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For long term success, business owners need to 

understand that an SEO’s potential is only as high as the 

quality of their client’s business or website. So, a good 

SEO partner will help put your best foot forward so that 

your business rank appropriately in a Google organic (or 

GMB/Maps) spot where an unbiased potential customer 

would expect their site to be seen. A good SEO partner 

will also look to improve the entire searcher’s experience: 

from search results, to clicking on their client’s website, 

and potentially converting. Additionally, an SEO partner 

will recommend best practices for a search friendly site, 

from basic things such as descriptive page titles for a 

blog or small business to more complex things like 

language markup for a multilingual global site.

Valuing Your 
Business

A good SEO partner will ensure that you are serving your 

online customers a good experience, especially those 

coming from a search engine and that your site is helpful 

whether their using a desktop computer or mobile phone. 

In most cases, SEOs need four months to a year to help your business first implement 
improvements and then see potential benefit. The best SEOs years of experience in digital 
marketing and data analytics, enables them to optimize time to objective in helping clients achieve 
top rankings while incorporating business strategies. It is difficult to have an experienced data 
analytic person as well as knowledgeable in their field. You usually will only get one skillset. 
HAVING BOTH IS A BONUS! If you happen to have an SEO with a business acumen and data science 
or operations research skillset, you can’t go wrong. 
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A good SEO partner will corroborate all recommendations with a documented statement from 
Google, either in a help center article, video, or Googler response in a forum, that supports BOTH:
 
1. The SEO’s description of the issue that needs to be improved to help with ranking, and
2. The approach the SEO partner will prescribe to accomplishing this task
 
Your SEO should build a lasting relationship and trust with you and your team, hopefully help you 
avoid bad SEO services, who might otherwise convince you to do useless things such as, “add more 
words to the keywords metatag or simply just buy more links.” 
 
If you search for Google advice on this topic, you will see blog posts and videos from Google that 
clearly explains that adding key words to the metatag would not help. Furthermore, while Google 
uses links for page rank, Google’s documentation highlights that they strongly advise against the 
approach of buying links for the purpose of increasing page rank.  One basic rule is that in the 
majority of cases, doing what is good for SEO is also doing what is good for the online customers, 
things like: having a mobile friendly website, good navigation, and building a great brand.
 
Additionally, if you are a more established brand with complicated legacy systems then good 
search friendly best practices likely involve paying off some of your sites’ technical debts such as 
updating your infrastructure so that your website is agile and able to implement features faster in 
the long term. 
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A good SEO partner will not focus only on search engine ranking, but how they can help your 
business. So, they should ask specific questions like:
 
1. What makes your business service or content unique and therefore valuable to customers? 
As a concerned SEO partner, they want to know this information to ensure that it is 
highlighted on your website for your current and potential future audience.
 
2. What does your common customer look like? How do they currently find your website?
 
3. How does your business make money? And how can Search help?
 
4. What other channels are you using? Offline advertising? Social networks?
 
5. Who are your competitors? What do they do well online (and potentially offline)?
 
If an SEO does not seem interested in learning about your business from a holistic 
standpoint, look elsewhere. It is difficult to do good SEO without knowing about a business’ 
goals, your customers, and other existing marketing efforts. The SEO will need to 
complement your existing work!
 
This eBook's objective is to provide you with useful guidance so that you understand that a 
good SEO partner will need to work effectively with your developers, designers, UX 
researchers, and/or marketers. 
 
Note: UX (user experience) researchers are akin to data scientist: rather than 
hypothesizing about what a consumer may like, they analyze actual consumer behavior and 
form data driven insights to address the needs of these customers. Data Scientists are able 
to do this task and much more! 
 
When working with a good SEO partner, your mind should be set at ease. They should work 
well with you and your team, learn from the SEO, experiment with SEO, the SEO should 
genuinely care about you and your business, not just getting your site the highest rank. As 
ultimately, those techniques rarely last long, if they work at all.  A good SEO partner will 
educate you and your staff on how search engines work so that SEO becomes part of your 
general business operations.
 

Effective 
Working

Relationships
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Technical and Search Audits
Structure of Technical and Search Audit
 
When providing you with a technical and search audit, the SEO partner should only gain restricted view, not 
full or write access to your Google search console data, and even your analytics data. Building trust is 
important! Before an SEO partner actual modify anything on your website, they should give you a prioritized 
list of what they think should be improved for SEO as a result of the technical and search audit performed. 
If you are a larger business, you could higher multiple SEOs to run audits and prioritized improvements. See 
what each has to say and then determine who you could work with the best. 
 
