
  
    
  
Summary



A full understanding of Robots Exclusion Protocol is crucial. Note
    that REP is not fully supported in the same way by every search engine.
    The good news is that the most popular search engines are now working
    together to offer more uniform REP support. The benefits of this are
    obvious in terms of the work required to address the needs of different
    search engines.
Using robots.txt to block
    crawlers from specific site areas is an important tactic in SEO. In most
    cases, you should use robots.txt at
    the directory (site) level. With the introduction of wildcards, you can
    handle common SEO problems such as content duplication with relative ease.
    Although the use of the Sitemap
    directive is a welcome addition to robots.txt, Google is still encouraging
    webmasters to add their Sitemaps manually by using the Google Webmaster
    Tools platform.
Using HTML meta tags and their HTTP header equivalents is a way to
    specify indexing directives on the page level for HTML and non-HTML file
    resources. These types of directives are harder to maintain and you should
    use them only where required.
Not all web spiders honor REP. At times, it might be necessary to
    block their attempts to crawl your site. You can do this in many different
    ways, including via coding, server-side configuration, firewalls, and
    intrusion detection devices.

Using Automation



Many tools and vendor-specific APIs are available to do custom development
    for just about any social networking site. You can also design custom
    scripts. Before you go this route, check what’s currently available
    online. Sometimes you may have no choice but to create an in-house design
    to fit your requirements.
Some of the pitfalls of custom design include the need to
    continuously monitor and modify the scripts when the host site changes its
    site structure (in case of scraper scripts). When creating automated agent
    scripts, be mindful of the target site. Create your scripts to emulate
    regular user behavior with appropriate pauses between clicks. Otherwise,
    the host sites might ban your account.
Creating a Twitter Scheduler



Many complementary tools, sites, and services are available for most of the
      social media sites. It is wise to explore what can help you achieve your
      social media strategy. You can also automate some tasks.
For example, if you are implementing a strategy for Twitter,
      instead of worrying about the steady flow of your tweets, you can create
      a simple application to send prerecorded scheduled tweets. Imagine a
      simple application as described in the use case diagram in Figure 15-4.
[image: Twitter scheduler: Use case diagram]

Figure 15-4. Twitter scheduler: Use case diagram


Creating the database



You can use PHP and MySQL to create a simple Twitter scheduler
        application to send your tweets. To create such an application, we
        will use a single database table (queue) to store some tweets. Here is how the
        queue table will look when created
        in MySQL:
+---------+--------+------+-----+---------+----------------+
| Field   | Type   | Null | Key | Default | Extra          |
+---------+--------+------+-----+---------+----------------+
| id      | int(6) | NO   | PRI | NULL    | auto_increment |
| message | text   | NO   |     | NULL    |                |
| status  | int(1) | NO   |     | 0       |                |
+---------+--------+------+-----+---------+----------------+
The queue table will contain
        only three fields: id, message, and status. The id (integer) field auto-increments by
        default. The message (text) field
        contains your tweets. The status
        (integer) field indicates whether the tweet was sent. A status value of 0 indicates that a tweet was not sent. A
        status value of 1 indicates that a tweet was sent. Here is
        the SQL fragment required to create the queue table:
CREATE TABLE `mytest`.`queue` (
`id` INT( 6 ) NOT NULL AUTO_INCREMENT PRIMARY KEY ,
`message` TEXT NOT NULL ,
`status` INT( 1 ) NOT NULL DEFAULT '0'
) ENGINE = MYISAM ;
With the database out of the way, we can create a simple
        HTML/PHP interface.

Building the interface



All we need for our interface is a simple HTML form that submits
        future tweets to our MySQL database. It would also be nice to have a visible
        list of future tweets already stored in the database. Finally, there
        should be a way to delete unwanted tweets. Figure 15-5 shows how our
        index.php file will look when
        rendered in a web browser.
[image: Twitter scheduler: Graphical user interface]

Figure 15-5. Twitter scheduler: Graphical user interface


As you can see in Figure 15-5, the index page
        is relatively simple. A database query is always called to show stored
        tweets, just below the new tweet entry form.
When you click on the Add Future Tweet button, the form submits
        the new tweet to the database, bringing you back to the same screen as
        the screen in which your newly added tweet appears on the top of the
        My Future Tweets list.

Sending tweets



We can send Twitter updates using the Twitter API. We can use PHP and curl to send
        our tweet by visiting http://twitter.com/statuses/update.xml. The following
        code fragment (sendTweet.php) is
        used to send a single tweet:
<?php

include("config.php");

mysql_connect(localhost,$username,$password);
@mysql_select_db($database) or die( "Unable to select my database");

### get the tweet
$result = mysql_query("select id, message from queue where status=0
order by id asc LIMIT 1");

$row = mysql_fetch_array($result);

### send the tweet
$curl_handle = curl_init();
curl_setopt($curl_handle, CURLOPT_URL, "$tURL");
curl_setopt($curl_handle, CURLOPT_CONNECTTIMEOUT, 2);
curl_setopt($curl_handle, CURLOPT_RETURNTRANSFER, 1);
curl_setopt($curl_handle, CURLOPT_POST, 1);

$message = $row['message'];

curl_setopt($curl_handle, CURLOPT_POSTFIELDS, "status=$message");
curl_setopt($curl_handle, CURLOPT_USERPWD, "$tusrid:$tpasswd");

$response = curl_exec($curl_handle);

curl_close($curl_handle);

// get the status message
if (empty($response)) {
    echo 'tweet not delivered';
} else {
    echo 'tweet delivered';
    ###update db status
    $mid = $row['id'];
    mysql_query("UPDATE queue SET status = 1 WHERE id = $mid");
}

mysql_close();

?>
We used a POST request
        coupled with the user credentials necessary to handle the basic
        authentication used at http://twitter.com/statuses/update.xml. Note that this
        link is stored in an external configuration file and is referenced by
        the $tURL variable.

Scheduling tweets



The web part of the application does not submit the tweet(s). We
        leave that to a scheduled job. Now we come to the part that actually
        initiates the tweet uploads. In a Linux-flavored environment you can
        use crontab to create your schedule.
Let’s suppose we want to send five tweets per day at 7:00 a.m.,
        9:00 a.m., 11:00 a.m., 1:00 p.m., and 3:00 p.m. Execute crontab -e to edit the crontab list, and
        enter the following:
# Tweet 5 times a day at  7am, 9am, 11am, 1pm and 3pm
* 8,10,12,14,16 * * * php sendTweet.php
You can also send tweets manually by using the same command
        (php sendTweet.php) in your shell
        window.

Extending the application



We can extend the application we have built to do many more
        things. We can add custom authentication and RSS integration, among
        other things. See Appendix A for the full
        source code, or visit http://book.seowarrior.net
        to download the code.



Summary



All search engines regularly post and update their webmaster
    guidelines. Google’s webmaster guidelines talk about “illicit practices”
    and possible penalties (http://bit.ly/PFen):
Following these guidelines will help Google find, index, and rank
      your site. Even if you choose not to implement any of these suggestions,
      we strongly encourage you to pay very close attention to the “Quality
      Guidelines,” which outline some of the illicit practices that may lead
      to a site being removed entirely from the Google index or otherwise
      penalized. If a site has been penalized, it may no longer show up in
      results on Google.com or on any of Google’s
      partner sites.


Basically, if you break the rules and use any sneaky tactics, your
    site will eventually be penalized. Often, it does not take more than a few
    days before you are caught. Even if search engines cannot detect a
    particular deception through their underlying algorithms, your site (or
    sites) is still likely to be caught, thanks to web users reporting spam
    results. All major search engines provide easy ways for the public or
    (often angry) webmasters to report search engine spam. Here are links to
    forms for reporting SERP spam:
	Yahoo!
	http://add.yahoo.com/fast/help/us/ysearch/cgi_reportsearchspam

	Google
	http://www.google.com/contact/spamreport.html

	Bing
	http://support.msn.com/feedbacksearch.aspx



As we discussed in this chapter, understanding search engine spam is
    important. It is a road map of all the things you should avoid. Although
    certain black hat SEO practitioners in the industry boast of their
    black-hat-style successes, this is not the way to go.
The question then becomes: is it worth it to explore the use of
    shady tactics for short-term benefit? Black hat techniques are focused
    only on short-term benefits and are increasingly easy for the big search
    engines to spot. Once you are caught in a deceptive tactic, it is very
    hard to be trusted again. It is best to stay clear of any and all
    deceptions. Invest your time in building legitimate content that inspires
    people to link to your site.

On-Page Ranking Factors



Many on-page ranking factors are related to the use of keywords. We’ll
    cover those first, and then we’ll cover some other factors that are not
    directly related to keywords.
Keywords in the <title> Tag



Your page titles will show up in the SERPs, so make them concise and
      relevant. The World Wide Web Consortium (W3C) provides the following
      recommendations for HTML
      titles:
Authors should use the TITLE element to identify the contents of
        a document. Since users often consult documents out of context,
        authors should provide context-rich titles. Thus, instead of a title
        such as “Introduction”, which doesn’t provide much contextual
        background, authors should supply a title such as “Introduction to
        Medieval Bee-Keeping”
        instead.


One of the most critical on-page factors, the <title> tag is not to be dismissed.
      Search engines tend to use the <title> tag text as search results
      titles. All pages should have unique page titles. All page titles should
      be crafted wisely, using the most important keywords found in the page
      copy.
The page title should contain specific keyword phrases to describe
      the page. Using a company name in the page title by itself can prove
      ineffective if it is not accompanied by additional text that briefly
      describes the product, service, or topic being discussed.
Titles in search results



Titles in search results have a maximum length. A long title will not
        hurt your site, but it may not appear in its entirety in the search
        results. If you have to use longer page titles, from a usability
        perspective ensure that the part of the title that could show up in
        search results contains relevant keywords. The last thing you want is
        for your keywords to get cut off in the search results. Don’t be
        afraid to change your HTML page titles. Here are some good examples
        that are concise and to the point:
<title>Unity St. Pizza - Best Pizza in Boston - 1-800-242-0242 -
Order Online</title>

<title>Java Tutorial - Programming - TechnologyFirmABC.com </title>
In the case of known brand names such as O’Reilly, HTML titles
        may not be as big a concern due to the probable bias by some search
        engines, such as Google.
The next set of examples shows poorer-quality page
        titles:
<title>http://bestbostonpizza.com</titles>

<title>Best Pizza in Town, Town's best pizza, Excellent Pizza</title>

<title>
The purpose of this article is not to debate the right or wrong of
third parties utilizing search engine records to probe into the
activities of others. There are those in the United States and other
countries that believe that giving up privacy for the purpose of
prosecuting a handful of crimes is not justified. Then there are
those who gladly hand over privacy for a perceived sense of security.
</title>

<title>Make Money! Make Money Now! Great way to Make Money! </title>
In the first example, the fictional website is using its URL as
        the page title. Although the actual URL contains keywords, it is not
        very helpful in terms of telling searchers what the page is really
        about.
The second example seems to be alternating between different
        keywords that mean the same thing. This could be interpreted as
        search engine spam. It does not read well to web
        visitors.
The third example is a really long page title. The first part of
        the text contains many stop words. Most of this text is unlikely to
        show up in search results.
The last sample title uses many poison words that could flag
        this page as suspicious.
Finally, the following titles are the worst kind:
<title></title>
<title>Default Title</title>
<title>Document 1</title>
<html><body>...</body></html>
Pages using no titles or default titles as generated by various
        HTML programs are useless and can be detrimental to your site’s
        visibility.

Title keywords in the page copy



Titles need to be relevant to the page copy. You need to ensure that most, if not all, of
        the words found in the <title> tag can also be found in the
        page itself. Of course, some pages will be exempt from this rule, but
        this should be the goal for any page. Figure 4-1
        shows the script output for the keyword o’reilly
        book.
[image: Title metrics]

Figure 4-1. Title metrics


The column labeled “Google Title” in Figure 4-1 represents the title found in Google’s
        SERPs, and the column labeled “Page Title” represents the actual page
        title found in the HTML. The “Keyword(s) found in Title? [Y|N]” column
        states whether the keyword is found in the HTML title. The column
        labeled “Title Keywords in Page Copy [%]” lists the percentage of
        words found in the page title that are also found in the page
        copy.


