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Section 1

JUMPING IN
The internet is amazing.
It has completely changed how we
work, who we work with and how our
businesses have developed.
But as a business owner, it’s not
always straightforward. In fact, it can
be downright confusing and an
impenetrable mess of acronyms, tech
language and buzz words.
That’s why we created Construction
Sites as part of our digital marketing
agency called Shake & Speare.
We believe that websites, search
engines and their kin should all be
understandable.

No doubt, you know that you need a website and why. But you’re looking for answers
to questions like:
Why isn’t my website on Google?
Why aren’t people finding my site?
Why are my competitors higher than me?
This guide will answer those questions and more.
First off, we’ll start by simply explaining what it all means.
After that, we’ll share the impact this can have for your business.
Finally, we’ll discuss what you can do to help yourself and how we can assist.
We’ve written this guide in plain English and have explained any technical terms that
we use.
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Section 1

WHAT IS
SEO?
SEO is talked about a lot, but what
does it mean? It’s one of those
acronyms that gets thrown around
by anyone who is in the web business
but rarely is it actually defined.
SEO = search engine optimisation.
That’s great, but it doesn’t actually
explain what it is…
Put simply, SEO is the process of
making your website look attractive
to Google. And what happens to
websites that look more attractive
to Google? They rank higher, and get
visited more often!
Google is, first and foremost, a
service provider. It has one job and
one job only, which is to provide the
user with information based on what
they are searching for.

If Google doesn’t do that, or offers bad information,
then it’s failing at its job and could potentially lose
customers.
Google has therefore developed incredible
algorithms and artificial intelligence that examines
websites and their content.
It then ranks them according to how relevant it
thinks a site is when compared to what the person
has searched for.
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An example
A user searches for “demolition
in Bristol”
They receive 4,670,000 results
within 0.46 seconds.
Google’s ranking system will
prioritise those results that it deems
best match that users’ request.

In this instance there’s a location
tag included in the search (‘Bristol’)
so it has pulled through a map.

Scroll down and you receive the
standard text results.
These are the businesses and
websites that Google thinks will
give their user the best information
and experience.
The million dollar question?
How can you get into that first
list or, as is more usually the
question, how can you get to
the top?
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SEO IS THE KEY TO
GETTING YOUR
BUSINESS FOUND
ONLINE.
Conducting SEO is the process of optimising
your website for search engines (in this case
Google).
The aim is to make your site attractive
enough that Google puts you higher up the
ranking!
Ignore SEO and you’re wasting the potential
of your website.
People who might want your services simply
won’t be able to find your business, or will
have picked someone on the first few pages
of search results before their attention span
ran out.
Investing in SEO means investing in your
business. The more attractive your site is to
Google, the more likely it is to be found,
meaning more potential clients visit your
site and more clients get in touch.

There are many ways to improve the SEO of your website, including:
Using keywords effectively
Improving on-page features like headers embedded in the text, compressing images
and titling links correctly
Improving page load speeds
Building links to your website from other, trusted websites
Designing and using an effective content strategy
We will look at all of these methods of improving SEO in more details in section three
of this guide.
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Section 1
FEATURES OF A GOOD WEBSITE
The following is something of a crash course in what constitutes a good website.
By good we mean a functioning, usable and informative site that Google will
love.

Design
The overall design of your website is
incredibly important. You want it to
incorporate a variety of features but it
must, above all, make it easy for the
user to use.
Your website should be pleasing to the
eye, as naturally the human brain is more
likely to spend time looking at something
that it deems to be attractive.

Use images, font and layout to draw the
eye to the key points on the page and
encourage your users to enjoy their time
whilst browsing your site.

Don’t spend weeks agonising over this, however.
Keeping it simple with a few striking images is usually more than enough.
Overload it with flashy features and animations and you’ll have a website that takes
forever to load. This is not a good thing - see the later section on page speed!
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FEATURES OF A GOOD WEBSITE

User Experience, or UX
This is all about the ease of navigation around your site. If it takes effort to travel
around your site or your users get stuck in a maze of links, then they’ll leave and
you’ve lost their custom.
Here are a few tips on how to make your site user-friendly:
Build your site to follow a logical navigation structure. It should look as simple as
something like this for a small business:

For larger businesses you might have some cross-over between sections but it should
still look simple and not like a plate of spaghetti…
Make sure buttons and menus etc are in logical places where customers would expect to
find them
Ensure that contact forms are simple to use and not laborious!
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FEATURES OF A GOOD WEBSITE
The Words on Your Site, aka Your Copy
‘Copy’ is a term used for the words on your site.
The copy needs to make sense to the user. It needs to be engaging and it needs to
make sense.

The style of writing that you use on your site is incredibly important- it is, after all,
your company voice.
Avoid grammatical errors and spelling mistakes like the plague.

