
The Curve: Search Engine 
Optimisation – on-page SEO







What we’re covering:
● What is SEO?

● Keyword research (KWR) and foundations

● On-page, off-page and technical 

○ Content
○ Title tag
○ Headers
○ Meta description
○ Alt text
○ Links



As with any project:
● Audience(s) – who do you want to communicate with? More 

than likely will be multiple audiences.

● Objectives – outcomes > outputs. What is urgent and needed? 
What is part of a longer term strategy?

● Messaging – how do you want to be positioned? What would 
you like your audience(s) to Think, Feel, Do?

● Measurement – what would success look like for you/the 
business? How can you measure and evaluate it?





What is SEO?

1) SEO stands for Search Engine Optimisation:

a) Keyword research – terms and phrases that can generate 
qualified traffic to your website

b) Relevancy is key

c) Quality website – ‘friendly’ to search engines

d) Building links and marketing the unique value of your site



Why should we care?
● c.⅓ traffic to all sites is Search

● Average click through rate (CTR) first position ~20-40% – more than 

double CTR for 2nd (18.7%), and nearly 4x the CTR for 3rd position, 10.2%.

● Searcher intent – more ‘valuable’ inbound traffic

● Organic results 

● Passively working for you







How can we ‘do’ SEO?

● More than 200 Google ranking factors – authority, content, 
secure and fast site, mobile-friendly, links, user experience…

● The algorithm changes – recently helpful content update 
(people first)

● Get the foundations and basics right

● Beware of apple vs Apple
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SERPs: Google has evolved
Not just ten blue links anymore - be clever with your SEO content

■ Organic – Google Search Console access will help
■ Paid – Google Ads (PPC)
■ Images – alt text and appropriately tagged images, optimised for 

size
■ Shopping - N/A
■ Video – use SEO’d YouTube or other links around keyword phrases
■ Maps – ‘near me’ (use Google My Business to own and optimise 

content)



SEO basics – before you begin

■ Set up GSC and Bing Webmaster

■ Set up Google Analytics (GA4)

■ Consider an SEO plugin (WordPress/Yoast)

■ Generate and submit a sitemap

https://search.google.com/search-console/performance/search-analytics?resource_id=https%3A%2F%2Fwww.authenticcomms.co.uk%2F


Keyword research



Searcher intent (searching for an answer)

● What people search for at that moment

● They are looking for a specific product or 
service, or answering a question

● Unlike email, social or other channels 



Keyword research
Objective: to find the most popular search phrases to influence messaging to 
drive people to your site.

1. Do not discount keyword phrases with ‘n/a’ search volume. It is the 
combination of phrases that might yield the greatest return

2. Think of keyword extensions and answer questions – go broad, cast the 
net wide

3. Create relevant landing pages to direct people







Don’t underestimate less popular, longtail keywords
c.15% of all searches have never seen 
before (Google’s Danny Sullivan, 2020)

■ Consider lower competition, more 
specific intent

■ Long tail keywords with lower 
search volume often convert better, 
because searchers are more specific 
and intentional in their searches.