Keywords in the Page URL



Keywords in a page URL are useful—and not just for SEO. Many of the
      newer CMSs, blog sites, and news sites allow for URL rewriting
      techniques to make their URLs stand out by using keywords in the URLs.
      The keywords I am referring to here are those found after the base
      domain name. Figure 4-2 shows an
      example.
[image: Example Google search result]

Figure 4-2. Example Google search result


Figure 4-2 shows a search
      result for the keyword blue suede shoes. From a
      usability perspective, Google also highlights in bold the words matching
      the search query keywords, which makes this result stand out
      further.
Optimizing URLs can sometimes make them very long and hard to
      remember. This drawback is offset by the benefit of their perceived
      relevance when displayed in search results.

Keywords in the Page Copy



When I talk about keywords in the page copy, I mean the number of times a
      particular keyword or keywords occur in the body of a document. Before
      optimizing your keywords, do the necessary research and figure out what
      people are searching for in the particular topic you are writing
      about.
Use tools such as Google AdWords to obtain keyword suggestions as well as to
      check what your competitors are using. You may want to target no more
      than two or three keywords per page.
High keyword densities may be viewed with more suspicion.
      Typically, keyword densities range between 0.2% and 4%. This does not
      mean your site will be penalized if your keyword density is 10%, nor
      does it mean your page will not rank if your keyword density is less
      than 0.2%.
Figure 4-3 shows the keyword
      density for the top search results on Google for the keyword
      o’reilly book.
[image: Keyword density example]

Figure 4-3. Keyword density example



Keywords in the <meta> Description Tag



The text in the <meta>
      description tag is not visible on the page itself, but is often
      displayed in search results. This should be enough of an imperative to
      fully optimize this tag. Here is the format of a <meta> description tag:
<meta name="description" content="Optimized Description with Important
Keywords. This text can be a short paragraph. Use important page copy
keywords in this description.">
Here are some examples of good <meta> description tags:
<meta name="description" content="Learn how to develop web applications
with ASP. Learn ASP programming quickly with our three-
part tutorial." />

<meta name="description" content="CompanyXYZSEO.com are experts in
Organic SEO.  Performance-based guarantee with low cost SEO entry
packages for small businesses and the enterprise. Based out of San
Franciso, CA." />

<meta name="description" content="O'Reilly Media spreads the knowledge
of technology innovators through its books, online services, magazines,
and conferences. Since 1978, O'Reilly has been a chronicler and
catalyst of leading-edge development, homing in on the technology
trends that really matter and spurring their adoption by amplifying
'faint signals' from the alpha geeks who are creating the future.
An active participant in the technology community, the company has a
long history of advocacy, meme-making, and evangelism." />
The first two examples are straight-to-the-point, one- or two-line
      descriptions. The third (long) example is from O’Reilly’s main website.
      Notice the highlighted sentence. This is the part that Google is using
      in its SERP, while the rest is ignored.
Here are some examples of bad <meta> description tags:
<meta name="description" content="seo,organic seo, seo consultant,
small business seo, small business search engine optimization
consultant, small business search engine optimization" />

<html><body>...</body></html>
The first example employs confusing keywords and <meta> description tags. This sort of
      description was meant for search engines only, not human visitors. The
      second example illustrates the lost opportunity of not including any
      <meta> description tags.
Unless you are an established brand, make sure to include <meta> description tags for all pages.
      Don’t get lazy and reuse the same text for every page. Every page needs
      to have its own unique <meta>
      description tag. Figure 4-4 shows the
      report segment pertinent to <meta> description tags. Search keywords
      tend to be found in <meta>
      description tags.
[image: Meta description example]

Figure 4-4. Meta description example


Search engine alternative to <meta> description
        tags



There is one “curveball” when it comes to <meta> description tags: search
        engines will sometimes opt to ignore them in favor of the description
        used at Dmoz.org or in the Yahoo! Directory (if you have a listing
        there).
To help webmasters control this scenario, new meta tag
        variations were created to force search engines to use the <meta> description tag instead of the
        description found in the directory listings. Here are examples that
        detail ways to block either Dmoz.org or Yahoo! Directory
        descriptions:
<!-- Tells Yahoo! to not use Yahoo! Directory description -->
<meta name="robots" content="noydir" />

<!-- Tells search engines to not use ODP description -->
<meta name="robots" content="noodp" />

<!-- Tells search engines to not use either of the two directories -->
<meta name="robots" content="noodp,noydir" />
If you wish to target only specific spiders, you can do the
        following:
<meta name="googlebot" content="noodp">
<!-- Note: Only Yahoo! uses Yahoo! Directory -->
<meta name="slurp" CONTENT="noydir">
<meta name="msnbot" CONTENT="noodp">


Keywords in the Heading Tags



Make proper use of your H1 heading tags. Webmasters have used multiple H1 tags in
      the belief that search engines give those tags priority. The problem
      with this and similar techniques is that search engines are not stupid
      and will adapt very quickly to counterattack less scrupulous techniques such as
      this. Use H1 tags where and when they are appropriate.
The final HTML report, as produced by the script, contains two
      columns: “Header Tags” and “Header Tag Keywords.” The first column uses
      the following format:
Format: [H1]|[H2]|[H3]|[H4]|[H5]|[H6]

Example: 1|40|100|0|0|0|
The preceding example is of a page using a single H1 tag, 40 H2
      tags, and 100 H3 tags. The second column uses the following
      format:
Format: [Y|N]|[Y|N]|[Y|N]|[Y|N]|[Y|N]|[Y|N]|

Example: Y|Y|Y|N|N|N
This example signifies the existence of keywords in H1, H2, and H3
      tags.

Keyword Proximity



Keyword proximity refers to how close two or more keywords are to each other
      in page copy. Whenever possible, avoid using stop
      words to break up your important keywords. Here is an
      example:
We sell green iPods at a discounted rate.
We sell discounted iPods in various colors including white, green and
blue.
In this case, the keyword green iPods have
      better keyword proximity in sentence one than they do in sentence two.
      In terms of keyword proximity, you must consider all text—whether it is
      part of the page copy, <title>
      tag, or <meta> tags—if you want
      to be included in search results. Here is an example of how this
      information would be rendered in the final HTML report:
14|17|21|154|157|161|212|223|236|244|247|655|658|662|1078|1081|1085|
1107|1150|1151|1183|1188|1377|1506|1712|1721|1726|
This list represents sample output of the (relative) keyword
      locations within a given page.

Keyword Prominence



Keyword prominence refers to relative keyword positions with respect to the
      start of the HTML page. Common agreement within the SEO community is
      that the earlier your keywords are found within the physical HTML file,
      the better.
The keyword prominence factor increases in importance as the
      document size increases. If your page is very large, ensure that your
      most important keywords are close to the beginning of the page.
Of course, your keywords should also appear throughout the page.
      It is not uncommon for Google and other search engines to pick up a
      phrase in the middle of your document and then place it within your
      search result. Keyword prominence is usually easy to achieve with
      semantic HTML pages. Minimize the use of inline JavaScript and CSS, and
      keep those in separate documents.
Aside from page copy, keyword prominence is also applicable to
      your <title> and
      <meta> tags, as your keywords
      should appear in these tags, as we already discussed. Here is some
      sample output that I obtained after running my script for one of the
      page copies and for the keyword o’reilly
      book:
*************************0*1**********************
*****1********************************************
**************************************************
**********************************0*1*************
****************************1*********************
**************************************************
**************************************************
**************************************************
********************1**************************0*1
**************************************************
***0*1********************************************
**************************************************
**************************************************
******0***********1*******************************
**************************************************
**************************************************
*0*******************************1****************
**************************************************
In this case, 0 signifies the relative position of the keyword
      o’reilly and 1 signifies the relative position of
      the keyword book.
All other words are signified by the star (*) character. For single keywords, you would
      see only 0s. For multiword phrases, you would see 0, 1, 2, and so forth.
      In other words, 0 is the first keyword, 1 is the second keyword, and so
      on.
With this mapping, it is easy to see where your keywords are in
      the context of the whole page. Note that the keyword map shown does not
      represent the actual web page layout as seen in a web browser. It is
      only a serial representation of words found in each page.

Keywords in the Link Anchor Text



The link anchor text is all about keyword relevance. In general, all links should
      contain relevant keywords in the link anchor text. Here is the basic
      format:
<a href="some-link-with-keywords.html">Anchor Text with Keywords</a>
Here are some real examples:
<a href="perl-cookbook.html">The Perl Cookbook is a comprehensive
collection of problems, solutions, and practical examples for anyone
programming in Perl.</a>

<a href="sharp-aquos-tvs.asp">AQUOS LCD TV at TorontoSharpDeals.com
</a>

<a href="valentine-gifts.pl">Valentine's Day Gifts & Ideas</a>
Search engines are keeping a close eye on link anchor text, thanks
      in part to so-called Google bombing. Google bombing is a technique
      people use to fool Google, by employing deceptive anchor text that is
      not necessarily related to the destination URL. Although Google has
      changed its algorithm to try to remove Google bombs, some people still
      succeed in creating them.
Link anchor text is important. This can become quite obvious in
      your web server logs when you compare search engine queries to your link
      anchor text. In many cases, the search engine queries and your link
      anchor text will be identical, or at least a very close match.
Link anchor text can be especially important with your inbound links. If you can control the anchor text of your
      inbound links, think carefully about what the anchor text should be. For
      best results, try to use a keyword suggestion tool such as the
      Google
      AdWords Keyword Tool as well as any proven (converting)
      keywords.
For example, let’s say you are a small online shop selling crystal
      jewelry. If you run a query for crystal jewelry in
      the AdWords Keyword Tool, you’ll get the results shown in Figure 4-5. Leverage these suggestions, if
      you can, when performing your link-building work.
The point is to try to use many different variations of anchor
      text, not just one. Search engines may get suspicious if your site
      starts to attain too many inbound links with the same anchor text too
      fast. It is best to have as many variations as possible, as this way
      your site will be getting hits for many different combinations of
      keywords.
Also note that you should be creating your link anchor text for
      your visitors, not just for the search engines; that is, your links
      should look natural, with no excessive keyword stuffing. Make sure you
      use the most popular anchor text phrases (on the most popular
      authoritative sites), as those inbound links will hold the greatest
      value.
[image: Google AdWords Keyword Tool]

Figure 4-5. Google AdWords Keyword Tool


Handle internal links in similar ways. Proper keyword selection
      for anchor text is important. Avoid using “Click here,” “Next page,” and
      “Read more” as your anchor text. Use semantically related anchor text
      instead.

Quality Outbound Links



Staying on focus is the underlying idea behind having quality outbound links. It
      is about what your web visitors want. Can you provide them with great
      content on your site plus any relevant links where they can find related
      information?
Keywords in outbound links



Using keywords in outbound links is a good idea. Figure 4-6 shows the part of the final
        HTML report that is pertinent to keywords found in outbound links. In
        this example, we see the top results from Google.
[image: Outbound links with keywords]

Figure 4-6. Outbound links with keywords




Web Page Age



For certain websites and topics, pages gain greater trust with age. This is
      different from the freshness boost for pages found in forums, message
      boards, news portals, and so forth. Note that not all web pages will
      return the “last modified” date. This could be an indication that the
      page is not to be cached. Figure 4-7 shows the
      “Page Age” section of our final report.
[image: Page age example]

Figure 4-7. Page age example


Web Page Size



There is no right or wrong answer when it comes to the perfect page size, as
      it obviously depends largely on what the page is about. However, your
      HTML should strive to be within reasonable size limits and should not
      contain erroneous information. To get a rough idea of the page size
      variable, we can use our script. Figure 4-8 shows the
      output section related to the page size for the keyword
      o’reilly book.
[image: Page size]

Figure 4-8. Page size


Calculating the optimum number of words per page



The physical web page file size can differ greatly from your page copy text. Although
        there are no magic numbers or rules, a general guideline is to have at
        least 200 words per page. Figure 4-9
        illustrates this concept for the keyword o’reilly book.
[image: Words per page]

Figure 4-9. Words per page




Custom Site Design or Third-Party Software



Sooner or later, you must decide what software your site will be
    running. Before taking the plunge into custom design and coding, it makes
    sense to evaluate what’s available in terms of third-party software. Many
    quality open source software packages are worth exploring.
The following subsection discusses things you should consider when
    employing a custom design, followed by a section detailing some of the
    popular free and paid software packages available today.
Employing Custom Development



Software takes time to design, develop, and properly test. It may be your best
      option if nothing on the market fits your online software requirements.
      Taking the route of custom development has its advantages and
      disadvantages.
Benefits of custom development



In this context, when I talk about custom software I am talking about the
        design and architecture of dynamic sites or web applications.
        Developing a custom solution allows you to produce a web application
        exactly to your specifications. If designed properly, custom web
        applications provide an extra level of security against hackers who
        typically prey on popular software. In this sense, being unique is an
        advantage.
From an SEO perspective, custom application development could be
        advantageous—if you consider SEO when you start designing your
        software and architecture. In this case, you have full control over
        the application architecture and can make the provisions necessary to
        support various on-page and on-site SEO methodologies.

