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Why use web marketing? 

If you’re not online, you may as well not be in business. Here’s why web marketing is 

essential: 

1. It’s much CHEAPER than traditional forms of advertising 

2. People are already searching for your product or service – wallet open and ready to 

$pend 

3. The web is open 24/7 – the door to your business is always open 

4. Over 10 million Australians a day use Google – how many of these are looking for 

your business – and finding your competitors? 

5. Incredibly targeted marketing – geographical, demographical etc. 

6. Incredibly cheap form of market research  

7. Flexible spend on AdWords – turn off when you want to, spend more or less when 

you wish 

8. Completely trackable – measure your Return on Investment (ROI) every step of the 

way 

9. …because your competitors are already using it! 

 

Search engine results page (SERP): 

In case you’ve never realised how a SERP works, let’s have a quick run through. You get both 

paid and organic results.  

The results at the top and on the edge are the paid ads. Businesses have paid to gain this 

top ranking positions (using AdWords). You will see they say ‘Ad’ or ‘Sponsored link’. The 

cost of these ads will vary depending on the competiveness of the search term.  

All Google SERP will have 7+ links to websites that match your keyword phrase. These are 

under the paid ads and are called the ‘organic results’.  

Google may also embed news, videos or pictures which are called ‘universal search’.  
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How do people use search engines? 

Understanding what your target market is looking for is a great start to learning how to 

reach them.  

People are usually searching to ‘do’ (do something, buy something, listen to something), 

‘know’ (I need to know something, the name of the best restaurant in my suburb) or ‘go’ (I 

want to go somewhere, to a website, a physical place).  

Here’s how they think: 

1. I need to do, to buy, to go… 

2. What words or phrases should I type into Google to find this? 

3. They try these words 

4. They’ll look through the results to see if they find what they’re looking for 

5. They’ll click on a result 

6. They’ll scan the site – look at pictures, read the copy, see if you’ve answered their 

question… 

7. If they’re not happy, they’ll go back to the search results and try another site or they 

may start an entirely new search with new keywords and phrases 

This is why knowing your target market and their possible keywords are vital! 

 

What is a Googlebot? 

A Google bot is a ‘search engine robot’ that people loving refer to as a spider due to its 

purpose of ‘crawling the internet’.  

It collects and indexes documents (websites, content etc.) from the web and using 

mathematical algorithms to crawl across the internet.  

But we’ll never really know what a Googlebot is! It is Google’s trade secret, and one they 

often change so people can’t work it out. There is no way you will ever get one step ahead 

of Google! 

We can only ever take an ‘educated guess’ as to how it works. And just as we think we’ve 

got it figured out, the algorithm will be slightly tweaked which changes the SERPs… 

How does a Googlebot ‘read’ & categorise a website? 

 A Googlebot only see the text on your website 

 They rank your site by its relevant content (text) 

So if you put relevant content on your website, it will rank well! And make sure you use title 

and description tags on your images for added Googlebot recognition.  

And a good way to add content is using your blog.  
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Blog vs no blog: 

My colleague, Meri Harli did a trial using her own website of a blog vs no blog: 

 

Here are her results: 

 Site launch in April 2006 – ‘copywriter melbourne’ – page 18 

 Blog articles x 3 launched in May 2006 

 Page 1 in less than 3 weeks! 

Blogs are great for SEO. Especially if your update them regularly. This is purely the reason 

why people say ‘Content is King’ – the more relevant text on your site, the better you rank.  

 

What is Search Engine Optimisation (SEO)? 

Put simply, SEO is optimising your website for search engines so that you appear higher in 

the organic listing.  

It’s a way of improving volume and the quality of traffic to your website via ‘organic’ 

(algorithmic) search results.  

By using relevant SEO, you are making sure the ‘crawlers’ are aware of the relevance of your 

site for a particular topic.  

The higher your site ranks, the more searchers will visit.  

And of course, your ultimate goal is getting onto page 1 of Google! 

 

 



 

5 
© Australian School of Copywriting  

Does SEO matter? 

Of course it does! Business are always going to be competing with each other, and therefore 

their websites will also be competing for attention. And the businesses who know how to 

improve their site’s SEO, will get the results.  

Google is never going to die with over 6 billion searches every day and 80% of clicks coming 

from organic searches.  

