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Let’s make it clear from the very beginning that this isn’t a tutorial in how to “game” the search engines, and it 
isn’t about “black hat” SEO strategies.  From the very beginning, there has been a battle going on between the 
“gurus” and “SEO experts” and the search engines.  The search engines always win in the long term.

If you want to prevail in the SEO space, there are white hat and search-engine-approved ways to do that.  
When you hear about “algorithm changes” that caused many sites to drop way below their previous positions in 
searches, it’s almost always about improvements in the ability of the engines to get what they want.  And, what 
they want is really the same as what you want.  When it comes to real estate, the search engines want buyers, 
sellers, investors and others to find relevant and helpful information when they search.

u In this book we’re going to take you step-by-step through how to structure your real estate website for 
better position in the search engine results for searches related to your real estate market.  We’re going to use 
the best practices that haven’t changed that much from the beginning, but we’ll update them for today’s search 
engine world.

Introduction
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u Is this an overnight process? 

NO WAY!  However, if you start out right and follow what you learn here, in 10 days you’ll know what to do to end 
up where you want to be ... in the first page results for searches that will bring you real estate business.  When 
will you get there?  That’s somewhat out of your control, but you can definitely speed up the process.  We’ll 
show you how.

What you learn here is going to make a huge difference in your success in the future.  If you take what you 
learn and apply it, there is little doubt that you’ll be happily replying to Web leads from your site and generating 
commissions into the future. 

Why wait any longer?  Let’s get to it!
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In the early days of Google and Yahoo as search engines, there wasn’t a whole lot of complexity to their 
algorithms, thus not a whole lot for us to think about when seeking an advantage.  It was all about “keywords.”  
Search engine robots were very simplistic, recognizing only text, and limited in the way in which they would 
index the contents of a site and rank it based on those keywords.

Actually, it really was EASY.  The more frequently you used your keyword(s) in the content of a page, the more 
times the robot counted that usage and the more you scored for that keyword.  If you played the game well, you 
might publish content like this:

I’m Carla Smith, your OurTown real estate professional specializing in OurTown real 
estate, OurTown homes, OurTown real estate land, OurTown multi-family properties, 
OurTown commercial real estate, etc.  We will help OurTown real estate buyers to meet 
OurTown real estate sellers to create OurTown real estate transactions.  For OurTown 
real estate transactions, there’s not a better and more experienced OurTown real estate 
agent than Carla Smith.

HOw wE GOt HERE
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Wow!  That’s really interesting if you’re a buyer or seller who wants to know more about your area’s real estate 
market.  We’re joking!  That’s some of the most boring and uninteresting content you can imagine for the 
searcher who really wants to know more about the local real estate market.  However, to a dumb and simplistic 
Web robot tracking pure text, “ourtown real estate” got a lot of attention.

In the old SEO world, it’s all you needed.  However, visitors weren’t happy with that type of content.  The search 
engines, and Google in particular, are constantly monitoring and measuring their searcher behavior.  You may 
think that Google only knows what they click on out of their Google search, but they know far more.

If you want to see just how much Google knows about the behavior of people on the Web, check out an active 
website’s Google Analytics reporting.  Google knows, among other things,:

 » from where the visitor arrived.
 » how long they stay on the original landing page.
 » where they go from there.
 » how long they stay on each page they visit on the site.
 » if the visitor takes an action to order or buy.
 » how long they stay on the site in total.
 » from what page they leave the site.

u With this much information available to Google, you can rest assured that they can adjust their search 
algorithms to provide a better experience for searchers based on what they’ve seen them do in the past.  So, if 
your website gets a click and visit from a search on “yourtown real estate,” Google knows if the visitor immediately 
clicks away, meaning they didn’t find what they expected.  If they stay a while, or if they visit other pages, then 
Google learns that there is something of value on your site that’s relevant to their search.Remember that we’re 
still in the “mild interest” stage, and gathering general information to help us to decide if we want to learn more 
and move forward.
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Your site gains points for this behavior, so you now 
know that it isn’t just the keywords.  In fact, keywords in 
the META data of a site have become far less important 
to Google and the other search engines.  While they 
will take note of your page/article title, keywords and 
description in the META data, the visitor’s behavior is 
now also important.

Observers and search experts have noted that Google 
is building a gigantic database of “related words and 
phrases.”  In other words, Google studies sites that are 
preferred by searchers and catalogs the words and 
phrases there.  When patterns are detected, such as a 
high correspondence of phrases like “title insurance” 
on a site that is highly ranked for “real estate” related 
key phrases, then “title insurance” becomes a relevant 
term.

There’s more, but you’re getting the idea.  Google and 
the other search engines have thousands of people 
employed with the sole job of learning what searchers 
want, how they react when they get it and when they 
don’t, and which sites make sure that they do get what 
they want.  The ball game has changed significantly, 
and we must change with it.

of actions on real estate brand site come 
directly from a local search on a search engine

52% 
Source: The Digital House Hunt by NAR & Google



     
      “My rule of thumb is build a website for a user, 

not a spider.                                                                                                                                                                                                                                                                                                

                                                  ”
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You could get discouraged and throw up your hands thinking it’s just too complicated to get ahead or even keep 
up.  Or, you can really get to the heart of the reasoning and understand what these engines want.  Read through 
this chapter again, and perhaps you’ll see a pattern in the goal of the search engines, just as they see patterns 
on our sites.

It’s all about making the searchers happy.  This actually makes our job easier, as we simply need to learn what 
these searchers want to find and making sure they get it on our sites.  There’s no “gaming” or “black hat” 
strategies necessary.  All we need to do is to meet the needs of those who seek information and let Google and 
the other engines see that we’re succeeding.

u In this book you’ll learn precisely how to do that, what information you need to provide, the ways in which 
to provide it, and some strategies that do help the search robots to catalog and categorize it.  Keep reading, as 
it will be worth it.

