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SEO
What is the missing piece?
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About me
•      Designer - graphic design - 30+ years

•      Web design since 1998

•      WordPress since 2010

•      Design agency

•      WordPress training

•      White label freelance design

•      Blue chip brands

•      Websites for international life sciences
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Search Engine Optimisation. Get the basics right first. 

Your quick start guide to e�ective SEO with WordPress.
July 2017.

View the presentation on: wp-northeast.co.uk/blog
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SEO
Get the basics right first
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SEO
Beyond the technical



What people 
usually talk about
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WordPress SEO



What should you populate this with?

Why does it make a di�erence?
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User First SEO
You can spend a lot of time considering Google algorithms, sitemaps, and backlinks.

You can lose sight of why you are doing it.

To provide useful information to your human visitors.
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3 key questions...
User First SEO
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#1 Who is your market?

#2 What are their problems?

#3 How are they talking about it?
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#1 Who is your market?
Bookkeeping example

• Start up business

• Established and growing

• High growth

• Enterprise

• Demographics

• Level of education

• Geography

• Background and responsibilities



#1 Who is your market?
• Demographics • Gender

• Age

• Vocation/profession
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Bookkeeping example



Bookkeeping example

#1 Who is your market?
• Level of education

  and voice and tone
• Di�erent reading experiences

• Academic, accurate, formal

• Light hearted, sense of humour

• Casual or enthusiastic

• Critical thinking, trust, values

• Serious or di�icult topics
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Bookkeeping example

#1 Who is your market?
• Geography • Local SEO

• Use Local Keywords

• International - di�erent word use

• Grammatical Di�erences

• Location-Centric Content 
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Bookkeeping example

• Background and

   responsibilities
• Are they the end user or buying for someone else

• How do you create trust

• Do you need to educate them first 

#1 Who is your market?
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#2 What are their problems?
• Start up business - lack of knowledge

• Established and growing - how do they move forward

• High growth - what do they need to do right now

• Enterprise - they need a large team to help them

Bookkeeping example
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#3 How are they talking
      about it?

• What terminology do they use - words, phrases, industry specific terms

• Where is there community

• Who do they look to for trusted advice

Bookkeeping example



Clearly define 
who you are 
talking to
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It could be a few di�erent
types of people
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• Start up business • Established and growing • High growth • Enterprise

Bookkeeping example



Complete your audience profile
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One of our examples



• Tone of voice guide

• Content or service pages tailored to each audience type

• Imagery that resonates with the visitor

• Supporting content that aims to answer their questions

We can create
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Latest Google update

https://developers.google.com/search/blog/2022/08/helpful-content-update

Google is changing the way it evaluates content, using machine learning to 

decipher whether content is actually "helpful" for a user. 

Helpful content update - August 18, 2022



What is Google looking for?
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Original, helpful content written by people, for people, in search results

•      Quality of your content

•      Quality of the experience
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What does this mean
for your website?
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Quality of content

A�er reading your content, will someone leave feeling they've learned enough

about a topic to help achieve their goal?

•      Does your content directly speak to specific audiences?

•      Does the imagery mirror your audiences?

•      Does your website incorporate the words that specific audiences use?



Quality of experience

Will someone reading your content leave feeling like they've had a satisfying experience?
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•      Does a visitor instantly understand what you do and how you help?

•      Is it easy for them to navigate around your website content?

•      Is it easy for them to understand how you help them?

•      Is it a pleasant experience overall?



Searcher Intent

Informational keywords Navigational keywords Commercial keywords Transactional keywords 

Implementing an intent-based strategy, types of keywords.

Searchers looking for an 
answer to a specific 
question or general 
information.

Searchers intending to 
find a specific site or page.

Searchers looking to 
investigate brands or 
services.

Making a decision to 
convert to a customer

Considering your brand 
and developing an 
interest

Becoming aware of 
your brand

Searchers intending to 
complete an action or 
purchase.

What steps does a prospect take on their journey to becoming a customer.

When we take into account the buyer’s search journey we can include content topics and the words they use across this journey on your website.

User profiles matter
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Compelling titles and headings.

Ad man David Ogilvy has been quoted as saying –
“Unless your headline sells your product, you have wasted 90% of your money”
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Putting it all togetherExamples



Titles, headings - 
Don’t do this

bookkeeping services Affordable Bookkeeping Services for 
Newcastle Start-up Businesses

5 Essential Bookkeeping Services for 
High Growth Newcastle Businesses 

Experienced Bookkeeping Team 
Helping Newcastle Enterprise 
Businesses to Rapidly Scale
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Examples
Titles, headings - 
Do this

Putting it all together



Affordable Bookkeeping 
Services for Newcastle 

Start-up Businesses

5 Essential Bookkeeping 
Services for High Growth 

Newcastle Businesses 

Experienced Bookkeeping 
Team Helping Newcastle 
Enterprise Businesses to 

Rapidly Scale
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• Start up business • High growth • Enterprise

Bookkeeping example
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Technical SEO

Human SEO

Recap.
It’s all about balance.



Recommended Reading
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Sources:

• SemRush

• Google

• Search Engine Land

• Search Engine Journal



web |  seo |  branding |  print c r e a t i v e

@arttia

@wordpressNE

Thank you
Any questions?


