to get featured on (create a backlink 
strategy)

3. Create a content marketing strategy (or just list what content you need to create to get 
featured in websites and drive traffic)

4. Write in-depth content for humans to provoke a desired 'conversion' on your pages

5. Optimise your key content for keywords

6. Set up and configure Google My Business and align your NAP details ono website

7. Build local citations and links using your agreed NAP details

8. Check if your site is mobile friendly and fix issues

9. Check if your site loads fast and make it load at least 5 seconds

10. Write, optimise and promote (on socials/emails) some supporting content regularly 



Thanks
Any questions?
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Disclaimer
The materials set out in this document are concepts only (the “Concepts”) and, in addition to any 
rights vesting in Anicca Digital Limited (“Anicca”), may be the subject of existing third party 

intellectual property rights.
If the client wishes to utilise any of the Concepts, it should notify Anicca in writing and Anicca will then 

put in place the appropriate intellectual property searches (the “Searches”). The use of the 

Concepts is therefore subject to the results of the Searches.
Anicca shall not be liable for any damages, costs or losses whether direct or indirect (and including, 

without limitation, loss of profits, loss of business and loss of goodwill) arising out of any claim by any 
third party relating to the Concepts proposed by Anicca where the client uses a Concept:

a. prior to Anicca confirming whether or not the Concept is subject to existing third party intellectual 

property rights; and/or
b. in breach of existing third party intellectual property rights following the Searches.

All Anicca rights to proposed technical, content and creative concepts belong to Anicca unless 
paid for by the client. Should the client subsequently use any concepts without payment to Anicca 

(unless agreed otherwise by both parties in writing), Anicca reserves the right to take action to 
recoup, without limitation, damages for breach of intellectual property rights and/or any lost costs 

associated with the development of such concepts from the client.