Happy Searchers SEO Success



     
      “My rule of thumb is build a website for a user, 

not a spider.                                                                                                                                                                                                                                                                                                

                                                  ”

Share this Ebook:

Dave Naylor
Managing Director at Bronco



Day 1 To-Do

Learn more about Google Analytics.
Make sure that you understand MEtA information.
Read about Google updates to algorithms like PANDA.
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Real Estate
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We’re starting with a “big picture” view of the reason 
we’re building and maintaining a real estate website.  

u Why do you practice real estate?  

Some of the reasons we hear from successful agents 
and brokers include:

 » helping people to become homeowners.
 » serving buyers and sellers in a successful 

transaction.
 » being active in the community and helping the 

economy.
 » being a part of something larger than themselves.

Those all sound very nice, and they are motivators 
in our daily business lives.  However, never forget 
that you wouldn’t be doing this if it wasn’t profitable.  
Would those four reasons keep you in real estate if 
you didn’t get a commission for a year, two years, ten?  
The hard fact is that we’re in this as a business, and we 
must make it profitable, or we’ll be out of business!

This brings us to the master plan for our real estate 
website, or multiple websites.  A real estate website, 
unless it’s for a non-profit entity, is conceived and 
designed with but a single purpose; generating 
business and profits.  That’s as simple and as complex 
as it gets.  If your website isn’t designed to generate 
quality leads that progress to transactions and 
commissions, it’s useless.

tHE MAStER PLAN
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Content is King

In recent SEO discussions, it’s become very repetitious, as we are constantly hearing that content is the secret of 
good SEO.  It is repetitious because it’s true.  Businesses are scrambling to create highly relevant content that is 
valuable to their site visitors and in a format preferred and approved of by the search engines.

In the old SEO world, content was all about keywords.  In the new SEO world, it’s about satisfying needs and 
information desires.  Because the search engines have become much better at determining what people want 
to find with their searches, content is precisely that material.  When a searcher enters the phrase “yourtown title 
insurance” into Google search, what do you think they want to find if they click on a link in the search results?

Sure, it’s not a highly targeted topic, but that just means that there’s plenty here to work with.  They’re possibly 
engaged in a transaction, or maybe they’re a buyer who wants to learn about title insurance and what it will 
provide for them if they purchase a home.  It could be a potential listing client who wants to understand it as 
they have heard they’ll be asked to provide it for a buyer.  It doesn’t matter who it is.  What matters is that they 
want to know something about title insurance, and there’s plenty to tell them.

 » what title insurance covers.
 » what it doesn’t cover.
 » what is a title insurance binder or commitment?
 » explain “requirements” in a title binder.
 » explain “exceptions” in a title binder.

There’s more, but you’re getting the idea.  There are at least five excellent content pieces for your 
site or blog focused on just questions about title insurance.  This takes us to the other reason for 
approaching your content in this way; become the local expert.
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The Local Real Estate Expert

Your site master plan should be about creating a 
single resource for visitors that leaves no question 
about YourTown real estate unanswered.  Once they 
find your site through SEO, PPC or marketing, you 
don’t want them leaving because they didn’t find an 
answer to their question.  In fact, once they are on 
the site, your comprehensive content should suggest 
other information to them they may not have even 
considered previously; this is your education of your 
visitor.

u Start right now, here in your Day 2 lesson, and 
set up whatever method works best for you to capture 
questions you’re asked by clients, customers, buyers, 
sellers and prospects.  If it’s voice posting to your note 
recorder, that’s good.  If it’s capturing on your smart 
phone or computer, that works too.  If it’s a whole 
bunch of yellow stickies, OK.  What you will discover 
quickly is that you’re asked a whole lot of questions, 
and they’re all single topic ideas for website articles or 
blog posts.

SEO
PPC
MARKETING



Share this Ebook:DaY TwOPage 14

If you just start now and make note of every question you’re asked in person, on the phone and via email, you’re 
going to find that there is enough content in your master plan to create a mega-site.  There’s some good news 
here if you’re feeling overwhelmed about time to get this done.  How many times have you answered the same 
question over and over, particularly in an email?  Once you’ve answered that question with a site article or blog 
post, you merely email back a link as the answer, and you get the visitor back to your site again!

A. How long is it from a contract to a closing?

B. When will we see a survey?

C. What is an ILR (Improvement Location Report) and why 

not a survey?

D. Who pays for the title company fees, and who pays for 

the title insurance?

E. What will the inspections cost me as a buyer?

F. What happens if something bad is found in an inspection?

G. What happens if we ask for repairs and the seller refuses?

There are so many more!

NOTES
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One more point should be made here about “expert” oriented content, and this is breaking news right now.  If 
you don’t know who Matt Cutts is, he’s the SEO guru at Google, and SEO people around the world hang on every 
word he says to try and get a jump on new things Google is doing in search.  Recently Matt was interviewed in 
a video, and here’s a quote from an article about that video:

In this video, Matt Cutts says, “We are doing a better job of detecting when someone is 
sort of an authority in a specific space. It could be medical, it could be travel, whatever. 
And trying to make sure that those rank a little more highly, if you are some sort of 
authority or a site that according to the algorithms we think might be a little bit more 
appropriate for users.”