In the audit, a good SEO partner will prioritize the list with a structure like:
 
 1. The issue, 
 2. The suggested improvement, and
 3. An estimate of the overall investment
 
In other words, the time, energy or money it would take for your developers to implement the improvements 
and for Google search as well as searchers and customers to recognize the improvements. The SEO 
partner will need to talk with your developers to better understand what technical constraints exists. 
 
Estimated positive business impact
 
The impact might be a ranking improvement that may lead to more visitors and conversions. Or perhaps a 
positive impact comes from a backend change that cleans up your site and helps your brand be more agile 
in the future.
 
Pivot or Continue
 
If you have an experienced SEO, in their project milestones, they should know to plan how to iterate and 
improve on the implementation or how to experiment and fail fast should results not meet expectations 
early on.  This is project management 101!
 
That covers the structure of the technical and search audit. Now, let’s talk about each of these audits 
individually. 
 
In the technical audit, a good SEO partner will be able to review your site for issues related to:
 
• Internal linking
• Crawlability
• URL parameters
• Server connectivity
• Response codes
 
If your site has duplicate content that need to be corrected, the SEO should show you the specific URL that 
are competing for the same query. Or they should explain that it should be cleaned up for long term health, 
not initial growth. This is mentioned because lots of duplicate content exist on websites and often it is not 
a pressing problem. 
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Branded vs. Unbranded Keywords
In the search audit, your SEO partner will need to breakdown your search queries into two categories:
 
• Branded – (e.g., gmail)
• Unbranded – (e.g., email)
 
Branded terms are those terms with your business or website name. We will make sure for branded queries such as 
gmail, your website is providing a great experience that allows customers who know your brand or website to easily 
find exactly what they need and potentially convert. The SEO should recommend improvements that helps the entire 
searcher’s experience from what the searcher sees in the search result, to when they click on a result and use your 
website. 
 
For unbranded queries, the SEO partner should tell how to better make sense of the online competitive landscape. 
They should tell you things like here are the type of queries it would make sense for your business to rank, but here 
is what your competition has done and why they think they rank where they do. For example, perhaps your 
competition has great reviews, really sharable content or they run a highly reputable site. The SEO should provide 
recommendations for how to improve rankings for these queries and the entire searcher’s experience.  
 
A good SEO partner will introduce ideas for unbranded/general keyword improvement such as:
 
 1. Update obsolete content (e.g., your site is suffering because some of your well ranking content is obsolete, 
has poor navigation, a useless page title, or isn’t mobile friendly. Let’s improve these pages and see if more website 
visitors convert and purchase or if they can micro convert [i.e., subscribe or share content]).
 
 2.  Improve internal linking (e.g., your site is suffering because some of your best articles are too far from the 
home page and users would have a hard time finding it. We could better internally link to your content to feature it 
more prominently).
 
 3. Generate buzz (e.g., You have great content, but not enough people know. We can try to get more user 
interaction and generate buzz, perhaps through social media or business relationships. This will help us to attract 
more potential customers and perhaps garner natural links to your site. 
 
 4. Learn from the competition (e.g., Here is what your competitors do well. Can you reach parody with this and 
potentially surpass them in utility, or can you better show customers your business’ unique values)?  
 
Again, a good SEO partner will prioritize what ideas can bring your business the most improvement for the least 
investment, and what improvements may take more time, but help growth in the long term. Once the SEO talk with 
you and your team (developers or marketers), the SEO should now help your business forge a path ahead.
 
The SEO strategy and techniques described above are a deliberate process. Typically, you will not see results from 
six months to a year, if the process is managed and maintained by competent SEO provider; that is not always the 
case. The experienced analytic SEOs (if capable) should be able to provide Top 3 Google My Business 
(GMB)/Maps Ranking within 90 days. The GMB/Maps are featured to allow for a good SEO to model your 
improvements much faster than Google organic, few are capable. A really great SEO partner may be able to 
formulate their methodologies so they achieve top 3 GMB/Maps for their client even sooner! The only other faster 
alternative are Google paid ads, paid per clicks (PPC). There are times when PPC are appropriate. However, for 
long term health, Google organic and GMB are highly recommended due to their higher conversion rates. 
 