They give an unprofessional look immediately and will put off a great deal of
customers.
Speak to your customer in a way that they understand. Many of our clients ask us to
rewrite their pages to make sure that their customers connect with the message on
their site and can find the information they need.
There is little point writing out reams of technical talk if Joyce down the road won’t
understand it. Always write with your end user in mind.
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FEATURES OF A GOOD WEBSITE

Your Services - What is it that you do?
It might sound simple, but you really do have to spell out exactly what you do. Not
just for your users but also for Google.

By explicitly explaining your services in simple detail, both your customers and the
search engines will have a clear understanding of what you offer.
When Google ‘crawls’, or searches your page, it’s looking for information.
Specifically it’s looking for keywords and features that point it towards useful
content.
Include these keywords and features within content/copy so that you create a great
user experience.
You’ll be ticking a lot of boxes.

PAGE 11

FEATURES OF A GOOD WEBSITE

Mobile Users - The Growing Horde!
When you design your site it’s imperative that you optimise your site for mobile
users.
Mobile users now make up the majority
of web traffic around the world,
meaning that your website is far more
likely to be visited by someone on their
mobile than on any other device.
Most people will design their website on
a desktop computer and it’s easy to
forget about mobile.
But, failure to optimise your site for
mobile phones is a huge potential loss in
terms of users on your site.
Plus, as with most things in this list,
Google will punish sites that perform
poorly on mobile.
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Section 2

WHY IS YOUR WEBSITE
IMPORTANT?
First impressions count
It’s an age-old saying but it still rings truefirst impressions count.
Nowadays though, the first impression that
people get of your company isn’t you, and nor
is it the people in your business...
...It’s your website.
What’s the first thing that most people do
when searching for a product, service or
information?
They Google it.

No longer is the face of your company just you and your team. Your website is your ‘shop
window’, and should be regarded as a member of your team and therefore accountable.
If it’s slacking then it’s probably time to have a word and get it back up to scratch. If you
don’t, then it could drag your business down and provide a negative face for your
company.
Generally, people are becoming less and less keen to pick up the phone, at least in the
first instance, and instead will come to your website.
The internet and especially Google is now the first place that everyone goes when
searching for information, and customers will judge your company as soon as they land on
your website.
Your job is to make them feel confident and positive about the services you offer.
Your site needs to make your customer trust you, understand your brand and speak to
them on their level.
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WHY IS YOUR WEBSITE IMPORTANT?

Keeping your customers happy
Hopefully customers have landed on your website! Well done for investing in SEO.

Now that they’re on your website, however, you have to make them want to stay.
This comes through your design, user experience (UX) and content.

If they don’t like what they see then they’ll leave, and that’s a potential customer
gone.
Even worse, if your website is so poorly designed or looks so outdated they may
actively discourage people from visiting or using you!
Google looks at how
long users stay on your
page.
They use data that they
call the ‘Bounce Rate’ to
understand if users are
turned off by your site
immediately, and this
directly impacts your
ranking.
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WHY IS YOUR WEBSITE IMPORTANT?

The importance of ranking high
You can dedicate lots of time to making your website look fantastic and providing a
great user experience, but without an SEO strategy it will end up being a fruitless
mission.

The image below is pretty much the only illustration you’ll need to understand the
importance of ranking on the first few pages of google search results.

The first result on Google gets 37% of all traffic. The second gets 13% and the third
gets 10%, and so on. That’s 60% of all traffic going to the top three results!
By the time you get to page two, position 11, the percentage of people clicking
through to your site is hovering around 2.5%.
Beyond page three and your company may as well not exist online.
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Section 3

GOING IT
ALONE?
An SEO Checklist
If you feel confident enough to
tackle your own SEO then you’ll
need some guidelines, and we’ve put
together a list to help you.
This list relates to what we call onpage SEO. That means the features
of SEO that you can change and
affect on individual web pages, in
order to rank higher and get more
relevant traffic from search engines.
Everything that you put on a page is
incredibly important!

Before you get started you’ll need to work out what your keywords will be.
These are the words that you think people will be searching for, when you want your
company to pop up in the search results.
You can choose your own, which is something of a shot in the dark, or you can use
online tools such as Google’s Keyword Planner, to see search trends:
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THE 6 FACTOR

The Must Haves
Essentially, there are 6 key features to
your on-page formatting that have an
influence on SEO:

Your URL and Meta Description
Your Page Title
The headers used on the page
The ‘body text’ (the text on the page)
The images
The links

These items must all be optimised through keywords and written in specific ways.
Put simply, you should ensure that your selected keyword features within each of
these sections.
This is, unfortunately, the tip of the iceberg in terms of formatting optimisation and it
would take another guide entirely to explain each of these features in depth...
In lieu of that guide we’re happy to meet for a free consultation to explain the in
depth and see where you’re at already.
Chances are you’re some way down the road!
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SECTION 3 - SEO CHECKLIST

Page Speed - How fast is fast enough?
This is the next biggest factor in on-page
SEO.
Alongside all of the text, formatting,
images and links that you create, you’ll
also need a page that’s quick to load.