This is even bigger than you might gather from 
this quote.  While your competition is out there 
competing on the major key phrase for your 
area, generally something like “yourtown real 
estate,” and using keywords all over the site, 
you’re going to be creating authoritative content 
relevant to that key phrase.  Sure, you’re going 
to use the phrase as well, but as your body of 
content grows, at some point Google may just 
consider your site the “authoritative” place to go 
for information about “yourtown real estate.”
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Build Out your Master Plan

Starting today, write down questions you’re asked.  Think about “big picture” topics and how they can be broken 
down into sub-topics and specific article/post titles.  Use the “title insurance” example earlier in this chapter.  
Title insurance would be a category, and the topics in it would include those questions and answers.  No, don’t 
do it as an FAQ, though you can add an FAQ as well.  You want the SEO clout of a separate detailed article about 
each sub-topic, not a long page with a bunch of somewhat-related questions and answers.
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“
You can chase whatever keywords and phrases you like, 

but at the end of the day it’s all about those conversions.                                                                                                                                     

                                                                                                                                                    ”

Matt WeBB
Search laboratory, the WebMarketing Group



Day 2 To-Do

Start thinking CONtENt.
Set up your system to capture questions you’re asked.
Start thinking and acting on becoming the local au-
thority on your site niche.
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Are you already marketing to an exclusive niche, such as commercial 
only, multi-family, condos, first time homebuyers, etc?  If you’re not, it’s 
likely that you are doing most of your business in a single property type 
or customer type niche, just by naturally moving that way or you own 
personal preferences.  It could be due to the personal contacts you’ve 
developed, the organizations you’ve joined, or other marketing you’re 
doing.

You don’t have to dedicate yourself to a single niche market, but you 
may want to seriously consider dedicating your website to a single 
niche, perhaps broadening your approach a bit.  An example would be if 
you’ve been working condominiums in the downtown area.  You might 
want to expand your website focus to condominiums anywhere and 
then put more content effort into the downtown area.  If you’re busy, 
you can always refer business out of the choice area.

The point is that you want, as discussed in the previous chapter, to create a website full of 
authoritative content about your niche, positioning yourself as the local expert.  If you keep 
trying to be a “do-it-all” agent on a single website, it’s going to be much more difficult to build a 
body of content that search engines will consider authoritative in a single subject area.  It will be 
a lot more effective to become the “yourtown condo authority.”  

IDENtIfy yOuR AuDIENCE AND NICHE

Identify Your Audience 
and Niche
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The first objection from agents is that this is too 
expensive, as they can’t afford to have multiple sites.  
The second is that they can’t create content for more 
than one site.  Neither of those needs to keep you 
from your goal.  WebsiteBox.com is already set up with 
multiple sites formats, each for a different niche, and 
each at a flat price without future hosting fees.  So, 
it’s relatively inexpensive to set up more than one site, 
each focused on a specific niche.

As for the time to create content, you’re creating 
different content for each site, and you would have to 
do that anyway to cover the multiple niches well on 
one website.  Sure, to do a great job, it will total out to 
more content, but we’re talking about becoming the 
local expert in the eyes of your site visitors and the 
local authority for Google.  

Nobody said this would be an overnight project, but 
the results will be greater than you may imagine now.

u You don’t have to start out working multiple sites.  
You can take a look at the property type or people niche 
that has delivered the most commission income over 
the previous two years and see where you may want 
to focus first.  If residential condos are that niche, then 
start there.  There are many factors that will influence 
your niche marketing decision, and it’s important that 
you make a decision.  If that decision is to continue to 
market as a “do-it-all” real estate professional, that’s 
OK too.  You’ll just have to work harder to create more 
content and categorize it well for navigation

90%
of home buyers searched online during their home buying process

Source: The Digital House Hunt by NAR & Google
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Who is your audience?

You can make your audience your niche, such as first 
time homebuyers, which makes it a lot more targeted 
approach when it comes to creating content.  You 
can create a whole lot of basic information stuff, 
articles about home ownership, tax benefits, etc.  This 
is the easiest approach to audience identification and 
content tailored to that audience.  The same would 
apply if you’re targeting investors with a website.  That 
content would be more complex, with a lot more 
valuation and investment math, etc.

However, using condominiums as an example niche, 
what do we need to think about as far as audience 
and publishing content that is engaging and helpful?  

Anyone could be a condo buyer.  However, we do 
know that there are condo projects oriented to senior 
citizens, condos in different price ranges, and condos 
near downtown and fun places that tend to appeal 
to the young urban office employees.  Each of these 
gives us ideas about content we can create.

When we talk about categorizing content and 
navigation in the next day’s material, we’ll see how 
we can keep our content organized so that a site all 
about “yourtown condominiums” can be arranged 
with content categorized by who may be searching 
for information.  The senior citizens condos would 
have their own place, and once there a prospect 
could easily locate the information they want ... not 
to mention guiding the Google robot to the content.

Generic Content Content for 
Targeted Market
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“
Is that niche worth writing an article about? well, it was for me, because I was 

looking for this information myself. In general, any time you look for an answer 
or some information and can’t find it, that should strike you as an opportunity.                                                                                                                                     

                                                                                                                                                   ”

Matt CUttS
Google



Day 3 To-Do

Identify one or more niche markets for your site(s).
Identify the audience for each niche.
Start thinking about categorizing and grouping 
content.
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The image is an example of what most real estate 
professionals think about when “website navigation” 
is mentioned.  There is a place for that About page 
and the services you perform, but how many people 
do you think are out there searching Google to find 
“what services does Jane Jones perform?”  Sorry, 
but they’re also not looking for your “Top Producer” 
credentials or your biography.  Sure, at some point, 
after they have decided you are worth considering, 
they may want to check out those pages, but not to 
start with.

They Want What’s in it For Them

Buyers, sellers, investors and others interested in real 
estate in your area want only what they search for, 
and it’s always related to their questions or needs, not 
yours.  They may at some point want to know more 
about you, but when they first visit your website, they 
almost certainly are more interested in their needs.