https://twitter.com/dannysullivan/status/1299020181767774210


Keyword Min 
Monthly 
Volume

Max 
Monthly 
Volume

Specific Monthly 
Volume

Diffi
cult
y

affordable housing for 
homeless

0 10 1.0 27

how hard is it for a 
homeless person to get a 
job

0 10 1.0 26

what are some 
organizations that help 
the homeless

0 10 3.0 49

homeless children 
charity

0 10 3.112248664279870 34

homeless charities list 0 10 5.0 44

homeless gender ratio 0 10 5.0 42

homeless blog 0 10 5.0 24

homeless charities 
london volunteer

0 10 5.5446780611975200 34

homeless london charity 11 50 14.16656006433350 42

homeless charity leaflet 11 50 14.16656006433350 31

homeless training 
courses

11 50 14.16656006433350 20

uk homeless shelters 11 50 17.350177428057000 35

homeless uk charities 11 50 24.058394655360500 53

Keyword Min 
Monthly 
Volume

Max 
Monthly 
Volume

Specific Monthly 
Volume

Difficulty

homeless shelter cost 
per night uk

11 50 37.0 37

uk homeless charities 11 50 42.34183747650560 51

london homeless 
charities

11 50 42.34183747650560 41

homeless charities in the 
uk

11 50 50.126403379049600 50

homeless stories 51 100 83.25220880654720 26

charities that help the 
homeless in the uk

101 200 114.26137888470600 49

best homeless charities 
uk

101 200 134.0 47

homeless in london what 
to do

101 200 190.19012189979300 38

homeless charities 
manchester

201 500 248.0 30

homeless in london 201 500 440.0 39

homeless charity london 201 500 442.0 42

homeless charities 
london

201 500 442.0 41

helping the homeless 501 850 845.0 35

homelessness 2901 4300 3264.0 63

homeless shelters 2901 4300 4005.0 41



On-page SEO



Key elements & definitions

● On-page SEO – the SEO elements you control on the webpage, or 
the code: I.e. content, headlines and headers, image optimisation, 
title tags, meta descriptions, structured data, and more.

● Off-page SEO –  generating exposure for a website through 
other channels – website promotion, such as social media, 
backlinks, and PR efforts. 

● Technical SEO – specifically under the hood: more technical 
aspects such as crawling and indexing, reclaim lost links, site 
architecture.



Content
■ Content audit:

■ Expertise, authoritativeness, and 

trustworthiness (EAT) 

■ Update/change irrelevant/redirect

■ Build on skyscraper content

■ Keyword cannibalisation

■ URL structure



Content on-page



Title tags

■ Key part of what Google 

searches first

■ The most important thing to 

get across about this page



Meta descriptions

■ Are not a ranking factor

■ Emotional hook

■ The ‘convincer’ 



Header tags

■ H1: main keywords and subject matter, what 

the overall post is about.

■ H2: sub headings to break up content

■ (H3: subcategories to further break up the 

content, making it easily scannable.)



Optimise images (alt tag/text)

■ The written copy that appears in place of an image on a 

webpage if the image fails to load on a user's screen.

■ Helps screen-reading tools describe images to 

visually impaired readers

■ Allows search engines to better crawl and rank your 

website.

■ A better user experience for your visitors



Linking

■ External links (open in a new tab)

■ Show Google how your content relates to other pages

■ Value to your readers

■ Build (existing) relationships with other sites

■ Internal (cross) links

■ Strengthens content and UX (onward journey)

■ Avoid orphan pages



Structured data



Relevancy & 
UX examples



https://www.moneysavingexpert.com/savings/savings-accounts-best-interest/



https://www.moneysavingexpert.com/savings/savings-accounts-best-interest/



https://www.bbc.co.uk/news/uk-66362004



https://www.bbc.co.uk/news/uk-66362004



https://rnli.org/support-us/give-money/donate



Further SEO thoughts



Things to note
SEO is also affected by Page & Domain Authority, number of other sites that link to your page/site

■ Does not work overnight – can see uplift quickly, but can take months to rank.

■ Doesn’t build a brand alone, but builds equity

■ Helps grow authority: earn links and engagement – with conversions, clicks and actions on your 

website

■ Generic terms vs branded search

■ Helps you answer the searcher’s query – do NOT give them an option to click the back button

■ Ideas: research, FAQs and alternative routes to end customer 



Some tools of the trade



Thank you for your time.

● www.authenticcomms.co.uk

● Adam@authenticcomms.co.uk

● https://www.linkedin.com/in/adamdriver1/

● https://twitter.com/adamdriver85

● One hour course: SEOhhh™: the sound when clients get SEO

Get in touch if you have any questions:

http://www.authenticcomms.co.uk
mailto:Adam@authenticcomms.co.uk
https://www.linkedin.com/in/adamdriver1/
https://twitter.com/adamdriver85
https://www.authenticcomms.co.uk/seohhh-seo-workshop-course

