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E-COMMERCE BASICS

“Hello, World”

Search Engine Submittal

and Optimization Basics
Brent Buford

RESOURCES

bigcommerce.blogspot.com

•PowerPoint Presentations

•Handouts

•Useful links

•Questions and answers
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DEFINITIONS

• Title tag

• Alt tag

• Meta tag

• Pay-per-click

• Search Engine

• Search Results

• Natural Results

• Keyword

• Crawler/spider

SEARCH RESULTS BREAKDOWN

Keyword

Pay per 

click

Natural

results

Pay per 

click
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OPTIMIZING YOUR SITE

• Search engines are the

arbiters of what gets seen

and what doesn’t

• Massive industries exist

solely to fool or game the

search engines

• Good practices will get

you decent results

SEARCH ENGINE

MARKET SHARE



BIGAustin Small Business E-commerce Monday, September 17, 2007

Presented by Brent Buford,
brent@eblox.com 4

SUBMITTING YOUR SITE

• http://search.yahoo.com/info/submit.html

• http://search.msn.com/docs/submit.aspx

• http://www.google.com/addurl/?continue=/addurl

• http://freewebsubmission.com/

LOCAL LISTINGS

• Google: Automatic

• Yahoo! Local: listings.local.yahoo.com

• Windows Live Local (local.live.com): infousa.com

• Ask City (city.ask.com): Automatic
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WHAT SEARCH ENGINES LOOK FOR

•Content

•How often a site is linked to

•How often a site is clicked to

•The variety of locations from

which a site is clicked to

WHAT SEARCH ENGINES CALCULATE

•Relevance (formulas)

•Ranking (relevance +

clicks)

•Quality (secret)
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BASIC OPTIMIZATION: CONTENT

•Quality, specific, relevant
content

•Avoid excessive keyword
repetition

•Keywords more effective in
context

FINDING YOUR UNIQUENESS

Team T-shirts and

Competitive Sports

Apparel

T-shirts and Athletic

Clothing

Clothing

Natural Handmade

Herbal Soaps for

Sensitive Skin

Natural, Handmade

Soap

Soap

Women’s Modern

Leather Designer

Shoes

Women’s ShoesShoes

BESTBETTERGENERIC
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BASIC OPTIMIZATION: TAGS

•Punchy, specific title tags

•Short, non-repetitive keyword
tags

•Short, specific meta
descriptions

•Descriptive ALT tags for images

BASIC OPTIMIZATION: LINKING

Create as many

legitimate links to

your site as

possible from as

many different

sources as possible
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BASIC OPTIMIZATION: QUALITY

• The secret formula

• Quality is easier to

explain for what is

isn’t than for what

it is?
QUALITY IS NOT:

• Repetitive clicks from single

sources

• Keyword repetition

• Redirection pages

• Landing pages

• “Below the fold” stories
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IMPROVING YOUR RESULTS

• Get a link on a popular site

• Get your friends and family

to visit your site

• Get links from blogs

• Get links from directories

and local listings

• Get links from groups

THINGS TO AVOID

• Anyone who promises“guaranteed” natural results

or uses any of these techniques:

– Invisible text

– Cloaking

– Redirects

– Doorway pages

– Automated queries
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GUERILLA SEO

• User-generated

content

– Blogs

– Reviews

• Social networking

• Press

USER-GENERATED CONTENT

• Wikipedia

• Yelp!

• Insiderpages

• Angieslist.com

• Judysbook.com
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NETWORKING

• LinkedIn.com

• Facebook.com

• Plaxo.com

• MySpace.com

SEO RESOURCES

www.seomoz.org/blog

www.mattcutts.com/blog/

www.google.com/

webmasters/guidelines.html
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WEB MARKETING: ADWORDS

• Convenient

• Simple budget control

• Great for improving

visibility

• Great analytics

• Very expensive for

common terms

MAKING MONEY WITH CONTENT

• Google Adsense is the
dominant player

• Sign up is simple

• Google automatically
inserts ads relevant to
your content

• If you have a content
“Destination” adsense
can mean big money
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ADSENSE

• Integrated directly with blogger.com

(which Google happens to own)

• Simple code to insert on any other site

• You can choose the style and format

of ads

• You have no control over the ads