NAvIGAtION SERvES twO PuRPOSES

Real estate related searches on Google.com 
have grown 253% over the past 4 years

253%

Source: The Digital House Hunt by NAR & Google
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This book is about real estate website SEO, so we’re going to assume that you want a lot of traffic to arrive at 
your website through searches on Google, Bing, Yahoo, etc.  If you use what you learn here, that’s going to be 
the result.  So, let’s use an example of how important navigation can be AFTER they arrive from a search.

u Jane Doe wants to know about title insurance, as she is searching for a home in your area and has never 
bought a home before.  You’ve done a great job of creating content about title insurance, binders, requirements 
and exceptions.  Jane arrives at your article about “yourtown title binder exceptions explained.”  She is impressed, 
as you explain what those exceptions mean, and she could think she now knows what she needs to know.  
However, she doesn’t know about the requirements in a binder, and she doesn’t know how title insurance also 
covers her lender.

If she knew what she doesn’t know, she wouldn’t need us as much.  So, how do we let her know that there is 
some more information here she would definitely find of value?  We use navigation in three ways to make this 
happen.

1. Tabbed

2. Text Links

3. Articles Footer

1

2

3
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Tabbed Dropdown navigation 

Here’s an example of how you can categorize your content and then place it into a navigation structure that 
allows sub-category access that’s logical and helps your visitor to find information.

The Real Estate at the top is the main category of content, but the items underneath it drop down when the 
mouse is passed over Real Estate.  Notice Transaction Process and Negotiations, both great content topics.  This 
example site has a great many articles under each of those dropdown categories, and in our example the title 
insurance topic could be covered under Transaction Process.

Example of Tabbed navigation
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internal Text Links

Every article you write or post on your blog is going 
to have some relationship to another relevant content 
item, probably more than one.  Don’t let it interrupt 
your writing flow, but once you finish an article or blog 
post, read through it to see text that relates to another 
article or post on the site.  Using our title insurance 
exceptions example, we’ll certainly mention the title 
binder, and can link that text to content about the 
binder.  We can mention the other things in a binder, 
such as requirements, and there’s a link to another 
article as well.

Even better, it’s very likely that one or more of your 
exceptions you’re explaining will be about the survey, 
easements, restrictive covenants, etc.  Every one of 
those references is a possible link if you have other 
content created on that topic.

Optional “Related articles” Footer

Rather than linking the text in the article, you could 
take another approach.  At the end of articles, place a 
nice bold title font announcing “Related Articles.” then 
put the links to everything related under that heading.

Why talk about this in an SEO book?  Google and 
the other engines give you extra credit for Internal 
linking.  It’s also their goal to get the searcher to all 
of the information that elaborates on their search 
phrase.  Remember our discussion of how Google 
tracks their movements after they arrive on the site 
as well.  In addition to giving you credit for relevant 
internal linking as a whole, Google also learns when 
more than one visitor on that title insurance search 
takes other links that are relevant on your site.

Internal Text Links Footer
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“
Think about concentrating on a smaller topic area, one niche at a 

time, and make sure you cover it really, really well, he said. Then you can 
build out from that smaller area until you become larger and larger.                                                

                                                                                                                                                      ”

Matt CUttS
Google



Day 4 To-Do

Start an outline for major categories for the 
information on your site.
Develop sub-categories under the mains.
Record topics for content under the sub-categories.
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We’ve discussed the reason for the existence of a real estate website.  It’s simply to generate quality leads that 
become transactions and commissions.  So, “Site Visits” in the image is our first goal, and from those visits we’ll 
generate our leads.  As the image shows, keywords are a part of the process, but only the beginning and they 
can’t take us all the way to our goal of many site visitors.

What many SEO people call the “long tail search phrase” is what we’ll be looking for and utilizing to capture 
search visitors tightly focused on a well-defined bit of information.  Remember the discussion of title insurance.  
That’s OK as a key phrase, and even “yourtown title insurance” is fine.  However, “yourtown title insurance 
explanation,” or “yourtown title insurance exceptions” is better.  These are “longer” phrases, thus the “long tail” 
designation.  Actually it came about as words were added to the shorter keywords or phrases to make them 
longer, as in adding “title insurance” to “yourtown real estate,” to become the long tail “yourtown real estate title 
insurance.”

KEywORD/PHRASE RESEARCH

SUCCESS

Keywords > Phrase

Site
Visits
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Why is longer better?  

It isn’t always, but in many instances, a longer search phrase does just what those above do; it narrows in on 
the exact need of the searcher.  You have a far better knowledge of what they want to learn from adding “title 
insurance exceptions” to the basic real estate phrase.  Keep in mind that the shorter phrase is still in there, the 
“yourtown title insurance,” or “yourtown real estate” in our examples.  It’s just that by lengthening it, you’ll jump 
to the top for longer searches.  But there’s a lot more to it than that.  

u What you’ll see is that there are far more searches on the shorter “yourtown real estate” phrase than on 
longer phrases.  So, why wouldn’t you want to use that one more?  Competition!  It’s also going to have far 
more competitors trying to optimize for that phrase, perhaps keeping you from ever getting decent search 
results positioning.  However, would you rather get 15% of 100 searches on a longer phrase or 1/2 percent 
of 1000 searches on the more popular phrase?  I’d rather get 15 clicks than 5 any day.  The difference is in 
working for the less competitive but more focused phrases.

u The other major benefit is that the searcher will be landing on an article or blog post that will be much more 
targeted to their search, making them happy, and perhaps keeping them on the site longer and getting some 
more love from Google.  At the time of this writing, Google announced that the Google Keyword Tool would 
be discontinued, really unfortunate, as it was free.