Disadvantages of custom development



Custom development takes time. Depending on the complexity of your software
        design and architecture, it could take a toll on your budget. Although
        this may be suitable for medium-size or large companies, it is hardly
        the case for small businesses, especially if the business is not
        technology-related. You will also need to maintain this custom code.
        You will want to ensure that the expertise will be there throughout
        the application life cycle to handle any support issues or bugs. You
        may also need to enhance the application from time to time.

Site page layouts



Keep the page layout consistent throughout the site. Figure 3-3 shows three sample site page layouts.
        A site page layout is important. When search engines read your HTML,
        they do so in a serial fashion. Depending on your page layout, menus,
        ads, and other irrelevant content is frequently placed near the top of
        the HTML file (within the <body> tags).
Content found near the top of the HTML file is perceived as more
        relevant. Having unrelated content in this location can introduce
        noise that might affect search engine indexing. You can use CSS to get
        around this problem.
[image: Sample page layouts]

Figure 3-3. Sample page layouts


SEO-friendly site layout



Let’s suppose your site has the layout shown in example 1 in Figure 3-3. That layout contains two general
          areas. The top area contains the main site navigation as well as the
          top banner ad. The lower area contains all of the content. To place
          the content near the top of the HTML file, you could use the
          following CSS fragment:
#navigation {
position: absolute;
top: 10px;
left: 50%;
width: 800px;
margin-left: −400px;
text-align: left;
}

#content {
position: absolute;
top: 150px;
left: 50%;
width: 800px;
margin-left: −400px;
text-align: left;
}

body {
    text-align: center;
    min-width: 600px;
}
The first chunk of CSS code is used for the navigation
          fragment, and the second is used for the content fragment. The last
          chunk is an Internet Explorer hack used for centering both
          fragments. The key part of this code is the absolute positioning of
          each DIV. The navigation portion
          is rendered at the top of the screen, while physically being placed
          below the main content. Here is how the skeleton HTML code (within
          the <body> tags) would
          look:
<body>
<div id="content"><!-- SEO optimized content text goes here.--></div>
<div id="navigation"><!-- navigational elements, ads go here--></div>
</body>
It is as simple and elegant as that! Figure 3-4 shows one example of using this
          particular layout. See Appendix A for the
          full source code of all three layouts shown in Figure 3-3.
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Figure 3-4. Sample CSS layout




Building a dynamic site skeleton



Most dynamic sites in existence today use some sort of website
        template. Using website templates is a sound strategy as long as you
        can ensure that every page has a unique HTML <title> and <meta> description tag. Using the CSS
        technique we already discussed along with PHP includes, you can easily create a simple yet
        robust site structure. The following template fragment is a sample
        skeleton you could use (as your index.php file) to start building your
        own site structure:
<?php
session_start();
include ('configuration.php'); // include configuration variables
include ('common.php'); // include common methods and/or variables
?>
<html>
<head>
   <?php generateCustomTitle(); ?>
   <?php generateCustomMeta(); ?>
   <!-- include any external template JavaScript Files -->
   <!-- include any external template CSS Files -->
</head>
<body>
<div class="maincontent">
<?php showMainBodyContent(); ?>
</div>

<div id="breadcrumbs">
<b>Current Location:</b> <?php showBreadCrumbs(); ?>
</div>

<div id="navigation">
  <?php showTopMenu(); ?>
  <?php showSearchform(); ?><br>
  <?php generateBannerAd(); ?>
</div>

<div id="leftcolumn">
<?php showCurrentUserstatus(); ?><br>
<?php showGoogleAdSense(10); ?>
</div>

<div id="rightcolumn">
<?php showLatestArticleIntros(5); ?><br>
<?php showNewComments(10); ?>
</div>

<!-- Analytics Code or other tracking Code -->
</body>
</html>
The preceding PHP code fragment should be easy to digest.
        The session_start()
        method creates a new session (or resumes the existing session) as
        passed by the HTTP request. The next two PHP includes include other (library) PHP files
        that would comprise all of the methods and variables your template
        needs.
The next set of PHP calls are specific to the creation of the
        custom HTML <title> and
        <meta> description tags. Just
        below the <meta> section you
        should place all of your external JavaScript and CSS files. These
        files could be required by the common template elements or other files
        required for the page to work.
Within the HTML <body>
        tags, we see several DIVs
        comprising the main layout elements. Each DIV contains call(s) to the specific PHP
        method(s) to render the dynamic content. Notice the placement of the
        breadcrumbs and the navigation DIVs. They are roughly in the middle of this
        layout. Using the CSS technique we already discussed, you can create a
        layout similar to example 3 in Figure 3-3.
        In addition, you can apply the same concepts to other web programming
        languages. Remember, this is not about PHP versus
        Python versus Rails versus Java. The same concepts apply to all.

Dealing with dynamic links



Dynamic sites can confuse search engines. Search engines like to see
        static-looking links. To accomplish this, you can use the old
        technique of URL rewriting. URL rewriting goes back to the Apache web server and the mod_rewrite module. For example, let’s suppose you have
        a URL as in the following fragment:
http://www.mydomain.com/product?id=25&desc=basketball&cat=apparel&
In this example there are three variables. We can make this link
        look more static by using the URL rewriting rule in the .htaccess file as follows:
Options +FollowSymLinks
RewriteEngine on

RewriteRule product-id-(.*)-desc-(.*)-cat-(.*)\.html
            product.?id=$1&desc=$2&cat=$3
The resulting URL would look like this:
http://www.mydomain.com/product-id-25-desc-basketball-cat-apparel.html
Let’s examine what happened to the original URL. For clarity,
        let’s look at the two URLs together:
http://www.mydomain.com/product?id=25&desc=basketball&cat=apparel&
http://www.mydomain.com/product-id-25-desc-basketball-cat-apparel.html
Now, look back at the rewrite rule. The asterisk (*) in the
        rewrite rule signifies zero or more characters. The
        period (.) matches any single
        character. You can think of $1,
        $2, and $3 as placeholders. If you want to learn
        more about URL rewriting on an Apache web server, you can visit the online guides
        located at the following URLs:
	http://httpd.apache.org/docs/1.3/misc/rewriteguide.html

	http://httpd.apache.org/docs/2.0/misc/rewriteguide.html

	http://www.sitepoint.com/article/guide-url-rewriting/



You can also rewrite URLs on IIS. Many plug-in filters are available for this.
        According to Microsoft:
URL rewriting can be implemented either with ISAPI filters at
          the IIS Web server level, or with either HTTP modules or HTTP
          handlers at the ASP.NET level.


Some third-party (IIS) URL rewriting tools include:
	ISAPI_Rewrite

	URL
            Rewrite Module

	PageXchanger





Utilizing Free or Paid Software



Thousands of free and paid software tools are available. Just because a
      particular tool is free does not mean it is of low quality. To use a web
      server parallel, the Apache web server is free but many mission-critical
      websites use it. You should choose your tool based on your business and
      technical requirements. In this book, we will be focusing on
      SEO-friendly tools.
Advantages of using third-party software



Utilizing third-party software allows you to focus more on your business
        requirements. Depending on your situation, chances are someone has
        already created something to fulfill your basic requirements. Using
        third-party applications will save you time. Time is critical, as it
        can make a big difference if you want to launch your idea today
        instead of six months from now. Your competitors are not standing
        still.

Disadvantages of using third-party software



Open source software isn’t more prone to bugs than anything else.
        Paid software does come with someone to call (if you like waiting on
        hold) and someone to sue (which, as you know, can be very important).
        On the other hand, open source software frequently has active user
        mailing lists.
Regardless of whether the software is free or paid, the more
        popular it is the more prone to hacker attacks it will be. Sometimes
        using relatively unknown software may minimize this risk. Whatever the
        case, make sure you always apply regular software patches as they
        become available.

Free software



Most dynamic websites today are running some sort of content management system
        (CMS). The open source community has a lot to offer when it
        comes to CMSs. Many CMSs have various plug-ins or modules that allow
        you to run just about any type of site with decent on-page SEO
        support. The ultimate site for CMS comparison and research is http://cmsmatrix.org. Table 3-5 lists some of the most popular open
        source software available today.
Table 3-5. Open source software
	Software
	Details

	b2evolution
(http://b2evolution.net)
	Full-featured
                weblog tool. PHP- and MySQL-based with extended
                file and photo-management
                features.

	CMS Made
                Simple
(http://cmsmadesimple.org)
	One of the simplest CMSs out there. Can set up a
                site in minutes. More than 300 modules. PHP/MySQL
                based.

	Django
(http://www.djangoproject.com)
	Python-based open
                source (model-view-controller) web application
                framework supporting PostgreSQL, MySQL, SQLite, and Microsoft
                SQL databases. Allows rapid application
                development.

	Drupal
(http://drupal.org)
	Powerful, modular CMS running on Apache/IIS as well as
                MySQL and PostgreSQL.

	e107
(http://e107.org)
	Another PHP/MySQL CMS, with more than 250 plug-ins.
                Actively developed.

	eZ
                Publish
(http://ez.no)
	An open source CMS, providing web content management
                solutions for intranets, e-commerce, and digital media
                publishing. Based on PHP and MySQL (or
                PostgreSQL).

	Joomla!
(http://www.joomla.org)
	One of the most popular CMSs. PHP- and MySQL-based,
                boasting 4,400+ extensions.

	Mambo
(http://mamboserver.com)
	Another popular PHP/MySQL CMS, with more than 100
                extensions.

	MediaWiki
(http://www.mediawiki.org)
	A free software wiki package (originally for use on
                Wikipedia). Based on PHP and MySQL (or PostgreSQL). Good for
                very large sites.

	WordPress
(http://wordpress.org/)
	By far the most popular blogging software. Based on PHP and MySQL.
                Numerous extensions.

	osCommerce
(http://www.oscommerce.com/)
	The most popular e-commerce (storefront) free software.
                Based on PHP and MySQL.

	XOOPS
(http://www.xoops.org/)
	One of the most popular CMSs based on PHP and MySQL.
                Many module extensions.




Other popular CMS platforms include MODx, PHP-Nuke, phpWebSite,
        Plone, SPIP, TikiWiki, and Typo3. Also, many extensions or modules are
        specifically designed to enhance the SEO part of a particular
        platform.

Paid software



Many paid CMSs are available for you to use to start your
        website. To find what you are looking for, you can visit sites such as
        the following:
	http://www.hotscripts.com

	http://www.tucows.com

	http://softpedia.com

	http://www.brothersoft.com

	http://snapfiles.com

	http://download.com

	http://www.shareware.com



Some of the most popular enterprise-level commercial CMS
        solutions include RedDot, Microsoft
        SharePoint, Interwoven, Tridion, Day, and Sitecore. These solutions are
        expensive and typically cost in the tens of thousands of dollars (or
        more) depending on your requirements.
No system will ever be perfect. Paid software is not exempt from
        this rule; it will also have some bugs. You will need to fully
        understand your platform to achieve the best SEO results. At times,
        you will need to perform small or big SEO-type hacks—if you’re
        striving for perfection.



Robots Meta Directives



The robots meta directives were introduced a few years after robots.txt. Operating on a page (or document)
    level only, they provide indexing instructions to the obeying search
    engines. There are two types of meta directives: those that are part of
    the HTML page, and those that the web server sends as HTTP headers.
HTML Meta Directives



HTML meta directives are found in the actual HTML page. According to
      the W3C:
The META element allows HTML authors to tell visiting robots
        whether a document may be indexed, or used to harvest more links. No
        server administrator action is required.