Finally, in general, one of the biggest holdups to improving a website isn’t the SEO’s recommendation, but it is the 
business making time to implement their ideas. While getting an SEO audit may be helpful, make sure that your 
entire organization is onboard. Otherwise, your SEO improvements may be nonexistent regardless of who you hire.  
A good SEO partner would want you to be successful. If you win, they win too! 6



Background Overview
A web crawler, sometimes called a spider or spiderbot and often shortened to crawler, is an internet bot 
that systematically browses the internet, typically for the purpose of web indexing (web spidering). Web 
search engines and some other websites use Web crawling or spidering software to update their web 
content or indices of other site’s web content. Web crawlers copy pages for processing by a search 
engine, which indexes the downloaded pages so that users can search more efficiently.
 
Crawlers consume resources on visited systems and often visit sites without approval. Issues of 
schedule load and “politeness” come into play when large collection of pages are accessed. 
Mechanisms exist for public sites not wishing to be crawled to make this known to the crawling agent. 
For example, including a robots.txt file can request bots to index only parts of a website or nothing at all. 
The number of internet pages are extremely large; even the largest crawlers fall short of making a 
complete index. For this reason, search engines struggled to give relevant search results in the early 
years of the internet, before 2000. Today, relevant results are given almost instantly, and Google has 
mastered this process. 
 
If any SEO provider tell you they have cracked Google’s algorithm code, run away fast! Even Google’s 
employees within SEO functioning departments are not aware of the algorithm, which by the way, 
changes 500 to 600 times per year. 
 
DSPM Group, digital marketing company has an understanding and background in computer 
engineering/data science modeling and continuous process improvement for which their methodologies 
are leveraged. For example, a web crawler starts with a list of URLs to visit, called the seeds. As the 
crawler visits these URLs. It identifies all the hyperlinks in the pages and adds them to the list of URLs to 
visit, called the crawl frontier. URLs from the frontier are recursively visited according to a set of 
policies. If the crawler is performing archiving of websites (or web archiving), It copies and saves the 
information as it goes. The archives are usually stored in such a way they can be viewed, read and 
navigated as if they were on the live web, but are preserved as snapshots. 
 
The archive is known as the repository and is designed to store and manage the collection of web pages. 
The repository only stores HTML pages, and these pages are stored as distinct files. A repository is 
similar to any other system that stores data, like a modern-day database. The only difference is that a 
repository does not need all the functionality offered by a database system. The repository stores the 
most recent version of the web page retrieved by the crawler. The large volume implies the crawler can 
download a limited number of Web pages within a given time, so it needs to prioritize its downloads. The 
high rate of change can imply the pages might have already been updated or even deleted. 
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The number of possible URLs crawled being generated by server-side software has also made it difficult for 
web crawlers to avoid retrieving duplicate content. Endless combinations of HTTP GET (URL-based) 
parameters exist, of which only a small selection will actually return unique content. For example, a simple 
online photo gallery may offer three options to users. As specified through HTTP GET parameters in the 
URL. If there exist four ways to sort images, three choices of thumbnail size, two file formats, and an option 
to disable user-provided content, then the same set of content can be accessed with 48 different URLs, all 
of which may be linked on the site. This mathematical combination creates a problem for crawlers, as they 
must sort through endless combinations of relatively minor scripted changes in order to retrieve unique 
content. 
 
Again, Google has mastered this process! DSPM Group has mastered its methodologies that allow them 
to benefit and standout among their competitors!
 
As Edwards et. al. noted, “Given that the bandwidth for conducting crawls is neither infinite nor free, it is 
becoming essential to crawl the Web in not only a scalable, but efficient way, if some reasonable measure 
of quality or freshness is to be maintained.” A crawler must carefully choose at each step which pages to 
visit next!
 
If your website (web pages) are not indexed by Google, your web presence cannot be evaluated to be 
ranked. You do not have to know Google’s algorithm to understand this simple concept! It is a holistic 
combination of parameters that will enable your site to first, be crawled, then accessed, indexed, and then 
ranked. How relevant is your content? Are your URLs appropriately structured? Do you have the appropriate 
relevant backlinks? There are many other parameters to consider.
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