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I frequently refer to myself as the “one-eyed
king in the land of the blind” when it comes to SEO. Meaning, it’s
not that I know so much about SEO but rather that so many
others know so little.

I have employed many different strategies in
a variety of verticals with repeated successes. The approaches that
I will share with you throughout this book are what resulted in
those successes. I do not claim to be the expert of all things SEO.
That universe is huge. I do claim, however, that if you apply just
a few of these strategies to your website, you will be pleasantly
surprised by the results.

As a way of background, a partner and I ran
a site for years with the domain name “DivorceCures.com” It was a
site that promoted collaborative divorce. We ran it as a directory
where lawyers paid for a listing to be featured on the site. Our
focus was maximizing site traffic so that visitors elected to use
the directory’s featured lawyers.

The niche was super competitive. There were
many others with related sites and deep pockets fighting to get on
the much prized first page of Google. Yet with extremely limited
resources, our two-person team got our site onto the first page of
Google for over one year before we sold our business. We had used
SEO as our main source of traffic.

How?

We went to every conference that our budget
could afford. We took every SEO course out there. We spent hours
refining our techniques until we got the results we wanted. Those
carefully honed techniques, which I am about to share with you
here, are all strategies I know with certainty, work.

My background

My background is in finance. I worked for
Merrill Lynch on a trading desk that covered accounts in Latin
America. In the late 1990’s, Merrill Lynch needed a better way to
talk with their international offices and asked me to help build
out a series of web pages to that end. I spent over a month in an
accelerated program in New Jersey, learning html and S.E.O, to
enhance my ability to quickly build the needed pages. In addition,
I had to learn how to index and tag the pages properly so that when
financial advisors wanted to find our pages, they could easily find
us by way of online searches.

Little did I know this would be the genesis
of my story.

During the next ten years, I built numerous
sites and spreadsheets that would link to a variety of web pages
for Merrill Lynch. Clients could trade on the platform, get
research, and see the price action of bonds, derivatives, and FX
products.

Given my unanticipated
expertise, I started a side hustle. I partnered with a friend of
mine to target law offices who needed web pages built like the ones
I had built for Merrill Lynch. I researched and formulated my
approach during my off hours and came to really understand what a
law firm needs to help grow a practice. It was during this time
that I came to understand how a website is really a wasted asset if
its SEO is poorly configured. I investigated and learned every
trick I could to get these websites ranked. The result was that my
clients consistently got new clients of their own
because of their websites.

I left the financial industry in 2012 to
focus my attention on DivorceCures.com and, as I said earlier, sold
the business in 2015. Today, I own a software company that builds
apps. I still consult with clients when it comes to SEO and the
strategies that I use in this book are the ones I employ to this
day.

My hope is that by the end of the book, you
will try some of these techniques so that you can grow your
client/customer base. You will find that one specific techniques
described will net you most of your clients. As for some of the
more competitive niches, you will need to employ a variety of
tactics to get the results you are seeking.

I wish you the best of luck!

Steve Clark

www.transparen.com

sclark@tcgsi.com
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Many clients have come to me over the years
to say that they have “the best name” for their business and
website. Examples of names I’ve been pitched are “LifeForce” and
“The Tornado.” But when I ask the client, “What’s the connection
between the name and your business?”…the answer was always, “There
isn’t any.”

When people search on Google, they type in
the words for precisely what they want. For example, most people
looking for a dentist will type in the word “dentist.” If they need
an accountant in the city they live in, they will type in the words
“accountant Austin Texas.” In the example of dentists, most will
use their legal name for their website such as “DrMartinDDS.com”
instead of calling their website “DentalServicesAustin.com.”

Why is this important? Well, because Google
says it is.

If a person types in “dental
services austin” which website do you think is going to show up
first, “DrMartinDDS.com” or “DentalServiceAustin.com?” Google will
always give preference to the domain name that matches what the
user is looking for. In fact, because you
have the web URL that matches the search term, your site has a much
higher chance of showing up first in the Google listing.

Keyword-rich domain names play an integral
role when it comes to user click-through rates on search engine
results. For most business owners, traffic to a website should be
the top priority. If you have a business, consider registering
keyword-rich domain names that align with your website. Take
advantage of a user’s higher propensity to click on domain names
that include one or more of their search keywords.

However, if you love your
name and think it is more important that your web site includes
your name and your
“cool” business name, then buy and build two websites. This way,
you can cross promote and get more traffic. So, in the dentist
example, buy and build the website “DrMartinDDS.com” as well as
“DentalServicesAustin. com.” Now you will have one site that
captures a variety of leads and another that will help to build
your brand.


Chapter II Page Rank



What is Page Rank?

Page rank is Google’s means for measuring the
value of your site.

A few years ago, page rank
was the SEO metric that everyone talked about. In fact, it was
the only real
measure by which you could test your site. The rankings were a way
to see how Google valued your site. The higher the rankings of your
site, the better your site was doing. The values were based on a
scale from 1-10, with 10 being the highest. A score of 10 meant you
were one of the best sites in the world. Sites like “cnn.com,”
“drudge.com,” and “wikipedia.com” had a page ranking of
10.

The best way to know if your SEO strategies
were working was to check and see if your page rank score was going
up. An increase in your page rank score was a great indicator that
your SEO strategy (and, in particular, your link building
strategy discussed below) was working.

Fast forward to 2021 and page rank is
mentioned rarely.

It is not because page rank
is no longer important; just that it is no longer a
public-facing metric.
When SEO professionals can no longer measure something they
eventually stop talking about it. The point is that since it is
virtually impossible to know how your site is perceived and ranked
in Google, this does not mean that it is no longer important. It
is. Always build your site in a manner that Google likes, even if
you cannot see the effect. When building a site, I create it around
what Google wants to see. This way I enhance my page rank
score.

Summary

1. URL: Create a solid URL name with
keywords included. Ideally, the name should match what the user is
searching. So, if your client is searching for “dentist in Austin,”
the ideal web site name should be “DentistinAustin.com.” This is by
far the quickest and easiest way that I ranked my websites. I had
many competitors in my niches that had better websites, more links,
and more content but because I had a URL that was keyword rich I
outranked them.

2. Page SEO: On the homepage, make
sure you tell the user what the site is about. Include “Title Tag”
and content. The title tag is the text that shows up in the search
result, the title of the page. Using the example of dentists in
Austin, “Dentist in Austin” should be your title tag. In the main
section, make sure you put enough of the keywords on the homepage,
again using the term “Dentists in Austin.”

3. Privacy Policy. Tell people what
you do with their data. It might not mean much to
you, but I can assure you that Google will look at it when ranking
your site. So always include it. You can always view other sites’
privacy policies to get an idea for the language you want to
use.

4. Contact Us Page. On this page
include a phone number, address, and a currently working email
address. There
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