You place these directives within the HTML <head> tag. The
      big three search engines support several common directives, as listed in
      Table 9-3.
Table 9-3. HTML meta directives
	Directive
	Description

	Noindex
	Instructs search engines not to index
              this page.
Example:
<meta name="robots" content="noindex"
              />

	Nofollow
	Instructs search engines not to follow
              or drain any link juice for any outbound
              links.
Example for all spiders:
<meta name="robots" content="nofollow"
              />

	Nosnippet
	Instructs search
              engines not to show any search
              results for this page.
Example:
<meta name="robots" content="nosnippet"
              />

	Noarchive
	Instructs search engines not to show a
              cache link for this
              page.
Example:
<meta name="robots" content="noarchive"
              />

	Noodp
	Instructs search engines not to use
              Open Directory Project descriptions in the
              SERPs.
Example:
<meta name="robots" content="noodp"
              />

	Follow
	Default implied
              directive that says “follow” all outbound
              links.
Example:
<meta name="robots" content="follow"
              />

	Index
	Default implied
              directive that says “index” this
              page.
Example:
<meta name="robots" content="index"
              />




Mixing HTML meta directives



It is perfectly acceptable to combine HTML meta directives into
        a single meta tag. For example, you may want to noindex and nofollow a particular page. You would simply
        list both directives, separated by a comma, as in the following
        example:
<meta name="robots" content="noindex,nofollow" />
Let’s say you have a page that is not your canonical (preferred)
        page, but is being linked to by some highly trusted site. In this
        case, you may want to do the following:
<meta name="robots" content="noindex,follow" />
In this example, crawlers can follow any outbound links away
        from this page, as you might feel that some of these links are your
        canonical links (such as your home page).

Targeting HTML meta tags



You can define HTML meta tags to target specific spiders. For example, to
        instruct Googlebot and Slurp not to index a
        particular page, you could write:
<meta name="googlebot" content="noindex" />
<meta name="slurp" content="noindex" />

Yahoo!-specific directives



Yahoo! uses a couple of extra directives, namely noydir and robots-nocontent.
        The first directive is used to instruct Yahoo!
        not to use Yahoo! directory descriptions for its
        search engine results pertaining to this page. Here is the basic
        format:
<meta name="robots" content="noydir" />
The second directive, robots-nocontent, operates on other HTML
        tags. It is not to be used with meta tags.
        Utilizing this tag allows you to prevent certain portions of your
        page, such as navigational menus, from being considered by Yahoo!’s
        indexing algorithms. The net effect of this method is increased page
        copy relevance (higher keyword density). Here are some
        examples:
<div class="robots-nocontent"><!--menu html--></div>

<span class="robots-nocontent"><!--footer html--></span>

<p class="robots-nocontent"><!-- ads html--></p>
These examples should be self-explanatory. Marking text that is
        unrelated to the basic theme or topic of this page would be
        advantageous. Note that there are other ways of doing the same thing
        for all search engines.
One such way is by loading ads in iframes. The actual ads would
        be stored in external files loaded by iframes at page load time.
        Crawlers typically ignore iframes. You could also use Ajax to achieve
        the same effect.

Google-specific directives



There are three Google-specific directives: unavailable_after,
        noimageindex, and notranslate. The first directive, unavailable_after, instructs Google to
        remove the page from its index after the date and time expiry. Here is
        an example:
<meta name="googlebot" content="unavailable_after: 12-Sep-2009
12:00:00 PST">
In this example, Googlebot is instructed to remove the page from
        its index after September 12, 2009, 12:00:00 Pacific Standard Time.
        The second directive, noimageindex, instructs Google not to
        show the page as a referring page for any images that show up on
        Google image SERPs. Here is the format:
<meta name="googlebot" content="noimageindex">
The third directive, notranslate, instructs Google not to
        translate the page or specific page elements. It has two formats. The
        following fragment illustrates the meta format:
<meta name="google" value="notranslate">
Sometimes it is useful to translate only certain parts of a
        page. The way to accomplish that is by identifying page elements that
        are not to be translated. The following fragment illustrates how you
        can do this:
<span class="notranslate">Company Name, Location</span>
<p class="notranslate">Brand X Slogan</p>


HTTP Header Directives



We need HTTP header directives because not all web documents are HTML
      pages. Search engines index a wide variety of our documents, including
      PDF files and Microsoft Office files. Each page directive has its own
      HTTP header equivalent.
For example, let’s say your site has Microsoft Word files that you
      do not wish to index, cache, or use for search result descriptions. If
      you are using an Apache web server, you could add the following line to
      your .htaccess
      files:
<FilesMatch "\.doc$">
Header set X-Robots-Tag "noindex, noarchive, nosnippet"
</Files>
In this example, the three directives will be added to the HTTP
      header created by the Apache web server. Webmasters who prefer to do
      this in code can use built-in PHP functions.


Content Duplication



Content duplication is among the most talked about subjects in SEO. With the
    advances we have seen in search engine algorithms, the challenge of
    content duplication is no longer as big as it used to be. Duplicate
    content can occur for many different reasons. Some common causes include
    affiliate sites, printer-friendly pages, multiple site URLs to the same
    content, and session and other URL variables. This section talks about
    different ways to deal with content duplication.
Canonical Link Element



Content duplication is one of the most common challenges webmasters face.
      Although you can deal with content duplication in many different ways,
      the introduction of the canonical link element is being touted as one of
      the resolutions to this issue. As of early 2009, the canonical link element was officially endorsed by
      Google, Yahoo!, and Microsoft. Microsoft’s blog site (http://bit.ly/lIVY0) stated that:
Live Search (Bing) has partnered with Google and Yahoo to
        support a new tag attribute that will help webmasters identify the
        single authoritative (or canonical) URL for a given page.


Ask.com
      has also endorsed the canonical link element. Needless to
      say, many popular CMSs and blogging software packages scrambled to produce updated
      versions of their code or plug-ins to support canonical URLs. These
      include WordPress, Joomla, Drupal, and many others.
What is a canonical link?



A canonical link is like a preferred link. This preference comes
        to light when we are dealing with duplicate content and when search
        engines choose which link should be favored over all others when
        referring to identical page content.
Matt Cutts, Google search quality engineer, defines canonicalization on his
        blog
        site as follows:
Canonicalization is the process of picking the best url when
          there are several choices, and it usually refers to home
          pages.



Canonical link element format



You place the canonical link element in the header part of the
        HTML file, within the <head> tag.
        Its format is simply:
<link rel="canonical" href="http://www.mydomain.com/keyword.html" />
Let’s say you have a page,
        http://www.mydomain.com/pants.html, which you
        want to be the preferred page, as it points to the original (main)
        document. But you also have three other pages that refer to the same
        content page, as in the following:
	http://www.mydomain.com/catalog.jsp?part=pants&category=clothes&

	http://www.mydomain.com/catalog.jsp;jsessionid=B8C2341GE57FAF195DE34027A95DA3FC?part=pants&category=clothes

	http://www.mydomain.com/catalog.jsp?pageid=78234



To apply the newly supported canonical link element, you would
        place the following in each of the three preceding URLs, in the HTML
        header section:
<html>
<head>
<!-- other header tags/elements -->
<link rel="canonical" href="http://www.mydomain.com/pants.html" />
</head>
<body>
<!--page copy text and elements -->
</body>
</html>

The Catch-22



Although the introduction of the canonical link element
        certainly solves some duplication problems, it does not solve them
        all. In its current implementation, you can use it only for pages on
        the same domain or a related subdomain.
Here are examples in which the canonical link element
        can be applied:
	http://games.mydomain.com/tetris.php

	http://mydomain.com/shop.do?gameid=824

	http://retrogames.mydomain.com/tetris.com



Here are examples in which the canonical link element
        cannot be applied:
	http://games.mydomain.net/tetris.php

	http://myotherdomain.com/shop.do?gameid=824



The reason the big search engines do not support cross-domain
        canonical linking is likely related to spam. Imagine a domain being
        hijacked, and then hackers using the canonical link element to link
        the hijacked domain to one of their own in an attempt to pass link
        juice from the hijacked domain. Although the canonical link element is
        not a perfect solution, it should be a part of your standard SEO
        toolkit when dealing with content duplication.

Possibility of an infinite loop



Take care when using canonical link elements, as you could run into a
        situation such as this:
<!-- Page A -->
<html>
<head>
<link rel="canonical" href="http://www.mydomain.com/b.html" />
</head>
<body><!-- ... page A text ... -->
</html>

<!-- Page B -->
<html>
<head>
<link rel="canonical" href="http://www.mydomain.com/a.html" />
</head>
<body><!-- ... page B text ... -->
</html>
In this example, Page A indicates a preferred page, Page B.
        Similarly, Page B indicates a preferred page, Page A. This scenario
        constitutes an infinite loop. In this situation, search engines will
        pick the page they think is the preferred page, or they might even
        ignore the element, leaving the possibility of a duplicate content
        penalty.


Multiple URLs



The canonical link element is only one of the tools you should have in
      your arsenal. There are other methods for dealing with content
      duplication.
Trailing slash



There is certainly a debate as to the use of the trailing slash (/) in URLs.
        The implied meaning of a trailing slash in URLs is that of a
        directory. A URL with no trailing slash implies a specific file. With
        the use of URL rewriting, this meaning has become somewhat blurry
        in a sense. URLs that you see in web browsers may or may not be their
        true (unaltered) representations when interpreted at the web
        server.
From an SEO perspective, URL consistency is the only thing that
        matters. Google Webmaster Tools does report duplicate content
        URLs. For example, Google will tell you whether you have two URLs, as
        in the following fragment:
http://www.mysite.com/ultimate-perl-tutorial
http://www.mysite.com/ultimate-perl-tutorial/
You can handle this scenario by using the following URL
        rewriting (.htaccess)
        fragment:
RewriteEngine on
RewriteCond %{REQUEST_FILENAME} !-f
RewriteCond %{REQUEST_URI} !(.*)/$
RewriteRule ^(.*)$ http://www.mysite.com/$1/ [R=301,L]
All requests will now be redirected (using the HTTP 301 permanent redirect) to the URL version with the
        trailing slash. If you prefer not to use a trailing slash, you can use
        the following:
RewriteEngine on
RewriteCond %{REQUEST_FILENAME} !-d
RewriteCond %{REQUEST_URI} ^(.+)/$
RewriteRule ^(.+)/$  /$1 [R=301,L]
The notable difference in this example is in the second line of
        code, which checks to make sure the resource is not a
        directory.

Multiple slashes



Sometimes people will make mistakes by adding multiple slashes
        to your page URLs in local or external inbound links. To
        eliminate this situation, you can use the following URL rewriting
        segment:
RewriteEngine on
RewriteCond %{REQUEST_URI} ^(.*)//(.*)$
RewriteRule . %1/%2 [R=301,L]

WWW prefix



You do have the time and control to enforce how people link to your
        site. Suppose you own a domain called SiteA.com that can be reached by
        either http://siteA.com or
        http://www.siteA.com. You’ve decided to use the
        http://www.siteA.com version. You can easily
        implement this with the following URL rewriting (.htaccess) fragment:
RewriteEngine On
RewriteCond %{HTTP_HOST} ^siteA\.com$
RewriteRule (.*) http://www.siteA.com/$1 [R=301,L]

Domain misspellings



If you purchased a few misspelled domains, you can use a similar method to redirect those
        misspelled domains. The following is the URL rewriting (.htaccess) fragment to use:
RewriteEngine On
RewriteCond %{HTTP_HOST} ^www.typodomain.com$
RewriteRule ^(.*)$ http://www.principaldomain.com$1 [R=301,L,NC]

RewriteCond %{HTTP_HOST} ^typodomain.com$
RewriteRule ^(.*)$ http://www.principaldomain.com$1 [R=301,L,NC]
In this example, we are redirecting both
        http://typodomain.com and
        http://www.typo⁠domain.com to
        http://www.principaldomain.com.