15% Clicks 5% Clicks

Long

Popular
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u Most of the other keyword research tools carry a monthly cost, but you can get a free 7 day trial at 
WordTracker.com, and you can probably do the research you need in less than a week and cancel, as they 
take credit card info for the trial.  

Here’s how a WordTracker search works, and we’ll use Denver for our example market.
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u Here are just a few of 566 results:
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u The first column of numbers is the number of searches on that phrase within the previous 30 days.  The 
second is the Competition measurement.  The larger the number the greater the competition for that key 
phrase.  The goal is to locate a nice number of searches with lower competition numbers.  While “denver real 
estate” gets a lot of searches, you’d be hard-pressed to get very good position optimizing for it due to the 
extreme competition.

u However, check out row 6, “homes for sale in denver co.”  This phrase is getting around 1000 searches per 
month with a very low competition number.  This would be a great phrase to optimize for in one or more pages 
or articles.  Even the bottom two listings would be worthwhile, with 480 searches and competition less than 
half of the most competitive phrases.  After all, if you can get on the first page for these lower volume and lower 
competition phrases, you’ll get a lot more traffic than being on the third or fourth page for the more popular 
phrases.

It’s not how many searches; it’s how many you get to your site!  Don’t get too wrapped 
up in trying to find high volume and low competition, though you can start there.  If 
there are only a dozen searches on a very long tail key phrase, and there is little or no 
competition for it, you’ll likely get top positioning if you optimize for it.  So, if you can 
be in the top five results for 12 searchers this month, you will probably get a significant 
percentage of them to click to your site.

Those are the basics of keyword research, and there’s good news for real estate professionals.  Our key phrases 
pretty much stay the same, no changes for different products or new product releases.  For this reason, the 
research you do on the front end will last for a long time.  Just get your top 20 to 50 key phrases for optimization 
and work them into your site over time.
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“
Good SeO work only gets better over time. It’s only search engine tricks 

that need to keep changing when the ranking algorithms change.                                             

                                                                                                                                                      ”

Jill WhaleN
Ceo of high rankings



Day 5 To-Do

Check out several keyword research tools.
Get the top 20 or more key phrases with lower 
competition in your area and begin to plan content 
around them.
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Now it’s time for some discipline.  How do you make sure that 
you get to closings or meetings when you’re supposed to be 
there?  Most of us keep some sort of calendar, and these days 
it’s probably Google Calendar or something similar that we can 
access anywhere.  However you do it, you’ll need to create what’s 
called an Editorial Calendar.

This calendar is dated entries with titles/short descriptions of 
articles or blog posts you’ll want to publish to build out your 
optimized content on the site.  You now know what you’ll be 
writing about:

 » Specialized and focused articles like the ones we discussed for 
title insurance, and you’ll do the same for negotiations, inspections and repairs, etc.

 » articles or posts written around and optimized for the key phrases you located in your keyword research.
 » answers to the questions you’ve been writing down when asked by buyers, sellers and others.

Don’t push yourself too hard or make it where you just can’t get them done when you schedule them, as this 
could discourage you and stop your forward progress.  So, if you can’t do but one each week, then that’s how 
you’ll schedule them.  Try to prioritize based on what you need to fill out the navigation for your site and what 
your visitors will find of value.  This is a higher priority than just using your keyword research.

tHE CONtENt PLAN & CALENDAR
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You can also move them around, postpone, replace, etc.  This is your calendar and you want it to be successful, 
so schedule in a way that you can stay on task and up-to-date.  Your calendar due date entries may look 
something like these:

The titles can be changed, but they will prompt you enough to know what you need to create for content.  
Notice the key phrase built into the title of the last one.  Based on the research you’ve completed and the 
questions you’ve been writing down, it should be easy to set up an Editorial Calendar at least three to six months 
out into the future.
 

May

May

April What is a Title Insurance Binder?

What’s the Right First Offer Price?

How to Find Your Home For Sale in 

Denver CO.
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“
editorial calendars are important because they: 

help you focus on needs of your audience
help you inspire and connect with your audience

help you provide value to your audience
force you to think further than today and tomorrow                                                                                                                                         

                                                                                                                                                     ”

PaM Moore
Ceo & Founder of Marketing Nutz



Day 6 To-Do

Choose your calendar tool.
List and prioritize your proposed topics & titles.
Schedule them into the future with a realistic 
expectation that you can stay on track.
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We all know about the KISS concept; Keep It Simple Stupid, is one version.  And keeping it simple is what we 
want to do with SEO on our sites.  You don’t have time to become an SEO guru, nor do you need to become 
one.  You need to spend time with clients earning your commissions.  

u However, when you’re creating your content, there are some simple rules you should follow that will serve 
you well in search engine results.

SEO ANAtOMy Of AN ARtICLE
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Meta information

The image above shows the background coding for the Home page of a website.  There are three basic 
components of Meta, Title, Keywords, and Description.

1. Title:  The title of your page or article tells the search engine what the main subject is and what the content 
is about; or at least it should, as Google will be looking at the relevance of the content to the title.

<title>
<meta name = ‘keywords’>

<meta name = ‘description’>

1

2
3
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When you’re working in your site with WYSIWYG (What You See Is What You Get) 
design screens, this Meta information may be completely or partially filled in by the 
site design software out of your sight.  However, you’ll want to use whatever utility 
is provided by your site design solution to modify your Meta to fit what you now 
know about SEO.  Make sure that your Meta accurately reflects the content and your 
optimization goals for this single page/article/post.

2. Keywords:  Here you list the keywords and phrases that best represent the page content, and definitely the 
ones you’re optimizing for.  Don’t get too crazy here, as Google is getting a lot more sensitive about “keyword 
spamming.”  Don’t use the very same keywords on multiple pages either.