Don’t underestimate the importance of
page speed load times. Each second
longer that it takes for a page to load
means a higher chance to lose a user.

The majority of page speed fixes
require input from a web
developer who will specialise in
the coding of your site and will
know how that can be optimised.
You, however, can help by making
sure that your site isn’t crammed
full with items that take a long
time to load.
Items that can slow down you page include:
Uncompressed large images
Flash files
Heavy HTML - animations etc
Certain embedded videos
If you’ve looked at all these factor and your page is still slow to load, seek expert help.
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SECTION 3 - OFF PAGE SEO

Growing in the Virtual World
This is where your website helps your
business to grow through interactions with
your customers, other businesses and
friends.
A great way to get Google to build their
trust in you fast is to build up a catalogue of
great links to your sites from other,
relevant, trusted sites- these are called
backlinks.
A backlink is simply a link from someone
else’s website to yours.
For maximum impact, any old link won’t do.
You can’t go making a hundred brand new
websites and pack them full of links to your
site. Google hates this.

In fact, they hate it so much they’ll apply a
penalty to your website and throw you
right down the rankings or worse…

A great backlink comes from the website of a
trusted, well-established business that ranks
high on Google in its own right.
This all helps to build your ‘domain authority’
- another way of measuring how much Google
trusts you.
You’ll gain more kudos from Google if a site
with an already high domain authority links to
you. Especially if it’s someone like the BBC or
major news outlet- that’s the holy grail!
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SECTION 3 - CONTENT STRATEGY

Giving Continued Value to Users
When we talk about ‘content’ we basically means everything that you put out into the
online world.
That might be via social media (LinkedIn, Facebook, Twitter etc), your website or
even in print.

A content strategy is a way of managing that content so that it works for you and
your business to attract new customers or engage with your current audience.
Content can come in many forms:
Articles and Blogs (our main focus in this section)
Videos
Infographics
Photo albums
Case Studies
Checklists and help sheets
Social Media updates and interactions
Viral memes etc

Blogging or article writing is by far the most popular element of a content strategy and
with good reason:
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SECTION 3 - CONTENT STRATEGY

The Value of Writing
Writing articles is your opportunity to become an authority in your area. Your voice
becomes the leading one in your field and you can quickly gain traction in different
circles.

Let’s say that for example you run a company that offers painting and decorating.
You decide that within your content strategy you’re going to target new parents:
So you write a piece all about unique and
exciting ways to decorate a nursery.
The page includes great pictures, perhaps
even of your own work, and is well written
with engaging style and tone.
The piece grows in popularity and is shared
between parents on social media.
Before you know it your users are doing your
marketing for you and traffic to your site is
growing.

Your brand awareness is ever increasing
and clients begin to think of you before
others when it comes to painting and
decorating.

That’s a winning strategy.
The best thing about this style of strategy is that once it’s out there, it’s always out
there. People will continue to find your piece and perhaps share it.
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SECTION 3 - CONTENT STRATEGY

The Two Styles of Writing
There is a difference between styles of content writing. We like to summarise it into
two simplistic sets:
Egotistical Content and SEO Content
The first, ‘egotistical’ content, is all about you. It might be a story,
a recent project or a Facebook status stating that you were really
cold today.
A piece like this will very rarely feature in search engines but it is
the friendly, welcoming face of your company. It makes you sound
more human, and people like that!

It has no use for you in terms of ranking but is useful in its own
right in terms of building trust and loyalty in your business.
The second, ‘SEO’ content, is written with
the sole purpose of bringing more people to
your site.
Imagine that you are on a fishing boat.
You throw out one net - your homepage with the hope of catching fish.
You’ll bring in some fish, sure, but lots went
straight past the net.
So you throw out another net - an article titled “The 10 most amazing nursery decorating
styles for 2019”
This net will bring in people searching for nursery decorating styles.
Then you throw out another net - titled “The pros and cons of decorating your kitchen in light
colours”, and you’ll bring in a whole different set of people searching for kitchen decorating.
Adding another net increases your chances of catching more fish, or attracting more visitors
to your site.
Finding a healthy balance between these two different content styles is important. Used
together they can be an incredibly powerful tool to increase your business.
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SECTION 3 - ORGANIC VS PAID GROWTH

The Two Different Beasts
There are two ways that the traffic on your website can grow.
Organically growing your traffic means simply relying on all of the above and waiting
until it works. Organic growth can take months, if not years to build momentum. It all
depends on the time and effort that you put into it.
There is also no guarantee that you will reach that top spot, the top 3 or even the
front page. Committing fully to SEO and a content strategy is the best chance of
achieving this.