HTTP to HTTPS and vice versa



Sometimes you may want to use secure web browser–to–web server communications. In this case,
        you will want to redirect all of the pertinent HTTP requests to their
        HTTPS counterparts. You can do this by using the following (.htaccess) fragment:
RewriteEngine On
RewriteCond %{HTTPS} off
RewriteRule (.*) https://%{HTTP_HOST}%{REQUEST_URI} [R=301,L,NC]
If you have an e-commerce store, you may want to redirect users
        back to HTTP for all pages except those containing a specific URL
        part. If all of your billing (payment) pages need to be run over HTTPS
        and all of the billing content is under the
        https://mywebstore.com/payments path, you can use
        the following (.htaccess)
        fragment:
RewriteEngine On
RewriteCond %{HTTPS} on
RewriteRule !^payments(/|$) http://%{HTTP_HOST}%{REQUEST_URI} [R=301,L,NC]


Fine-Grained Content Indexing



Sometimes (apart from the case of content duplication) you may want to exclude certain pages from getting indexed
      on your site. This applies to any generic pages with no semantic
      relevancy and can include ad campaign landing pages, error message
      pages, confirmation pages, feedback pages, contact pages, and pages with
      little or no text.
We already discussed ways to prevent search engines from indexing
      your content pages. This includes utilization of the robots.txt file, the noindex meta tag, the
      X-Robots-Tag, and the nofollow attribute.
      These methods will work for pages at the site level or at the individual
      page level.
You can also apply some filtering to each page. You can make
      generic (semantically unrelated) parts of your page invisible to web
      spiders. There are several ways to do this, including JavaScript,
      iframes, and dynamic DIVs.

External Content Duplication



External content duplication can be caused by a few different
      things, including mirror sites and content syndication.
Mirror sites



There are two types of site mirroring: legitimate and unethical. We will
        discuss the legitimate case. For whatever reason, website owners might
        need to create multiple mirror sites of essentially the same content.
        If one site was to go down, they could quickly switch the traffic to
        the other site (with the same or a different URL).
If this is the case with your site arrangement, you want to make
        sure you block search engines from crawling your mirror sites. For
        starters, you can disallow crawling in robots.txt. You can also apply
        the noindex meta tag or
        the X-Robots-Tag equivalent.

Content syndication



If you happen to syndicate your content on other sites, Google advises
        the following:
If you syndicate your content on other sites, Google will
          always show the version we think is most appropriate for users in
          each given search, which may or may not be the version you’d prefer.
          However, it is helpful to ensure that each site on which your
          content is syndicated includes a link back to your original article.
          You can also ask those who use your syndicated material to block the
          version on their sites with robots.txt.


You may also want to consider syndicating just the article teasers instead of the articles in their
        entirety.


Similar Pages



Similar pages can also be viewed as duplicates. Google explains this concept
      as follows:
If you have many pages that are similar, consider expanding each
        page or consolidating the pages into one. For instance, if you have a
        travel site with separate pages for two cities, but the same
        information on both pages, you could either merge the pages into one
        page about both cities or you could expand each page to contain unique
        content about each city.



Deep-Linked Content



Blogs, forums, and article-driven sites will often experience indexing problems due to pagination. Pagination does not play a
      significant role if you have only a few articles on your site. If you
      are a busy site, however, this becomes an indexing and duplication issue
      if you do not handle it properly.
Some sites try to deal with this scenario by increasing the number
      of articles shown per page. This is not the optimal solution. Let’s look
      at a typical blog site. At first, each new blog entry is found in
      multiple places, including the home page, the website archive, and the
      recent posts section, all of which have the potential for duplicate
      content URLs.
Once the blog entry starts to age, it moves farther down the page
      stack. At some point, it is invisible from the home page. As time passes
      by, it takes more and more clicks to be reached, and then at some point
      it gets thrown out of the search engine index. You can deal with this
      so-called deep-linked content in several ways.
Sitemaps



You can list all of your important pages in your Sitemaps, as we discussed in Chapter 10. Although search engines do not provide
        guarantees when it comes to what they index, you can try this
        approach. If you have many similar pages, you might want to
        consolidate them as per Google’s advice.

Resurfacing



Another way to bring your important pages back to the forefront
        is to link to them from your other internal pages. You can do the same
        with any external backlinks.
In addition, you could bundle important long-term content pages
        in another hotspot reference area for easy finding. One example of
        this concept is with sticky posts in forums that include posts, such
        as forum guidelines and forum rules. For other types of sites, you
        might have a top-level page that links to these important
        links.

Navigation structure



Many newer CMSs also provide an article subcategory view. This approach takes advantage
        of the semantic relationships between different articles. This
        provides for better semantic structure of the site.
If you’re changing your custom code, ensure that you block
        duplicate paths to your content. Even if you are using a free or paid
        CMS, chances are you will need to make some SEO tweaks to minimize and
        eliminate content duplication.


Protecting Your Content



Any content you create becomes your intellectual property as soon as it is
      created. With so many people on the Internet today, someone will want to
      take advantage of your content.
On October 12, 1998, then-President Clinton signed the Digital Millennium Copyright Act
      (DMCA), after approval from Congress. This act contains
      provisions whereby Internet service providers can remove illegal
      copyrighted content from users’ websites. You can view the entire document at http://www.copyright.gov/legislation/dmca.pdf. For more
      information on copyrights, visit http://www.copyright.gov.
Google takes action when it finds copyright violations. You can
      read more about how Google handles DMCA at http://www.google.com/dmca.html. If you find that your
      content is being copied on other sites, you can file a complaint to let
      Google know. The process comprises several steps, including mailing the
      completed form to Google.
You can also use the service provided by Copyscape.
      Copyscape provides free and premium copyright violation detection
      services. The free service allows you to enter your URLs in a simple web
      form that then returns any offending sites. The premium service provides
      many more detection features.
If you do find people using your content, you can try to contact
      them directly through either their website contact information or their
      domain Whois information. If that does not work, you can contact
      their IP block owner (provider) by visiting http://ws.arin.net/whois/. If that doesn’t work, you
      should consult a local lawyer who is knowledgeable in Internet copyright
      laws.
Preventing hot links



Hot link prevention is one of the oldest ways webmasters can prevent other
        sites from using their bandwidth. You can implement hot link
        prevention with a few lines of code in your .htaccess
        file:
RewriteEngine On
RewriteCond %{HTTP_REFERER} !^$
RewriteCond %{HTTP_REFERER} !^http://(www\.)?mycoolsite.com/.*$ [NC]
RewriteRule \.(gif|jpg|png|vsd|doc|xls|js|css)$ - [F]
When you add this code to your site, no one will be able to
        directly access any of the document types as specified in the rewrite
        rule.



SEO Alternatives



The Internet is not just about search engines. If your objective is
    solely to reach your desired level of traffic, there are many ways to
    “skin the cat.” SEO alternatives (or complements) can be divided into two
    broad categories: online and offline. Online alternatives come in the form
    of paid ads, while offline alternatives are used in the traditional
    marketing sense.
Paid Ads (or Links)



Paid links can be highly targeted and produce excellent-quality traffic to
      your site—often outperforming search engine traffic. If your paid link
      traffic conversion rate is producing a profit, there is no reason to
      stop utilizing paid links.
The essence of organic SEO is in natural link acquisitions. Paid
      links are typically considered noise factors in search engine
      algorithms. Google is most vocal about paid links. This wasn’t always
      the case, but Google is now looking at paid links carefully. If you use
      paid links, Google wants to ensure that it doesn’t follow these paid
      links when spidering.
It’s your responsibility to make sure paid links have
      the nofollow link
      attribute. If they don’t, your site may be penalized. We will discuss
      paid links and the nofollow attribute
      in more detail throughout this book.

Traditional Marketing



Many books cover the topic of traditional marketing, so that is
      not the focus of this book. Nonetheless, you should be aware of any
      other promotions that your company is doing. Your URL should appear on
      all of the company’s advertising; otherwise, it’s a waste.


Summary



Choosing a good domain name is beneficial. Domain names can appear
    in many places, including your emails, business cards, company letterhead,
    company newsletters, press releases, and various other marketing
    materials. A great domain name is a catalyst for reduced marketing costs.
    A domain name that is easy to remember will also give you additional
    benefits, as it will be easy for people to propagate the name by word of
    mouth.
After picking your domain name, consider the various parts of your
    software platform. Decide on specific web and application servers,
    database servers, and your development platform. Think about the hosting
    options that would be suitable for your technical requirements. Many
    different hosting options are available, including free, shared, dedicated
    server, collocation, comanaged, managed, and internal hosting.
Consider the type of web application you want to run. You can create
    a custom site design or you can utilize a third-party platform. Use
    intelligent (common) site page layouts and a basic site skeleton.
Third-party platforms are available in two flavors: free and paid.
    Although free software implies lower cost of ownership, this is not always
    the case if you consider some of the drawbacks, such as the time required
    to fix bugs. Nonetheless, there are proven, industry-grade free software platforms that
    small and big businesses are using today.
Keep things simple. Adhere to the basic elements of website
    usability. Consider website accessibility. All of these options can
    influence the various aspects of your SEO work.

Conventions Used in This Book



The following typographical conventions are used in this
    book:
	Italic
	Indicates new terms, URLs, filenames, and file
          extensions

	Constant width
	Indicates variables, method names, and other code elements, as
          well as the contents of files

	Constant width
        bold
	Highlights new code in an example

	Constant width italic
	Shows text that should be replaced with user-supplied
          values



Note
This icon signifies a tip, suggestion, or general note.

Warning
This icon indicates a warning or caution.


Chapter 13



getRankings.pl



#!/usr/local/bin/perl

###########################################
# File: getRankings.pl                    #
# Description: This script queries SEs    #
#              to produce rankings report #
###########################################

### Basic setup part
$numOfArgs = $#ARGV + 1;
$originalkeywordphrase = "";
$targeturl="";

if ( ($numOfArgs == 0) || ($numOfArgs == 1) || ($numOfArgs < 0)) {
   print ("\n\nUsage: perl getRanking.pl [TargetURL] [Keyword]\n");
   print ("\nOR\n");
   print ("\nUsage: perl getRanking.pl [TargetURL] [Keyword1] [Keyword2] ... 
[KeywordN]\n\n");
   exit(0);
}

$targeturl=$ARGV[0];

if ( $numOfArgs == 2){
   $originalkeywordphrase = $ARGV[1];
}else {
   foreach $argnum (1 .. $#ARGV) {
      $originalkeywordphrase =  $originalkeywordphrase . " " . $ARGV[$argnum];

      #remove leading & trailing spaces
      $originalkeywordphrase =~ s/^\s+//;
      $originalkeywordphrase =~ s/\s+$//;
   }
}

$keywordphrase= $originalkeywordphrase;
$keywordphrase =~ s/([^A-Za-z0-9])/sprintf("%%%02X", ord($1))/seg;

# define Source Urls
$listingNo=100;

$gurl= 
"http://www.google.com/search?num=$listingNo&hl=en&safe=off&q=$keywordphrase&sa=N";
$burl= "http://www.bing.com/search?q=$keywordphrase&first=1&count=100&";

### get SERP pages part
# get google SERP
$gserp = `wget "$gurl" 
--user-agent="Mozilla/4.0 (compatible; MSIE 7.0; Windows NT 6.0)"
--output-document="gserp.html" --cookies=off`;
# get Bing SERP
$bserp = `wget "$burl" 
--user-agent="Mozilla/4.0 (compatible; MSIE 7.0; Windows NT 6.0)"
--output-document="bserp.html" --cookies=off`;

### analysis part
$googlePositionNumber = getPosition ($targeturl, "google");
$bingSearchPositionNumber = getPosition ($targeturl, "bing");

# report part
##########################
print "\nRanking Summary Report\n";
print   "~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~\n";
print   "Keyword/Phrase: $originalkeywordphrase\n";
print   "Target URL: $targeturl\n";
print   "~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~\n";
print   " Google.....: $googlePositionNumber\n";

if($bingSearchPositionNumber ne "not found"){
   $cntAdjusted = $bingSearchPositionNumber + 1;
   print   " Bing Search: $cntAdjusted\n";
}else{
   print   " Bing Search: $bingSearchPositionNumber\n";
}
print "\nNote: Check with specific SE to ensure correctness.\n";

##### SUBROUTINES ####################################
sub getContent {
   $filename=shift;
   open INPUT, "<$filename";
   undef $/;
   $content = <INPUT>;
   close INPUT;
   #Restore behaviour
   $/ = "\n";

   #substitute new line character with space character
   $content =~ s/\n/ /g;
   #substitute quotes with nothing
   $content =~ s/\"//g;

   #cleanup bing
   $content =~ s/<strong>//g;
   $content =~ s/<\/strong>//g;

