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SEO SIMPLIFIED
WIIFM? (What’s in it for me?)



BENEFITS OF SEO

Helps your stories rank better in search

That (^) means more eyes on the content you produce

And potentially more people exposed to your brand who 
wouldn’t be otherwise

Brings traffic back to your site

Extends the life of great content



SEO BEST PRACTICES
It all starts with a strong title/headline…



SEO TITLE TIPS

SEO title — the one that establishes your headline 
— is the one that shows up in search; create a great 
one, then save over it with a catchier headline if if 
you need to

Think like a Internet user: What would you type into 
a search bar?

Prioritize most important terms, left to right, top to 
bottom

Think about terms that can make your story unique 
(location, proper names, etc.)

Colons can work for you

Establish a good SEO title/url up front so that you 
don’t need to change it later (unless there’s an error)





OTHER SEO STRATEGIES…

Use key terms in titles, headlines, meta descriptions, image 
descriptions and image tags

Use key terms within first 100 words of body copy

Repeat key terms but also use variations and synonyms

Variations are good in secondary headlines/teasers as well

Providing internal links, and external too



A QUICK WORD ON LINKS…

Can be in-line links or hyperlinks

Either way, both should be fairly 
closely related to content

In-line links are typically internal, 
should drop in logical places — not 
TOO many

Hyperlinks could be internal or 
external. Be choosy about the 
words you highlight, don’t highlight 
too many



HEADLINE WRITING

Keep it short and sweet

Sell the story, but don’t give everything away (“Aldi vs. Costco: Which is cheaper?,” but NOT “Aldi 
is cheaper than Costco”)

Make sure it works out of context

Use action verbs

Think about key words and trending terms, but ways to stand out

Numbers are your friend (on headlines, not necessarily urls/ SEO titles)

Ask a question

When in doubt: Top, Why, How, Will, New, Secret, Future, Your, Best, Worst





RE-BLOGGING
It’s not yours, don’t pretend like it is!



TIPS FOR RE-BLOGS

Be transparent: Name the pub(s) 
you’re getting info from, link out 
generously

Keep it short and sweet

Quotes: ALWAYS attribute to 
original pub, every single time

Know which pubs you can/can’t 
use as sources



VOICE VS. OPINION
What’s the difference?



VOICE

Literally, how we talk to each other 
(so, how you speak to your 
audience)

Tone?

Language?

Personal pronouns?

Key is knowing who your audience 
is AND how you want them to 
perceive you



OPINION

What YOU think

Often involves the pronoun “I”

Doesn’t take into account 
perspective of audience, or 
publication as a whole

Can get you into hot water with 
companies/advertisers, especially 
when its in writing



DANGEROUS WATERS…



VOICE IN ACTION



VOICE BRAINSTORM
Who are we?



VOICE OBJECTIVES

Support the mission “Save more, spend less” 
and help people live a healthier, better, richer 
life for less

Educate — find and explain ways to save

Empower

Disdain for waste

Experts

trustworthy

personable/approachable

objective


