
This is video 1.1a in the online course:

Learn SEO Copywriting

Module 1:
An introduction to SEO copywriting



What we’ll cover in this session

• What Google looks for and how to write 

optimised copy

• On-page vs off-page SEO 



What Google cares about? Relevance

• Google’s primary purpose is to serve 

relevant results to their users

• It all starts with words typed into a box

• Search query



What is a search query?







What does Google care about now?



YMYL websites

• Websites that allow visitors to purchase:

– products or services 

– pay bills 

– transfer money from one institution or 

person to another



YMYL websites

• Sites providing information about:

– taxes 

– investments 

– buying insurance 

– planning for retirement



YMYL websites

• Websites offering medical information 

or advice about:

– diseases

– drugs 

– mental illness 

– treatments



YMYL websites

• Legal websites offering information or 

advice about any legal topic such as:

– wills 

– divorce

– child custody

– personal injury



SEO techniques - black and white



Black hat SEO

• The use of aggressive SEO strategies, 
techniques and tactics 

• Focuses only on search engines and not 
a human audience

• Usually does not comply with search 
engine guidelines



White hat SEO



Keyword stuffing

• Keywords are loaded into a web page's 

meta tags, visible content, or backlink 

anchor text in an attempt to gain an 

unfair rank advantage in search engines



Keyword stuffing



Organic vs paid search



3 types of searches



Go/Know/Do



1. Navigational (Go)

• The user is looking to reach a particular 

website

• There's only one likely destination that 

they're looking to reach



1. Navigational (Go)



2. Informational (Know)

• The user is looking to find out a specific 

answer



2. Informational (Know)



3. Transactional (Do)

• The user wants to get to a website 

where there will be more interaction, eg

buying something, downloading 

something, signing up or registering etc



3. Transactional (Do)



Short tail - coffee



Short tail keywords (head terms)

• Commonly used words: 

– House paint

– Coffee beans

– Running shoes



Benefits of short tail

• Tend to be around 2 - 3 words

• People search for these terms more 

often than ‘long tail keywords’

• They bring in more traffic and are 

therefore more desirable (sometimes)



Benefits of long tail

• ‘Can I use exterior paint on interior 
walls?’

• ‘What are the strongest coffee beans?’

• ‘What are the best running shoes for 
pregnant women?’

• More targeted



Benefits of long tail

• Easier to understand a searcher’s user 
intent  

• Web page more relevant to what people 
are searching for

• Delivers qualified buyers/boosts 
conversion rates



Benefits of long tail

• Less competition – long tail keyword 

phrases are less popular  

• Lower search volume of these terms

• More chance of being found



Focus on user intent

• Must have an understanding of your 

audience

• Once you grasp what your target market 

is looking for, you can create more 

relevant content to suit them



Matching user intent with content



Google Algorithms



Why is this good for copywriters?



What to look out for



Two types of SEO

• On-page:

– elements in direct control of the publisher

• Off-page: 

– elements influenced by readers, visitors or  

other website publishers



500+ factors – see handout









Our focus?



Our focus?

• Mostly on-page factors

• Some off-page factors

• Copywriting elements related to creating 

trust, content and user engagement



On-page factors



On-page factors



On-page factors



What do they all have in common?



What do they all have in common?



What do they all have in common?





This is the end of video 1.1a in the online course:

Learn SEO Copywriting

Module 1:
An introduction to SEO copywriting