3. Description:  This is a sentence or two describing the content of this article/post/page.  As the title and 
description sometimes show up in search results and even in browser tabs, you’ll want them to give the visitor a 
very clear indication of what they’ll find when they get to the page with their click from the search.
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Writing the Content

Now let’s get to the heart of the matter.  We’re about 
to write our content, and we will use what we know 
about SEO to make sure that it is highly relevant to 
our desired key phrase and the Meta information will 
match as well.  So, how should we optimize for our 
key phrase?  Let’s use “denver real estate for sale” for 
our example.

1. Get it into the Title:  Tips for Finding the Best Denver 
Real Estate for Sale
2. Put it into the first sentence if possible:  There is 
plenty of Denver real estate for sale, so here are a few 
tips on breaking through the noise and getting to the 
best properties for you.
3. Use it throughout the text, but only if visitor friendly 
(don’t make your article look like an SEO monster):  If 
you can work it into the text once every couple of 
hundred words and still have it very readable by your 
visitor, try to do it.
4. Use it in the last sentence:  We’re here to help in 
your quest for the perfect Denver real estate for sale.

That’s it!  It’s simple, and once you get into the habit, 
you’ll find that it becomes second nature.  And 
remember to get the Meta to match as well.
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“
The meta description is really handy, because if we don’t know what would make a good 

snippet, and you have something in the meta description tag that would basically give a pretty 
good answer maybe it matches what the user typed in or something along those lines, then 
we do reserve the right to show that meta description tag as the snippet. So we can either 

show the snippet that might be the keyword in context on the page or the meta description.
Now, if the meta description is really well written and really compelling, 

then a person who sees it might click through more often.
                                             

                                                                                                                                                                              ”

Matt CUttS
Google



Day 7 To-Do

Learn how to customize your Meta in your website 
design solution.
If you already have a site, check the Meta for your 
most important pages and change it if needed.
you may want to edit the content on these pages now 
that you know what to do for SEO.
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The very word “Internet” tells us how important links 
are.  They make up the “net,” and links route people 
from one place to another.  The search engines 
place a great deal of value on SOME links, and little 
on others, and even penalize some.  It’s all about 
the quality of the site where the link resides and the 
destination where the link delivers the visitor on a 
click.  The quality of the link itself is important.  “Click 
here” is useless, while “Click for a title insurance binder 
tutorial” is an excellent link due to the relevance of the 
link text to the destination content.

u In the image, think of the grey circles as websites 
and the people images as pages/content on the site.  
As you can see, there are links between pages of each 
site (Internal Links), and green conduit links from one 
site to another (External Links).  Both types have value 
for SEO, though links into your site from others can 
be the most valuable by far, as Google considers an 
incoming link somewhat of a “vote” for your content.

However, the value of that “vote” is directly related to 
the relevance of the content where the link resides to 
your content.  A link from a shoe retailer site in another 
state to your real estate site would not carry nearly the 
SEO value of a link from another real estate site or 
a title company site for example.  That’s because it’s 
unlikely that the shoe retail site would have content 
relevant to the page on your site where the link 
delivers the visitor.

ExtERNAL AND INtERNAL LINKING
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Let’s take a look at that, with a title insurance binder link example.  If a title insurance company site links to your 
site content specifically about what’s in a title insurance binder, it’s a high quality link.  It’s going to be worth even 
more if the title company site has a high Pagerank with Google.  Pagerank is a ranking Google gives a site based 
on secret algorithms that measure a site’s traffic and popularity.  Higher page ranking is better, and the scale is 
from zero to 10.  You can check a site’s page rank at many sites, one of which is http://CheckPageRank.net.

The two images show the results for checking the page rank of two national title insurance 
sites.  One is a 4 and the other a 5.  Both are rated very strong.  Stewart.com gets more 
traffic and has many more “backlinks,” links into the site.
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Guest articles for Links

One approach to get quality backlinks to your site is 
to offer to write a guest article for a blog or website 
that has some relevance to real estate.  While you 
may not be able to get the attention of a national title 
company site, you may be able to write a Realtor’s 
Perspective about title insurance type of article for a 
local title company website.  The Pagerank of a site is 
not necessarily related to the size of the company, so 
you can find reasonably-ranked local sites.

The same guest article strategy can work for real 
estate with articles written for real estate investment 
sites, appraisal sites, mortgage companies, etc.  Be 
selective, as you don’t want to be writing more for 
other sites than for your own.  Over time, the content 
you create for your site will be worth more than your 
guest articles.

u By the way, don’t get upset if you’ve had your site 
up for months and still only have a Pagerank of zero 
or 1.  It is highly dependent upon backlinks, so just 
keep working on them and you’ll see it rise over time.

Guest Bloggers
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article sites

Article sites are those that allow you to sign up and write articles that can be linked back from that site to yours.  
Obviously, you can control the link and the relevance of the article.

u The image is of the top ten article sites based on their Alexa ranking.  However, over the last few years, the 
clout gained by links from these sites has diminished with the search engines.  There still is some value, so you 
may want to write an article on some of them to get that backlink.
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Directories

Online directories attempt to categorize the entire Web.  Registering your site with these directories can be 
beneficial.

Some popular general directories:

 » Yahoo! Directory (note that Yahoo! Directory Submit offers quick consideration in the Yahoo! Directory for 
a flat fee)

 » DMOZ (the Open Directory Project)
 » Business.com
 » Best of the Web
 » Google Directory

Before you submit your site, be sure to review each directory’s guidelines and fee 
structure, if any. Submitting your site doesn’t take long, and many directories offer 
free listings. Note, however, that most directories do not accept every site submitted. 
Remember to follow submission guidelines, and check back to make sure your listing 
is error-free.

article Submission
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internal Links are Worth The Effort

As we’ve discussed earlier, you should be linking to other pages and articles on your own site.  It helps the visitor 
to find related content, and those links are followed by the search engine robots and there is some SEO credit 
for them.

image alt Tags and Descriptions

It’s also critical that you place Alt Text with every image.  Here’s one site’s explanation of the Alt Attribute:

The required alt attribute specifies an alternate text for an image, if the image cannot be 
displayed.