So the SEO basics include: 

 Building a technically sound site  

 Choosing the right keywords and using them in your content 

 Earning links from reputable sites 

 Marketing your content and building your brand 

 

Black hat vs white hat SEO: 

When it comes to SEO, there are right and wrong ways to go about it. Let’s look at the 

difference: 

 

Black hat SEO tries to out-smart Google by various illegal SEO ‘tricks’. You’ll know an SEO 

company is ‘black hat’ if they: 

 Guarantee you a #1 organic ranking on Google (claiming to have a ‘special 

relationship’ with Google) 

 Send you emails (spam) out of the blue 

 Won’t explain what they do – usually because they’re using illegal techniques that 

could get you blacklisted 

 Promise to register you on 1,000s of search engines – so what? About 90% of people 

use Google! 

 Promise thousands of links to your site – often on poor quality sites 

 

 

White hat SEO companies play by the rules. They will: 

 Show you examples of previous work and success stories 

 Provide you with genuine client testimonials 
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 Follow Google Webmaster guidelines 

 Be honest and transparent – they will explain what they do so that you understand 

the process 

 Show you how their own site ranks well 

 Keep up to date on the latest developments e.g. how your social media feeds into 

your SEO 

 

Remember that Google isn’t perfect: 

There’s no debating that the Google algorithms are by far super advanced and will never be 

worked out by an ‘outsider’ but it’s not totally foolproof.  

Search engines will struggle with: 

 Any content behind a sign up form 

 Duplicate pages 

 Rule breakers (if they are told to stay away from your site, they will) 

 Non text content so although your site may look amazing, it may not rank as well 

 Messy sites with links that are broken 

 Slang language and uncommon terms (it’s best to be direct and to the point) 

 

Landing page vs home page: 

A landing page is any page on your website that offers a particular service or product. They 

are usually targeted to a particular stream of traffic, either from an email marketing 

campaign or a targeted ad (online or offline). 

When you set up a Google AdWords campaign, you should point it to a dedicated landing 

page that has the same keywords so people know they’ve come to the right place.  

Landing pages: 

 Have an interesting offer behind the capture form so should convert a higher 

percentage of your website visitors into leads 

 Should work to SELL your product 

 Should keep people at your site to read your engaging and relevant content  

 Maybe even ‘funnel’ them to other pages – e.g. ‘buy now’ 

 If it’s not working, you may want to experiment with different landing pages 

Why a landing page works better than a homepage: 

Most small businesses send traffic from their advertising, email or social media efforts to 

their homepage. You are likely to convert more traffic into leads of you use targeted landing 

pages.  
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For example, if you’re running a Google Adwords ad and using one of your best keywords, 

advertising how great your company is, and someone clicks through on that ad, do you want 

them to go to your homepage?  

When they land on your homepage, what do you want them to do? Your homepage usually 

has so many options that they are likely not to do anything.  

Once you’ve worked out what you want your visitors to do, send them to a landing page 

that prompts them to complete the action.  

A great landing page should have these elements: 

Here are a few tips to help make your landing page work for you: 

 Limit your navigation. You’ve got targeted traffic to your website so don’t distract 

them. Limit the number of exits from your landing page so your visitors are focused 

on filling out your form, taking you up on your offer.  

 Give the value you promised. Make sure your offer is compelling so your visitor is 

willing to give you their information in return for what you’re offering. 

 Make sure you have forms to capture their data. If you’re working hard to get people 

to your site, make sure you get their details.  

 Keep it short. People want to know straight away what value they’ll get from you. 

You’re more likely to convert visitors if you get to the point. 

 Test your landing page. If you feel your landing page is not converting, switch it 

around, try something new and test it again.  

Tips to write a killer landing page: 

1. Use your headline to let your visitors know why they are giving you their 

information. 

2. Use a valuable offer to entice your visitors to fill out a form.  

3. Use bullet points with specific benefits they’ll get from filling out your form. 

4. Use visual cues such as images to reinforce your offer to those visitors who may not 

like reading. 

5. Keep your sign up form high on the page so they don’t have to scroll to find it. 

6. Keep you sign up form short and only ask for essential information.  

7. Hide your sites navigation so they are not tempted to flick away from your page. 

8. Use engaging button text on your form such as ‘sign-up, ‘register’ or ‘download’.  

9. Use a Thank You page after your visitor has submitted the form.  

10. Always test your landing pages to see if it is converting.  
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How to get on page one of Google: 

We’ve all heard the expression ‘Keep It Simple’. It’s a lofty goal in some ways as running a 
business seems to get more and more complicated every day. 

When Ernest Hemingway coined that phrase, life was in some ways, simpler – much simpler, 
but of course, he didn’t have to grapple with computers, the Internet, search engine 
optimisation, social media and all those other tools we need to keep a business running. 
Sure, he had other problems but running a small business was not one of them. 