   $content =~ s/<cite>//g;
   $content =~ s/<\/cite>//g;

   return $content;
}

sub getPosition {
   $targeturl= shift;
   $se = shift;
   @tokens = ();
   $offset = 0;
   if($se eq "google") {
      $gcontent = getContent("gserp.html");
      @tokens = split(/h3 class=r/, $gcontent);
   } elsif($se eq "bing") {
      $bcontent = getContent("bserp.html");
      @tokens = split(/sa_cc/, $bcontent);
      $offset=2;
   }

   $mastercnt = "not found";
   $cnt=0;
   $foundFlag = "no";
   print "number of tokens:". $#tokens;
   foreach $token (@tokens) {
      #print "\ntoken: $token";
      if ($token =~ /$targeturl/gi) {
         if($foundFlag eq "no") {
            $mastercnt = $cnt - $offset;
         } else {
            $mastercnt = "" . $mastercnt . "," . $cnt;
         }
         #print "\nMATCH: $targeturl cnt: $cnt $mastercnt\n token";

         #got a match return back position number
         $foundFlag = "yes";
      }
      $cnt = $cnt + 1;
   }
   return $mastercnt;
}


Search Engine Anatomy



When I talk about important search engines, I am really talking
    about the “big three”: Google, Bing, and Yahoo! Search. At the time of
    this writing, all of these search engines are using their own search
    technologies.
Web spider–based search engines usually comprise three key components: the so-called web
    spider, a search or query interface, and underlying indexing software (an
    algorithm) that determines rankings for particular search keywords or
    phrases.
Spiders, Robots, Bots, and Crawlers



The terms spider, robot,
      bot, and crawler represent the
      same thing: automated programs designed to traverse the
      Internet with the goal of providing to their respective search engine
      the ability to index as many websites, and their associated web
      documents, as possible.
Not all spiders are “good.” Rogue web spiders come and go as they please, and can scrape
      your content from areas you want to block. Good, obedient spiders
      conform to Robots Exclusion Protocol (REP), which we will discuss in Chapter 9.
Web spiders in general, just like regular users, can be tracked in
      your web server logs or your web analytics software. For more information on web
      server logs, see Chapters 6 and 7.
Web spiders crawl not only web pages, but also many other files,
      including robots.txt, sitemap.xml, and so forth. There are many web
      spiders. For a list of known web spiders, see http://www.user-agents.org/.
These spiders visit websites randomly. Depending on the freshness
      and size of your website’s content, these visits can be seldom or very
      frequent. Also, web spiders don’t visit a site only once. After they
      crawl a website for the first time, web spiders will continue visiting
      the site to detect any content changes, additions, or
      modifications.
Googlebot is Google’s web spider. Googlebot signatures (or traces) can originate
      from a number of different IPs. You can obtain web spider IPs by
      visiting http://www.iplists.com/.
A typical Googlebot request looks similar to the following HTTP
      header fragment:
GET / HTTP/1.1
Host: www.yourdomain.com
Connection: Keep-alive
Accept: */*
From: googlebot(at)googlebot.com
User-Agent: Mozilla/5.0 (compatible; Googlebot/2.1;
+http://www.google.com/bot.html)
Accept-Encoding: gzip,deflate
In this example, Googlebot has made a request for the index or
      root document of the www.yourdomain.com domain.
      Googlebot supports web server compression. Web server compression allows
      for faster file transmissions and should be used whenever
      possible.
Yahoo!’s web crawler is called Slurp, and the Bing spider is called MSNBot; they both exhibit similar
      behavior. Your job is to make their lives easier by feeding them
      properly optimized web content and ensuring that they can find
      everything you need them to find.
Web spider technology is not perfect. Sometimes web spiders will
      not be able to see the entirety of your website (referred to as
      a search engine trap). Other times you
      may want to prohibit them from crawling certain parts of your website,
      which you can do in your robots.txt
      file and via REP.
With the introduction of different (document type) indexing
      capabilities, Google and others are now using specialized spiders to
      handle media, syndication, and other content types.
You may want to block the indexing of your images and media files.
      Many times, malicious web users or even bloggers can create direct HTML
      references to your media files, thereby wasting your website’s bandwidth
      and perhaps adversely affecting your website’s performance.
In the beginning, search engines could handle only a limited range
      of indexing possibilities. This is no longer the case. Web spiders have
      evolved to such an extent that they can index many different document
      types. Web pages or HTML pages are only one subset of web documents.
      Table 2-1 lists the file indexing
      capabilities of Googlebot.
Table 2-1. Googlebot file types
	File
              type(s)
	Description

	PDF
	Adobe Portable Document
              Format

	PS
	Adobe
              PostScript

	RSS, ATOM
	Syndication
              feeds

	DWF
	Autodesk Design Web
              Format

	KML, KMZ
	Google
              Earth

	WK1, WK2, WK3, WK4, WK5,
              WKI, WKS, WKU
	Lotus
              1-2-3

	LWP
	Lotus
              WordPro

	MW
	MacWrite

	XLS
	Microsoft
              Excel

	PPT
	Microsoft
              PowerPoint

	DOC
	Microsoft
              Word

	WKS, WPS,
              WDB
	Microsoft
              Works

	WRI
	Microsoft
              Write

	ODT
	Open Document
              Format

	RTF
	Rich Text
              Format

	SWF
	Shockwave
              Flash

	ANS, TXT
	Text files

	WML, WAP
	Wireless Markup
              Language




JSP, ASP, and PHP files are indexed in the same way as any HTML
      document. Usually, the process of indexing non-HTML documents is to
      extract all text prior to indexing.
Search engine web page viewer



Have you ever wondered how your web pages look to search engines? If you strip out
        all of the HTML, JavaScript, and CSS fragments on a web page, you will
        get the bare text. This is pretty much what a typical search engine
        would do before indexing your web pages. You can find the spider
        viewer script in Appendix A.
That code listing contains two distinct fragments. The top part
        of the code is mostly HTML. The bottom part of the code is mostly PHP.
        Once rendered in the web browser, the PHP code will show a small text
        field where you can enter a particular URL.
A few seconds after this form is submitted, you should see the
        “spider” view of your URL. Figure 2-4 shows the output
        of running this PHP script on the O’Reilly website.
[image: Search engine view of]

Figure 2-4. Search engine view of http://oreilly.com/


This script can be useful for all websites, especially those
        that use a lot of graphics and media files. It should give you some
        insight as to what the search engine crawlers will see.
You can also use text browsers. One such tool, SEO Text Browser,
        is available at http://www.domaintools.com. You
        can navigate websites using text links as in the early web
        browsers.


The Search (or Query) Interface



The search or query interface is your door to the SERPs. Each search engine may have a slightly different interface.
      Nonetheless, each one will present you with the search form and a SERP
      with relevant links.
If the search term is popular, chances are you will see a lot of
      ads posted alongside or even mixed in with the organic search results.
      Each search engine uses different search ranking algorithms.
      Accordingly, the search results on one search engine will likely be
      different from the search results on another search engine, even for
      identical keywords. For example, searching for summer
      clothes on Google and Bing produces the results pages shown
      in Figure 2-5.
Search engines are not perfect, and sometimes you will get spam
      result links that are completely irrelevant to what you are looking for.
      At those times, it might take some “keyword massaging” to get to the
      relevant links.
[image: Bing and Google SERP comparison]

Figure 2-5. Bing and Google SERP comparison



Search Engine Indexing



Google and others are indexing more pages than ever. Many of the modern search engines
      now boast upward of a few billion indexed documents. Here is how
      Wikipedia describes the process of search engine indexing:
Search engine indexing collects, parses, and stores data to
        facilitate fast and accurate information retrieval. Index design
        incorporates interdisciplinary concepts from linguistics, cognitive
        psychology, mathematics, informatics, physics and computer science. An
        alternate name for the process in the context of search engines
        designed to find web pages on the Internet is Web indexing.


Although web spiders do their best to obtain as many documents as
      possible for search engines to index, not all documents get indexed.
      Search engine indexing is closely tied to the associated search engine
      algorithms. The search engine indexing formula is a highly secretive and
      intriguing concept to most SEO enthusiasts.
Search engine indexing is not an entirely automated process.
      Websites that are considered to be practicing various unethical
      (spamming) techniques are often manually removed and banned. On the
      other end of the spectrum, certain websites may receive a ranking boost
      based on their ownership or brand.
Although Google and others will continue to provide guidelines and
      tutorials on how to optimize websites, they will never share their
      proprietary indexing technologies. This is understandable, as it is the
      foundation of their search business.


Summary



As we discussed in this chapter, the AdWords platform is useful for
    many reasons. You can use its Keyword Suggestion tool to find additional
    keywords in your keyword research. Other times, its built-in testing
    facilities can be very helpful in your SEO efforts.
Using SEM in conjunction with SEO is a smart choice. SEM is
    especially useful for new sites with little or no web presence or public
    awareness. Setting up an AdWords campaign is not a one-time thing. Your
    challenge is in making continual campaign improvements. Campaigns
    producing solid results will not do so forever. The competition will
    eventually catch up to you. There is always room to improve in terms of
    creating converting ads, ad groups, and campaigns. Challenge yourself to
    outperform your current best ad, campaign, and so on.
If your site produces lots of content or has lots of traffic,
    employing Google AdSense can earn you cash from Google. Before you
    implement AdSense, ensure that you have enough existing content or
    visitors. Don’t bother with AdSense if you are just starting out.

Chapter 15



sql.txt



CREATE TABLE `mytest`.`queue` (
`id` INT( 6 ) NOT NULL AUTO_INCREMENT PRIMARY KEY ,
`message` TEXT NOT NULL ,
`status` INT( 1 ) NOT NULL DEFAULT '0'
) ENGINE = MYISAM ;

config.php



<?
# change all lines but the last line (Twitter status update link)
#database
$username="your-db-username";
$password="your-db-password";
$database="your-database-name";

#twitter
$tusrid = 'your-twitter-userid';
$tpasswd = 'your-twitter-password';
$tURL = 'http://twitter.com/statuses/update.xml';

?>

index.php



<html>

<head>

<title>Home</title>

<script>
function limitText(limitField, limitNum) {
    if (limitField.value.length > limitNum) {
        limitField.value = limitField.value.substring(0, limitNum);
    }
}
</script>


</head>

<body>

<h3> What will you be doing? <br>(or what do you want others to think you are doing)
</h3><br>
<form name=mainform method=post action=add.php onSubmit="return checkLength(this)">

<textarea name="message" rows="3" cols="80" onKeyDown="limitText(this,140);"
onKeyUp="limitText(this,140);">
</textarea> <br>
<input type=submit value='Add Future Tweet'>

</form>
<br>


<?php
include("config.php");
mysql_connect(localhost,$username,$password);
@mysql_select_db($database) or die( "Unable to select my database");
$query="SELECT * FROM queue where status=0 order by id desc";
$result=mysql_query($query);

$numOfRecords=mysql_numrows($result);

mysql_close();

echo "<b>My Future Tweets</center></b><br><hr>";

?>

<table border="1" cellspacing="2" cellpadding="2">
<tr>
<td><b>id</b></td>
<td><b>Tweet</b></td>
<td><b>Status</b></td>
</tr>

<?
$i=0;
while ($i < $numOfRecords) {
   $id=mysql_result($result,$i,"id");
   $message=mysql_result($result,$i,"message");
   $status=mysql_result($result,$i,"status");
?>

<tr>
<td nowrap><? echo "$id"; ?></td>
<td width=350><? echo "$message"; ?>

   <?php

   $tmp = "";
   if ($status < 1) {
     $tmp = "Not Sent";
   }

   ?>
&nbsp; <a href="delete.php?id=<?php echo $id ?>">Delete</a>

</td><td nowarp><? echo "$tmp"; ?></td>
</tr>
   <?
   $i=$i+1;
}
?>
</table>
</body>
</html>

add.php



<?
include("config.php");

mysql_connect(localhost,$username,$password);
@mysql_select_db($database) or die( "Unable to select my database");

$message = $_POST['message'];

$query = "INSERT INTO queue (message) VALUES ('$message')";
mysql_query($query);

mysql_close();

?>

<script>
alert('Tweet Added');
window.location.href = "index.php";
</script>

delete.php



<?
include("config.php");

mysql_connect(localhost,$username,$password);
@mysql_select_db($database) or die( "Unable to select my database");

$myid = $_GET['id'];

$query="UPDATE queue SET status=2 WHERE id=$myid";

mysql_query($query);

mysql_close();