If you invest in a decent content strategy and have a dedicated person responsible
for acting it out then the time will reduce.

Paid growth is where you use a paid advertising service to rank higher in
search engines or via social media.
The results of a paid advertising campaign can be immediate but rely on a
series of other factors to be successful:
The relevance and quality of the content on your page
The quality of the user experience on your page
The amount of budget you’re willing to spend
Your competitors and what they’re doing
There’s a lot to think about and consider, but with appropriate strategy
and focus paid growth can be an incredibly fruitful method of finding
business quickly.
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PAY-PER-CLICK OR PPC

Jumping the Queue
PPC is a form of paid advertising and gives
you the power to jump to the front of the
queue (the top of pages) for a fee.
This might panic those true hearted Brits
out there who love a good queue, but in the
dog eat dog world of online marketing it can
be well worth the investment.

Google AdWords vs Facebook
There are two main platforms for online
advertising related to construction and
trade companies.

Google AdWords
Displays results related to the keywords that a user has searched for
You bid an amount to pay Google to show your advert
Google shows your advert when users type in a specific term
Your adverts can be at the very top or bottom of page 1.
Google will only show ads that are linked to great websites and great content, after all
they are still a customer service based company!
You can pick text only or image ads.
Search network ads are only shown on Google and are purely text (for the most part)
Display network ads can be image based and are shown on Google’s partner websites
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PAY-PER-CLICK OR PPC

Facebook Ads
You create a visual ad based around a
picture or video with a textbox and a link
to your site
You set a daily budget amount and
timescale
Facebook shows your advert to users in
the demographics and locations that you
choose
You can set your audience based on their
search history and interests
Ads can also be shown in Messenger and

Instagram

Both of these are great options but require a lot of set up, management and time.
Most importantly, they also can spend a lot of money quickly.
This is a very simple breakdown of how these two companies charge for their
services but there are many other methods/styles of adverts that they offer.

Put Simply:
Google will charge you per click on your advert, and the amount they charge
depends on the popularity of the keyword.
Facebook will charge you based on how many people see the advert and how many
interact with it.
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Section 4

A CASE STUDY
Clear It Bristol approached us in the
summer of 2018.
They had spent good money on a
website two years ago and were fed up
that it wasn’t appearing on Google and
wanted to know why.
When conducting research we found
that for their focus keyword demolition
in Bristol they were appearing on page
9.

Page 9 means you don’t exist onlineremember the section about the
importance of ranking highly!

Our audit found that:
Their website was somewhat drab, dull and lacked any engaging copy or
information.
The images were black and white and barely related to the subject, whilst
lacking any tagging or appropriate naming.
There were no internal links to help users navigate the site, only a menu
that didn’t work properly.
There were no customer testimonials so there was little trust.
There was no keyword focus to any of their pages.

After a brief, free consultation it was agreed that a whole new website was required.
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Section 4
CLEAR IT BRISTOL'S
NEW SITE
We were able to deliver a new 8 page
site that was bright, vibrant and
engaging and fully optimised for SEO.
After 10 days they were ranking on
page 2 or 3 for the keyword, demolition
in Bristol.
Organic leads are coming in and
customers are beginning to use the
online contact form to request quotes.

It’s still early days for their new site
but as their content strategy develops
and their domain authority (how much
Google trusts the site) grows, so will
their ranking in search engines.
We're excited to continue working
with Clear It Bristol to deliver a
continued content strategy and build a
series of PPC campaigns.
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Section 4
THE FUTURE OF SEO
SEO is an ever changing world.
Google is developing its services each
and every day, and every day its
services are becoming more and more
sophisticated.
In order to stay on top, and to stay on
top of the rankings, you’ll need to stay
right up to date with the latest changes
and adaptations.
Expect trends to completely change in
2019, 2020 and beyond!

Bear in mind that the world of online advertising and promotion is a still a new area
in relative terms.

But is one that has incredible power to put you in touch with customers present
and future.
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If this all sounds interesting and useful but you’re not sure where to start, how to start
or want to start but want someone else to take it off your hands… then get in touch!
We’ll be more than happy to have a free consultation, with a cup of tea on us.
We can look at your website in advance and be ready to answer any questions you
might have.
If you have any more questions, are interested in what we can do to help, or just want
to chat about your website and search engines then drop us a line:

Email: enquiries@shakeandspeare.com
Phone: 07815563707
Twitter: @ShakeandSpeare

Looking forward to hearing from you

Email: enquiries@shakeandspeare.com
Phone: 07815563707
Twitter: @ShakeandSpeare