The alt attribute provides alternative 
information for an image if a user for some 
reason cannot view it (because of slow 
connection, an error in the src attribute, or 
if the user uses a screen reader).

  Note: Internet Explorer (prior version 9) displays the 
value of the alt attribute as a tooltip, when mousing 
       over the image. This is NOT the correct behavior, 
according to the HTML specification.

u tip: To create a tooltip for an image, use the title 
attribute!
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u This image shows how WebsiteBox site owners publish images in their content and the tabs for setting 
the description and Alt Attributes.  Be sure to do this for your images, as you’ll be wasting an excellent SEO 
opportunity if you do not.
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“
Building backlinks is a time consuming effort, but it is extremely important to 

Search engine Optimization, and should be of high priority in your SeO efforts.                                           

                                                                                                                                                      ”

JohN eNGle
SeoBlogger.co



Day 8 To-Do

Start researching for sites you would like for backlinks.
As you create content, pay attention to internal linking 
opportunities.
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SEO, Search Engine Optimization, used to be so 
simple; figure out some good keywords and use them 
over and over throughout your website, and wait for 
visitors.  We’ve gone way past that with the thousands 
of algorithm changes Google and the other search 
engines have put into place recently.  In fact, some 
SEO experts say that Google alone makes hundreds 
of significant changes every year to their secret 
algorithms, and any one of those can have a major 
impact on a site’s rankings.

You’re learning in this book how to stay on the good 
side of the engines with proven techniques for SEO in 
your content, and these have been the same almost 
from the beginning.  They may get modified a bit, but 
relevant text in the content and Meta, as well as Alt text 
with images have been staples of SEO work for a long 
time.  However, the emergence and dramatic growth 
of the social network sites couldn’t be ignored, and 
you’ll find that results are influenced by social content.

SOCIAL IS tHE NEw SEO SECREt

69% 
of home shoppers who take action on a real 

estate brand website begin their research with 
a local term, i.e. “Houston homes for sale” on 

a search engine

Source: The Digital House Hunt by NAR & Google
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Facebook

The Facebook game is constantly changing, and Google and other engines do not fully index Facebook content.  
However, when you create a Facebook presence and a business page, you can link from there back to your 
content, and sometimes those links may provide SEO value.  A recent article at SearchEngineLand.com had this 
to say:

Currently, Google can index:

 » a limited view of Facebook user profiles
 » “Fan” Pages, including user posts
 » Facebook comments left on third-party sites
 » At one point in time, search engines were also able to index many Facebook groups, but this does not appear 

to be the case any longer. I should also note that users may change a privacy setting so search engines can’t 
index their specific profile.

This can change of course, but it’s clear that the dominance of Facebook in the social realm will always make it 
some priority in search engine processes.  Start a Facebook Fan or Business Page and post updates there that 
are linked to your content on your site.  As your follower base builds, they’ll share your content and you’ll end 
up with links around the Facebook world that are always of some value.

Shoppers will perform an average of 11 searches prior to taking 
action on a real estate site

Source: The Digital House Hunt by NAR & Google
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Twitter

Again we’re seeing a changing landscape, with Twitter 
ending a relationship with Google in 2013.  However, 
Google can still crawl Tweet content, and may 
continue to do so.  Just like Facebook, Twitter is too 
important for the search engines to ignore, and it’s 
clear that Bing and Yahoo are also selectively indexing 
some Twitter content.

Use Tweets to promote your site content, especially 
when you’ve just published it.  Twitter is like a “headline.”  
If you’re going to link back to your new article about 
“YourTown title insurance binder exceptions,” use that 
phrase in your Tweet link, as we’ve already discussed 
the value of relevant linking text.  This goes for your 
Facebook updates to content on your site as well.

Google+

Many real estate professionals have taken a wait-and-
see approach to Google+, but that needs to end right 
now.  Google is making great strides toward integrating 
all of the Google services with Google+, and it has 
now grown to enough users to take Twitter’s place as 
the number two social site.  Also, there’s something 
you need to know about Google+ that makes it 
mandatory for your SEO work.  
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Google+ has a huge advantage, as it’s tied into Google Search in a big way.  

Here are the reasons you MUST start a Google+ Profile, and also a Business Page and even a Community.

1. Google+ posts are indexed FAST by Google Search.  Tests have shown that an established profile or business 
page on Google+ can have a new post in search results in just minutes.
2. Once you have established a relationship with someone on Google+, your content will appear higher in their 
search results if they leave default setting that puts Private results in searches.

u The image shows the top right area of Google Search.  The small person image is highlighted indicating 
that search results will display private results.  Clicking and highlighting the globe will remove them.  Why is this 
important?  As you build out your Circles on Google+, whether they’re in your regular profile, a Business Page, or 
a Google+ Community, those who follow or connect with you and place you in their Circles are telling Google 
you are important to them.
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u When they search and the Private Results default setting is active, whatever they’re searching on that’s 
relevant to your site will get a higher priority in search.  The results page will display different results with Private 
content getting some priority.  It doesn’t guarantee you first page position, but it’s much more likely this will 
happen if your content is highly relevant to their search.

These are factors you must take advantage of, so get your Google+ presence going and post updates there with 
links to your content.  