?>

<script>
alert('Tweet Removed');
window.location.href = "index.php";
</script>

sendTweet.php



<?php

include("config.php");

mysql_connect(localhost,$username,$password);
@mysql_select_db($database) or die( "Unable to select my database");

### get the tweet
$result = 
mysql_query("select id, message from queue where status=0 order by id asc LIMIT 1");

$row = mysql_fetch_array($result);

### send the tweet
$curl_handle = curl_init();
curl_setopt($curl_handle, CURLOPT_URL, "$tURL");
curl_setopt($curl_handle, CURLOPT_CONNECTTIMEOUT, 2);
curl_setopt($curl_handle, CURLOPT_RETURNTRANSFER, 1);
curl_setopt($curl_handle, CURLOPT_POST, 1);

$message = $row['message'];

curl_setopt($curl_handle, CURLOPT_POSTFIELDS, "status=$message");
curl_setopt($curl_handle, CURLOPT_USERPWD, "$tusrid:$tpasswd");

$response = curl_exec($curl_handle);

curl_close($curl_handle);

// get the status message
if (empty($response)) {
    echo 'tweet not delivered';
} else {
    echo 'tweet delivered';
    ###update db status
    $mid = $row['id'];
    mysql_query("UPDATE queue SET status = 1 WHERE id = $mid");
}

mysql_close();
?>

Crontab



# Tweet 5 times a day at 7am, 9am, 11am, 1pm and 3pm
* 8,10,12,14,16 * * * php sendTweet.php


Summary



Sitemaps come in many different forms. Often, using HTML Sitemaps
    with Sitemaps created around XML Sitemaps Protocol is the ideal choice.
    HTML Sitemaps address the specific needs of your website visitors, whereas
    XML Sitemaps talk directly to search engine spiders. XML Sitemaps offer
    benefits to webmasters as well as search engines. Webmasters enjoy faster
    site crawls while search engine spiders get to augment their natural
    crawls—often discovering new pages not discovered by conventional natural
    crawls. There are other mutual benefits, including the ability for search
    engines to provide fresh URLs faster in their search results.
Smaller sites with infrequent site updates can do fine with only
    HTML Sitemaps. Larger sites carrying thousands of pages will see great
    value in using XML Sitemap types. With the convergence of search engine
    support of XML Sitemap Protocol (as defined at Sitemaps.org), using XML Sitemaps makes
    sense as more and more search engines come on board.
Using mobile, video, and news Sitemaps provides additional
    opportunities for SEO practitioners to consider. With search engines
    continuously enhancing their search capabilities with mixed
    (media-enriched) results, search engines are sending a strong message to
    site owners to spice up their sites with rich media content.

Summary



In this chapter, you saw lots of ways to confuse search engines. As
    a rule of thumb, anything that you want to be indexed for a particular
    keyword should be in HTML. It is as simple as that. Although Google and
    others are continuously improving their search engine technology, stick to
    the basics to be safe. You’ll be surprised at what you can
    accomplish.

Google AdSense



Google AdSense allows webmasters to make money by showing AdWords content-targeted
    ads. AdSense comes in several different flavors, including AdSense for
    Content, AdSense for Search, AdSense for Feeds, AdSense for Domains, and
    AdSense for Mobile Content. Figure 16-16 illustrates
    the AdSense offerings.
[image: AdSense setup]

Figure 16-16. AdSense setup


AdSense Setup



The steps for setting up an AdSense account are similar to any other
      Google account. Simply go to http://google.com/adsense and sign up for your account.
      When you get to the AdSense sign-up form, you will be asked to provide
      your site’s URL and language. You will also be asked not to place ads on
      porn sites and sites that provide incentives to click on ads.
You will have an option to register as an individual or as a
      company. Farther down the form you will be asked to enter payee
      information (name and address) as well as your contact information. You
      should be done filling out the form within a couple of minutes. Once you
      open one AdSense account, you do not need to open additional accounts
      for placing ads on your additional sites.

AdSense Earnings



Google does not disclose how much you will earn per click on its ads. Here
      is how Google explains
      it:
The Google ads you are able to display on your content pages can
        be either cost-per-click (CPC) or cost-per-1000-impressions (CPM) ads,
        while AdSense for search results pages show exclusively CPC ads. This
        means that advertisers pay either when users click on ads, or when the
        advertiser’s ad is shown on your site. You’ll receive a portion of the
        amount paid for either activity on your website. Although we don’t
        disclose the exact revenue share, our goal is to enable publishers to
        make as much or more than they could with other advertising
        networks.


Typically, Google sends checks about one month behind if your
      earnings pass Google’s payment threshold ($10 in the United States). You
      are responsible for paying any taxes as required in your country. Let’s
      look at example earnings you can make with AdSense.
Suppose you have a site that shows 1,000 AdSense impressions per
      day. Assuming that your CTR is at 1% and that the average click worth is
      $0.10, we get the following:
Daily AdSense Earnings =
1000 (impressions) × 0.01 (CTR) × 0.10 (click worth)
= $1
So, if you have a busy site, you can do the math and see what you
      can earn. It sounds pretty simple, but to make it work you need to put
      in the time to create good content. A lot depends on your visitor levels
      as well as how you integrate AdSense within your site(s).

AdSense Website Setup



Once your account is created and approved, you can set up AdSense on your site
      in a matter of minutes. For example, if you are going to be using
      AdSense for Content, you will see screens similar to those in Figure 16-17.
[image: AdSense for Content selection form]

Figure 16-17. AdSense for Content selection form

You can choose among many types of AdSense ads. Some will be
      textual, and some will be image ads. After completing the form, you will
      be presented with Google AdSense JavaScript code that you can place in
      your website. Here is how the code might look:
<script type="text/javascript"><!--
google_ad_client = "pub-2543652322383302";
/* 120x600, created 7/18/09 */
google_ad_slot = "0138057722";
google_ad_width = 120;
google_ad_height = 600;
//-->
</script>
<script type="text/javascript"
src="http://pagead2.googlesyndication.com/pagead/show_ads.js">
</script>
In case you are wondering, this code will create a vertical
      AdSense ad area measuring 120 × 600 pixels.

AdSense Tips



The following subsections provide some tips if you decide to use AdSense
      on your site.
Unique content



Stick with niche content. If you want to have a chance at a
        successful AdSense site, the rules of content uniqueness apply. You
        want to drive targeted relevant traffic.

Seamless blending



Most people become AdSense-blind sooner or later. The more your
        AdSense ads look like they’re part of your content, the better. Spend
        time choosing color schemes that will help with this effect. You want
        to make it harder for visitors’ eyes scanning your AdSense pages to
        tell the difference between your page elements and the ads. One way to
        achieve this is by using the same text colors and text size.

Strategic placement



The basic idea behind strategic ad placement is that of forcing
        the visitor’s eye to scan the ads while looking for specific web page
        actions. For example, placing ads next to the navigational elements is
        one of those ways. You could also make your navigation links look
        similar to the AdSense ad links for added confusion. This approach may
        be viewed as being against basic website usability principles,
        however.
According to Google, placing AdSense ads near the top left and
        middle of a page seems to work best. You can read more about Google’s
        research at https://www.google.com/adsense/support/bin/answer.py?answer=17954.



Chapter 7. Google Webmaster Tools and Google
  Analytics



This chapter is divided into two parts. First we’ll cover Google
  Webmaster Tools. The Google Webmaster Tools platform gives webmasters an easy way
  to track their web page traffic, analyze their robots.txt file, add their Sitemap files, and so
  forth. It would be foolish not to utilize Webmaster Tools, as it is an
  indispensable resource for conducting SEO.
The second part of the chapter covers the Google Analytics platform.
  Google Analytics is the preferred marketing tool for viewing
  general web stats and, more importantly, conversions. Both of these are
  great tools, and best of all, they are free. Both of these tools should
  become part of your SEO toolkit.
Google Webmaster Tools



Google Webmaster Tools is a good resource for webmasters. With it
    you can easily spot all kinds of problems. The following subsections
    explore Google Webmaster Tools in detail.
Webmaster Tools Setup



Just as you do when using any other Google tool, you need to register
      for a Google account before you can use Google Webmaster Tools. If you
      already have a Google account, sign in at http://google.com/webmasters/tools/. Once you are signed
      in, you will want to add your site to Google Webmaster Tools. Before you
      can add your site, Google will ask you to prove that the site in
      question is truly yours. Figure 7-1 shows the two
      methods you can use to validate your site.
The default method is to use the HTML meta tag. The second way is
      to upload a text file with the exact (random) name as generated by
      Google.
[image: Google Webmaster Tools site validation]

Figure 7-1. Google Webmaster Tools site validation


Once you validate your site, you will be ready to use Webmaster
      Tools. Note that it will take some time for you to see any data. Just
      come back later.

Dashboard



Upon every logon to Webmaster Tools, you will see a list of your sites.
      Clicking on any of your sites brings you to the (summary) Dashboard
      page, as shown in Figure 7-2.
[image: Google Webmaster Tools: Dashboard page]

Figure 7-2. Google Webmaster Tools: Dashboard page

The Dashboard screen lists your top search queries, crawl errors,
      links to your site, and Sitemaps. You can use the navigation panel on
      the left side of the screen to view more details, as well as to use
      additional tools. We’ll examine those in the following sections.

The “Site configuration” Section



Selecting the “Site configuration” menu option opens additional
      options, including Sitemaps, “Crawler access,” Sitelinks, “Change of
      address,” and Settings. We explore each in the following
      subsections.
Sitemaps



You use the Sitemaps option to submit new Sitemaps, see the status
        of existing Sitemaps, delete and resubmit Sitemaps, and export
        Sitemap-related data to an Excel spreadsheet. If your Sitemaps have
        any errors, you will see an indication of such under the Status field
        of your Sitemap listing. Figure 7-3 highlights the
        key parts of the Sitemaps interface.
[image: Google Webmaster Tools: Sitemaps interface]

Figure 7-3. Google Webmaster Tools: Sitemaps interface



Crawler access



You use the “Crawler access” option to manage your robots.txt file. You can do many things
        while on the “Crawler access” page. Figure 7-4 shows the default
        “Crawler access” screen. At the top you are presented with three tabs.
        The “Test robots.txt” tab is the default tab and is used for testing
        the robots.txt file. Clicking on
        the “Generate robots.txt” tab presents you with another screen where
        you can interactively assemble your new robots.txt file,
        which you can upload to your server. The “Remove URL” tab brings you
        to a page where you can tell Google to remove specific URL(s).
You will spend most of your time in the default (robots.txt testing) tab. Just below the
        three tabs, you should see the current status of your existing (or
        missing) robots.txt file.
        Immediately below that you will find what you can think of as your
        robots.txt testing area. There
        are three major fields you can play with here. The first text area
        field downloads your existing website robots.txt file by default. You can change
        this to anything you want, as the field is fully editable.
The next text area field is where you can list your URLs. Your
        domain name in the URL must match your actual domain name for the
        domain session you are currently viewing within Webmaster Tools. Each
        URL should be listed on a separate line.
Google also allows you to test your URL and robots.txt combinations with several
        different spiders, including Googlebot-Mobile, Googlebot-Image,
        Mediapartners-Google, and AdsBot-Google.
[image: Google Webmaster Tools: Specifying crawler access]

Figure 7-4. Google Webmaster Tools: Specifying crawler access


Sitelinks



Google Sitelinks is a feature for enhancing relevant site listings with
        additional hotspot links found on a particular site. Sitelinks
        typically appear as the top result on the Google SERPs. If you own a
        new site, don’t expect to get your Google site links right away. Figure 7-5 shows an example
        as taken from Webmaster Tools.
[image: Google Webmaster Tools: Sitelinks]

Figure 7-5. Google Webmaster Tools: Sitelinks

Every site should strive to get sitelinks, as they imply
        authority as well as web presence. Sitelinks also occupy additional
        search results screen real estate, the space that pushes your
        competitors farther down the results page—something to be
        desired.
Once you earn your sitelinks, you can remove any unwanted links
        that appear in the Google SERPs using the Sitelinks section of
        Webmaster Tools. According to Google, sitelinks are completely
        auto-generated. Visit http://bit.ly/4EORUm to read more
        about sitelinks.

