
This is video 2.3 in the online course:

Learn SEO Copywriting

Module 2:
Structuring and writing effective 

SEO content 



What we’ll cover in this session

• What is a landing page

• What is an ‘SEO-friendly’ landing page

• Using keywords, header and image tags 

on landing pages



What we’ll cover in this session

• Creating backlinks 

• Landing page examples

• How to optimise a PDF for SEO 



What is a landing page?

• A page where your visitors ‘land’ (arrive) 
from other sources, such as search 
engines or social media

• It’s optimised to evoke a certain reaction 
from the visitor, such as buying a 
product or subscribing to a newsletter









What are SEO landing pages?

• SEO landing pages are optimised for 
search engines  

• They have features that make it 
particularly appealing to the algorithms 
that decide whether or not a page is 
valuable to searchers



Should I optimise landing pages?

• Every time you publish a new landing 
page, you’re adding one more indexed 
page on your website

• More opportunity to show up in search 
engines and drive traffic to your website 
via organic search



Should I optimise landing pages?

• People who find landing pages through 

search engines tend to convert at a 

higher rate because they’re already 

actively looking for information on the 

topic your offer covers



What is a ‘SEO-friendly’ landing page?

• It means you’ve optimised 

– the title tags, the headline, the URL, and 

other parts of the page…

– …for a target keyword to tell Google to rank 

your page for that target keyword



What is a ‘SEO-friendly’ landing page?

• When your content is planned based on 
keyword research and demand, your 
landing pages will be found

• The more you’re found, the higher you 
rank; and the higher you rank, the more 
you’re found



Landing page checklist

• Does your landing page pass the blink 

test? 

• Is the offer clear within 3 - 5 seconds?

• Does it have a powerful headline?



Landing page checklist

• Is there a relevant and compelling 

image?

• Is the copy clear and concise?

• Does it explain the offer and the 

benefits?



Landing page checklist

• Have you removed distractions from the 

page like external navigation?

• Did you include a privacy policy?

• Did you add social proof?



Key components of a landing page

• No navigation

• Remove all distractions

• Helps user focus on the offer











Insert keyword rich copy

• Your keywords should be peppered 

throughout your copy

• Avoid keyword stuffing

• Place them strategically on your landing 

page



How to get back links to your website



1. Create original content

• Use results, data and case studies from 

your business

• You can use data from others, but don’t 

directly copy and give credit where it’s 

due 



1. Create original content

• The more original, well-researched, and 

valuable your content is, the better it will 

be received



2. Identify influencers in your industry

• Use a combination of referrals from 

friends, online groups, and social media 

research to find the contact information 

of people who would find your content 

relevant



3. Reach out to them

• Try to get articles placed on sites where 

your target audience would ‘hang out’



An example of my article on a site



An example of my article on a site



An example of my article on a site



Not all links are created equal

• Always go for quality over quantity

• For example: a link from ‘Bill’s Dog Blog’ 

won’t do nearly as much for your SERP 

position as a link from ‘Animal Planet’ 

will



Start small

• Attempt to get links from well-known 

bloggers or blogging sites 

• Check out their blogs for more people 

to contact, and work your way up to the 

bigger influencers



















Split test

• Version A:  ‘Let me know when a 

breakthrough is available!’

• Version B: ‘Email me more info!’



The winner?

• Version B: received a 90.49% increase in 

conversions, nearly doubling the page’s 

conversion rate



The winner?

• Since the button copy was the only 

change made, these results indicate that 

it was at the root of the major 

conversion rate boost



Why Version B?

• Version A may have been too long?

• Passive?

• More value in receiving additional 
information about the product rather 
than a reminder for the product’s 
release



Compelling button copy

• Don’t use ‘submit’ – too vague

• Be more specific

• Tell them what they’re getting



Mobile SEO – see Google Webmaster Ref



How to optimise a PDF



How to optimise a PDF

• PDF stands for ‘portable document 
format’ 

• Eases the sharing of documents 
between computers and operating 
systems

• There was a myth that Google found 
PDFs impenetrable



How to optimise a PDF

• Google, (as the story is told), could not 

decipher the contents of a non-HTML 

document

• That myth has since been dealt with by 

Google



How to optimise a PDF

• Google first started indexing PDF files in 

2001

• Have their own tag in SERPs 

• Alerts users that it’s a PDF



PDFs are tagged



How to optimise a PDF

• Optimising PDFs for SEO remains a 
largely untapped opportunity

• Google can crawl, index, and rank the 
documents 

• Often contain a large amount of rich 
content that Google is able to index



10 ways to optimise a PDF

• Requires a slightly different set of rules

• The framework is broadly the same as a 

typical SEO approach, but the details 

differ in some crucial ways



1. Conduct keyword research  

• Conduct some keyword and competitor 
analysis before renaming the file 

• Use a phrase that is in line with user 
demand

• Capitalise the first letter of each word 
and separate words with hyphens



2. Choose the file name carefully

• Don’t save the file as whatever is 

automatically suggested

• Choose a name that is SEO optimised

• Consider the SEO impact this can have 

on essential factors like the page URL



Rename the file with keywords



3. Link to the document internally

• Although these documents are typically 

high-value assets (eg surveys or reports), 

they serve a specific use

• They aren’t called upon as often as a 

product page, for example



3. Link to the document internally

• As a result, they often end up as 

orphaned pages within the site 

hierarchy

• Optimise the anchor text that points to 

the document internally  



4. Optimise the anchor text



4. Optimise the anchor text



5. Link out to relevant content

• Link back to your own website from 
a PDF 

• Increases the likelihood that a search 
engine will view the content as an 
important part of your site

• Your site gains authority 



6. Add a unique, optimised title

• Google treats the PDF title as a HTML 
title tag

• Therefore, this will be the clickable text a 
user sees in search results

• Think carefully about the terms you 
would like to rank for



6. Add a unique, optimised title

• PDFs typically hone in on one area of 

investigation 

• Tend to answer a long tail query

• The title and description should reflect 

that



7. Optimise the PDF meta tags



8. Compress images

• Heavy PDF files can slow down the load 
speed of a web page

• Don’t remove images just to compress 
the document

• Use JPEGmini or Soda PDF to compress 
the images



9. Break content up with subheadings

• Use subheadings to make scanning 

easier, especially for mobile

• Avoid more than 3 - 4 sentences per 

paragraph

• Use target search queries as subheads  



10. Use plain text

• Myths persisted about Google and its 

PDF ‘problem’ because so many PDFs 

are image based

• To Google, it sees images with words 

on them



10. Use plain text

• Search engines are getting much better 
at reading the contents of images, but 
text is still preferable

• Take the test - if you can copy and paste 
the text from the PDF, it is in text rather 
than image format



This is the end of video 2.3 in the online course:

Learn SEO Copywriting

Module 2:
Structuring and writing effective 

SEO content 