Also go to https://plus.google.com/authorship and follow the instructions to link your site 
to your Google+ profile for authorship credit.
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all of the Others

You need to take advantage of several other social sites as well.  YouTube is owned by Google, and I know you’re 
seeing video results in searches.  So, start doing videos of your real estate market, and make sure the keywords 
and phrases are included in the video title and description.  You’ll begin to see results.  Also, many people who 
know they want video will go straight to YouTube and do their search on your local area there.

u Instagram and Pinterest are also good SEO resources.  As you have time, work your way down the social sites 
mentioned in this chapter, set up profiles, and start using them.  After all, you’re carrying a camera around in your 
smart phone anyway, so using the Instagram app to take a quick photo takes only a minute, but it automatically 
posts to your Instagram site and you’ll begin to build followers there as well.

Pinterest is good for using images to promote your articles.  When you’re doing an article about the area, 
neighborhoods or something else that will benefit from a photo, Pinterest and Instagram both can help to 
establish your name with the area name and bring you site traffic.  And, links from those profiles will also 
contribute to SEO.
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“Google only loves you when everyone else loves you first.

                                                                                                                                                      ”                                     
                                                                                                                                                      

WeNDy PierSall
internet entrepreneur at WendyPiersall.com



Day 9 To-Do

Definitely get a presence on facebook, twitter and 
Google+.
follow Google’s instructions to link your site to your 
Google+ profile so you begin to build Authorship 
Credit.
Set up with the other social sites as you have time.
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Even in the time it takes to write this tutorial, search 
engine algorithms, processes and relationships have 
been changing.  It is imperative that you realize 
that, though the basics we’ve discussed here about 
keywords and phrases and using them in your content 
and Meta are unlikely to change much, there are other 
things that definitely will.

The social sites are expected to have 
more prominence in search, and Google 
is definitely going to do more to enhance 
the presence of Google+ in Google Search.  
Pay particular attention to Google+ and 
new developments, as they’re rolling out 
all of the time.  It is clear that Google’s 
plan is to take top position from Facebook, 
and some analysts say that can happen 
within two to three years.  You’ll want to 
be in front of the competition.

It’S NEvER OvER
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Google+ Communities

Perhaps this could have been in the previous chapter, but it also goes with the “never over” discussion.  Businesses 
adopted Google+ business pages very quickly.  However, some have raved over the advantages of Google+ 
Communities over pages.  Both are effective, and you’ll want to do both.  However, on the “never over” topic, 
Communities are where you build around a common interest of the users, rather than your interest in promoting 
your site, business and brand, as with pages.

Set up a Community around your “Community!”  Build a community that is all about where you live, and not just 
focused on real estate either.  You’re going to be building a community of active participants discussing things of 
interest to them in relation to the local area.  You’ll want to set up the community to allow categories like local 
events, business, politics (maybe you can keep it civil), culture, and other groupings around which people can 
communicate their interests.  The image shows a portion of a community page with categories for Discussion, 
Photos, etc.  People love to take photos and share them; just look at Facebook.

In doing this, you’ll of course also have a “real estate” category, and you’ll actively inform about the local market, 
link to your new content, etc.  However, this category is part of a bigger presence that will appeal to far more 
people who are interested in many things in the community, though maybe not real estate at this time.  This 
community will grow as it’s shared, and every new member will be able to post their content, so they will 
promote it to friends as well.

The “never over” part is that you’ll be doing this far into the future, and every new post you place 
will enhance the community even more.  Invite prospects and clients to join and you’ll be building 
something far bigger than your website can ever be.  Never stop, and you’ll be reaping the business 
rewards well into the future.
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Watch and adapt

You don’t need to spend huge amounts of time trying to become an SEO guru, but pay attention to new 
announcements from the search engines, particularly Google, and take action to change or improve your SEO 
practices when necessary.  Also, constantly measure results.  Whether you use Google Analytics or some other 
site analytical software, monitor where visitors are arriving from, where they go on your site, and where they 
leave from.  You’ll learn what content works best, and that will help you to create more of it.

Pay Attention Measure Results
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“If you have a business website, make it stickier; redo the merchandising 
often and try new things until you hit the right homepage... then try 
and beat that. The most important audience drivers on the Internet 
are paid search and key word optimization. Concentrate on those. 

They are very inexpensive compared to banner advertising.

                                                                                                                                 ”                                     
                                                                                                                                                      

lyNDa reSNiCk
President teleflora



Day 10 To-Do

Re-read the to-Do boxes.  Get started on anything 
you’ve neglected.
Before you create much new content, have your social 
site presences ready to receive your new content 
announcements and links.
Never stop learning.
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There is no “Master Secret” for SEO.  If you have some guru or company calling or emailing you about getting 
you on the first page of Google in days or weeks, tell them you’re not interested.  It’s going to take some time, 
and it’s going to take some effort on your part.  What you’ve learned in this tutorial is important stuff, and IT WILL 
WORK.  All you have to do is to implement what you’ve learned here and build out a comprehensive website.

What does “comprehensive” mean?  It doesn’t have to mean massive, as there are some really effective small 
sites.  What it means is that the content must be comprehensive as related to your site’s subject matter and overall 
goal.  As a real estate professional, you want leads from your website who convert to clients and commissions.  
However, to get them to your site, you’ll need to supply what they want.  

The key in the new SEO world is to recognize the influence of social media on search 
results and move to take advantage.  Your website is just one component of your “Web 
Presence.”  It’s that overall presence and the inter-linking between your various profiles 
and social posts that will help you to draw visitors to the ultimate destination for your 
lead generation activities ... your website.

AftERwORD

89% 
of new home shoppers use a mobile search engine at the onset 
and throughout their research

Source: The Digital House Hunt by NAR & Google
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