Change of address



Google makes it easy when you have to move your site to another domain.
        Google states that doing this will help the company update its index
        faster and “smooth the transition for your users.” Figure 7-6 shows a screenshot
        of the “Change of address” subsection.
[image: Google Webmaster Tools: Specifying a change of address]

Figure 7-6. Google Webmaster Tools: Specifying a change of
          address

As you can see in Figure 7-6, Google provides you
        with step-by-step instructions for moving your site.

Settings



With the Settings option you can customize your geographic target, preferred
        domain, and desired crawl rate. Figure 7-7 shows a portion
        of this subsection.
If you wish, you can target users in a specific country by
        enabling the “Geographic target” checkbox. The default setting is Off.
        If you are worried about link canonicalization, you can tell Google
        about your preferred domain. Note that this is only one level of
        potential content duplication.
You can also set your own custom crawl rate. Google provides no
        guarantees when it will crawl your site. You are better off letting
        Google determine your site’s crawl rate.
[image: Google Webmaster Tools: Settings options]

Figure 7-7. Google Webmaster Tools: Settings options




The “Your site on the web” Section



The “Your site on the web” menu option contains several subsections, including “Top search
      queries,” “Links to your site,” Keywords, “Internal links,” and
      “Subscriber stats.”
Top search queries



By selecting the “Top search queries” option, you can see keyword
        queries where your site appeared on Google search results. Figure 7-8 illustrates the
        key parts of this page.
[image: Google Webmaster Tools: Information about top search queries]

Figure 7-8. Google Webmaster Tools: Information about top search
          queries


The “%” column indicates the percentage of impressions of a
        particular keyword compared to all of your keywords. You also can see
        the actual rank or position of each keyword in the last column to the
        right.
On the righthand side of the screen is a section regarding your
        site’s click-throughs. It shows all searchers’ queries that made it to
        your site in a similar breakdown.

Links to your site



The “Links to your site” option is useful for current state backlink analysis. You can
        see who is linking to your internal pages, and enter your internal
        URLs to see whether they have earned any backlinks. You can also view
        the anchor text of your backlinks. Figure 7-9 shows parts of
        these screens to illustrate the concepts.
[image: Google Webmaster Tools: Analyzing links to your site]

Figure 7-9. Google Webmaster Tools: Analyzing links to your site



Keywords



The Keywords page shows the most important keywords found on your site.
        You can see what keywords are working. You may also be surprised by
        some keywords. If you see irrelevant keywords, your site may have been
        hacked. If you do not see your targeted keywords, you may wish to
        check for any crawl errors in addition to checking whether your
        particular page was crawled.

Internal links



The “Internal links” page is similar to the “Links to your site” page. Here, you can
        search for internal links linking to other internal links. This is
        important, as it pertains to the flow of your link juice.

Subscriber stats



The “Subscriber stats” page shows your existing feed(s) and their Google
        subscribers; see Figure 7-10. You also have
        the option to add your feed as your Sitemap; as we will discuss in
        Chapter 10, it is best not to use this option.
[image: Google Webmaster Tools: Analyzing subscriber stats]

Figure 7-10. Google Webmaster Tools: Analyzing subscriber stats




The Diagnostics Section



The Diagnostics section consists of three parts: “Crawl errors,” “Crawl stats,”
      and “HTML suggestions.” The following subsections discuss the
      details.
Crawl errors



The “Crawl errors” page shows you your site’s crawling problems. There are three
        main tabs on this page: Web (which is the default), Mobile CHTML, and
        Mobile WML/XHTML. Figure 7-11 shows a portion
        of this page.
[image: The Web tab of the “Crawl errors” page]

Figure 7-11. The Web tab of the “Crawl errors” page


Crawl errors come in all sorts of flavors. This option is
        particularly useful when tracking any broken links that Google bots
        are finding. The tool will also report pages that are restricted by
        your robots.txt file. In
        addition, you will see pages that time out or are unreachable.

Crawl stats



The “Crawl stats” page shows a breakdown of Googlebot activities. Figure 7-12 shows a portion
        of this page. The first graph shows the number of pages crawled per
        day over a period of time. The second graph shows the number of
        kilobytes downloaded per day, and the last graph shows the download
        speed during that period. Each graph is augmented with statistical
        data, including data highs, lows, and averages.
[image: Google Webmaster Tools: Googlebot activity crawl stats]

Figure 7-12. Google Webmaster Tools: Googlebot activity crawl
          stats


At the bottom of the “Crawl stats” page is a graph of your
        site’s PageRank distribution (see Figure 7-13).
[image: Google Webmaster Tools: Crawl stats PageRank distribution]

Figure 7-13. Google Webmaster Tools: Crawl stats PageRank
          distribution



HTML suggestions



Another gem of the Google Webmaster Tools platform is in the “HTML
        suggestions” page (see Figure 7-14).
[image: Google Webmaster Tools: HTML suggestions]

Figure 7-14. Google Webmaster Tools: HTML suggestions


On this page, Google will tell you what it thinks of your site’s
        pages in terms of your meta descriptions, title tags, and nonindexable
        content. In each subsection, you will find tips regarding duplicate,
        short, and long meta descriptions; missing, duplicate, long, short,
        and uninformative title tags; and similar information.




Utilizing Distribution Packages



If you don’t have time to set up your environment from scratch, you
    can download one of the many distribution packages. These packages include
    all of the servers as well as PHP and Perl. Here are some of the popular
    ones:
	XAMPP
	Includes Apache, PHP, Perl, and MySQL (runs on Windows, Mac,
          and Linux)

	WAMP
	Includes Apache, MySQL, and PHP for Windows

	MAMP
	Includes Apache, MySQL, and PHP for Mac OS



The installation process is fairly simple on most operating systems.
    After a few minutes, you should have a full development environment
    running. The first thing you may want to do is find out your web root
    folder so that you know where to place your files. If you have installed
    Apache using the default HTTP port (80), you should be able to browse to
    your local site by going to http://localhost. If you
    need further instructions, follow the help available on each site.

Summary



In this chapter, we covered two of the most important Google tools:
    Google Webmaster Tools and Google Analytics. You can leverage both when
    auditing sites. Marketers like using Google Analytics due to its
    conversion tracking and comprehensive reporting features. As a rule of
    thumb, it would be best to use at least two different tools of this type
    to make intelligent SEO decisions.

Social Media Strategy



When forming a social media strategy, start by understanding the benefits
    and associated risks. Continue by building a tangible strategy, which you
    can use to get your company’s buy-in. Start implementing your strategy. If
    your goals are not met, consider revising your strategy. Take corrective
    steps along the way and evaluate your benefits against your costs.
Do Some Research



Try to figure out which social media platform is suitable for your
      company. The answer to that should be linked to where your audience is.
      On what platforms do you see the most engaging audience in your niche?
      Whichever platform you choose, you will need to invest your time. There
      is no other way around it. You cannot be in it this month, skip the next
      month, and then come back to it again the following month. Social
      networking is a daily chore.
Understand the benefits



SMO is not just about your website visibility or your company
        brand. SMO allows for many other benefits. Fostering open dialogs with
        your clients allows for faster product or service feedback loops.
        Obtaining instant feedback can be an empowering prospect when
        developing new products or services.
You can also use these discussions to improve your current
        offerings. SMO can help you build your perceived trust, influence, and
        authority. The byproduct of all this is a greater power to influence
        your clients. When done correctly, SMO can bring huge amounts of
        traffic and profit. Achieving great social media traction allows for
        natural link building from an SEO perspective.

Understand the risks



It is important to understand that social media campaigns come
        with certain risks. All content is scrutinized by your web audience.
        If you’re not careful, you could ruin your entire brand and
        image.
Another potential risk is in wasting your time and resources.
        Marketing departments do not have infinite budgets. It is possible
        that the costs will outweigh the perceived benefits. Nobody can
        forecast the exact results. Account for known and unknown
        risks.

Understand the process



All social media platforms have some things in common. All
        platforms, to be used to their full potential, require their users to
        register for an account. After this comes creating and optimizing your
        profile. Be sure to include your business or website links.
The next steps include finding and building your friends
        network, participating in various outlets such as comment posting,
        forums, and discussions, sharing your content including links and
        website feeds, and more. While doing all of this, it is important to
        continue creating media-rich, engaging experiences as well as focusing
        your work effort on your specific niche.


Formulate Your Strategy



With your research out of the way, present your information to the
      key stakeholders to get their buy-in as well as budget and resource
      commitments. After you know your budget and resources, start defining
      your short-, medium-, and long-term goals.
Define (audit) check points to track your progress and to allow
      for corrective actions. Determine how you will report and measure your
      progress. Also define your exit points and any contingency plans should
      you run out of money or in case of unexpected problems.

Implement Your Strategy



At first, do not try to do too much. Pick a couple of the top
      social bookmarking sites (e.g., Delicious, Digg), and then optimize your
      current site with their icons. Next, register with one or two of the top
      social networking sites (e.g., Facebook, Twitter). Take some time to
      fully learn these platforms. Also, consider creating viral videos on
      YouTube.
Reevaluate your strategy



Create monthly progress reports. Analyze your current costs and
        benefits. Determine whether you have to make adjustments. Determine
        what is working and what is not producing desired results. Try to
        replicate things that work to amplify their cumulative effects.



Summary



With so many variables used in search engine rankings, optimizing
    for the most important ranking factors is paramount. Nobody has time to
    optimize for everything.
This chapter covered internal ranking factors. Internal ranking
    factors are divided into two broad categories: on-page and on-site ranking
    factors.
On-page ranking factors are pertinent to each page. Many on-page
    ranking factors are related to keywords. This includes keywords in the
    title tags, the page URL, the <meta> description tags, and the HTML
    heading tags. Other on-page factors include the keyword proximity (and
    prominence), the link anchor keywords, the quality of outbound links, the
    page age, and the page size.
On-site ranking factors affect the entire site. These factors
    include the domain name keywords, the size or quantity of content, the
    linking architecture, and the page freshness.
We examined all of these factors in detail using a custom Perl
    script to help you in your SEO efforts.

Real-Time Search



Theoretically speaking, real-time search across the Internet is virtually
    impossible. What is possible is collecting a subset of newly posted
    information across an array of sites and making this available relatively
    quickly.
For real-time search to be viable, it has to address many different
    factors but answer one basic question: what is relevant at this moment?
    The viability of real-time search relies on its heavy use of the social
    networking community sites as well as in designing algorithms to filter
    junk versus relevant, important content on the fly.
Nonetheless, live search seems to be the next big thing. Twitter
    already has “real-time” search capabilities from its acquisition of
    Summize.
    There are many up-and-coming real-time-search contenders, including
    Scoopler,
    OneRiot,
    Topsy, and TweetMeme, among
    others.
Twitter Real-Time Search



Twitter is the frontrunner when it comes to real-time search. Tweets are
      searchable instantly. If you create a page, Google does not index it
      until its crawler finds it. So, in that sense, Twitter has a head start
      when compared to Google.
When it comes to Twitter’s real-time search, tweet keyword
      relevancy is the top-ranking factor. Twitter uses a different
      kind of keyword matching when producing its search results. If you
      search for watching TV, you will get results that
      contain both terms.
Twitter search produces up to 1,500 tweet search results broken
      down to 15 tweets per page (as of this writing). Even the last search
      result out of the 1,500 can be only a few minutes old, depending on your
      search keyword. For hot topics, this may even go down to a few seconds.
      Twitter’s search is case-insensitive. Twitter does not have any fancy
      search commands like Google does, but in time it is expected that
      Twitter will catch on in that department.
Tweet scheduler applications (such as the one we developed in this
      chapter) will play a big role in Twitter search. What matters now will
      not matter a few minutes from now or one hour from now; this is what the
      Twitter paradigm is all about.

OneRiot Real-Time Search



OneRiot is one of the frontrunners in real-time search. OneRiot uses
      the concept of a Pulse Rank to rank real-time content. Tobias Peggs (of OneRiot) states the following:
We have invented a new ranking algorithm—Pulse Rank—to drive the
        realtime ordering of our search results. Think of Pulse Rank as
        PageRank for the realtime web. If PageRank reflects historical
        dependability, then Pulse Rank reflects current social buzz. Pulse
        Rank is the ranking algorithm for the 40% of searches that traditional
        search engines struggle with.


Some of the factors used in OneRiot’s indexing algorithms include
      freshness, domain authority, people authority, and acceleration. For
      more information, read the full article at http://blog.oneriot.com/content/2009/06/oneriot-pulse-rank/.