If you struggle with getting your site on page one of Google (SEO) and understanding the 

basics of how to do it, then you might like to listen to this interview with Ben Angel (CEO of 
Nationwide Networking/Zooba).  Tune in and you’ll get a simple, structured overview of 
what SEO is and some strategies you can apply today that will make all the difference to 
your site’s Google ranking. Here’s the link:  http://www.copyschool.com/wp-
content/uploads/2014/09/20100317_005600_687556.mp3  

 

Boost your Google rankings with these simple steps you can do yourself: 

1. Take some time to research your keywords and use these in your home and landing 

page copywriting.  

2. Don’t overload your copy with keywords – write for humans first and Google second.  

3. Create quality content that includes your keywords. A blog is a great way to update 

your content every week, every fortnight or every month. Make your site an 

information rich site that people will return to. 

4. Use high quality pictures that you have permission to use. I.e. purchase them 

through reputable sites such as istockphoto. Make sure you use your keywords in 

the description tag for the image.  

5. Make sure your site has a sitemap (ask your web developer if you’re not sure of this). 

Your site should have a clear structure and page hierarchy. 

6. Submit your website to the search engines (once again, your web developer should 

do this for you).  

7. Earn solid links to reputable sites. 

8. Promote your website everywhere you can – on your business cards, on your social 

media profiles and by using tools such as AdWords.  

 

On-page SEO Optimisation: 

Your on-page SEO optimisation includes your hosting, domain name, coding, content and 

images.  

To get a perfectly optimised page, follow these steps: 

1. Start with your title, meta descriptions and URL  

http://www.copyschool.com/wp-content/uploads/2014/09/20100317_005600_687556.mp3
http://www.copyschool.com/wp-content/uploads/2014/09/20100317_005600_687556.mp3
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2. Make sure your ‘crawlable’ (i.e. make sure you upload your sitemap to Google 

Webmaster tools) 

3. Make your content interesting and shareable 

4. Include links to your social media handles 

5. Use images to break up the text 

6. Use keyword phrases in the title, sub-title and content 

Let’s have a closer look at some of these elements: 

Your URL: 

Each page on a WordPress site will create its own unique URL depending on the title you 

use. Therefore, it’s great practice to include your keyword phrases in your titles. For 

example, if I wrote a blog on ‘copywriting for websites’, I’d want my URL to the post to be 

www.copyschool.com/copywritingforwebsites rather than 

www.copyschool/upload/id=12345.  

Your page title: 

Your title will appear in the Google search results as well as in your browser tab. Make sure 

you’ve included your top keyword near the start and limit yourself to around 55 characters 

(including spaces). Make sure it’s a unique title tag and use a different one for each page.  

Your meta description: 

This will show up on Google search results but is not visible on your actual website. You 

need to make sure it’s different to your title tag and include your chosen keyword phrase 

within it. It needs to be around 160 characters (including spaces) and write in full sentences.  

Remember that your title tag and meta description are often the first pieces your potential 

customers will read about you. Make sure they are consistent with your brand, engaging 

and selling your products/services.  

Main Heading (H1): 

Your main page heading (or your blog title) tells Google what your page is about. This is also 

known as your H1 tag. It’s ideal to use your keyword phrase here. However please 

remember that you’re writing for humans first so a click-worthy headline will beat an SEO 

‘Google’ friendly headline every time.  

Sub-Headlines (H2): 

Google will also look at your sub-headline to see what your page is about. This is called the 

H2 tag. Use different keyword phrases in your sub-headline so you don’t keyword spam 

your own page.  

 

 

http://www.copyschool.com/copywritingforwebsites
http://www.copyschool/upload/id=12345
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Body copy: 

Write your body copy in a natural, conversational style. Keyword stuffed copy is not fun to 

read and people will tend to flick off your site. As I keep reminding you, write for humans 

first and Google second. 

ALT text: 

This is used when you upload an image to your site. It helps vision-impaired people who are 

viewing your site using screen-reading software, and is another way Google determines 

what your site is about.  

Image name: 

This is the name of the image file you are uploading. Rather than having a short, abbreviated 

name such as, ‘cwriting101’, using full names such as, ‘copywriting 101’ so Google can read 

it.  

Anchor text: 

This is the visible, clickable links you have on your webpage (also called a hyperlink). Google 

will also look at these so rather than simply having, ‘Click here’, you should write the full 

version such as, ‘Download your free eBook, copywriting 101 here’.  

 

  

 

 


