SEO Syllabus

1. Introduction to SEO

What is SEO? Definition and overview

Importance of SEO in digital marketing

How search engines work (crawl, index, rank)

SEO vs. SEM

Key SEO terminology (keywords, SERP, organic traffic, etc.)
Types of SEO: On-page, Off-page, Technical

2. Understanding Search Engine Algorithms

Google’s algorithms and major updates (Panda, RenguinjyHummingbird, BERT, etc.)
How algorithms impact rankings

Search engine ranking factors

The importance of staying updated with algafithm changes

Avoiding penalties (Google’s Quality Guidelines)

3. Keyword Research and Analysis

Understanding keyword typesy(shogt-tail, long-tail, LSI keywords)

Importance of user intent,in keyword'selection

Tools for keyword researchy(Geegle Keyword Planner, Ahrefs, SEMrush, Ubersuggest)
Identifying target'keywords and clustering

Analyzing search volumeycompetition, and relevance

Competitor keywordhanalysis and finding keyword gaps

Creating a keyword strategy and mapping keywords to pages

4. On-Page SE@ Optimization

e Title, Tags:

o Nmportance of title tags and best practices

o Writing optimized title tags for CTR and SEO
o Meta Descriptions:

o Crafting compelling meta descriptions

o Optimizing for relevance and keywords
o URL Structure:

o Creating SEO-friendly URLs

o Importance of canonical URLs and URL hierarchy
e Header Tags (H1, H2, etc.):

o Organizing content with header tags



o Optimizing headers for keywords and readability
o Content Optimization:
Writing high-quality, unique content
Incorporating keywords naturally
Keyword density and avoiding keyword stuffing
Internal linking strategies
Using multimedia (images, videos) and optimizing alt text
o Optimizing for readability (short sentences, bullet points)
e Image Optimization:
o Image file naming and alt text for SEO
o Compressing images for faster load times
o Using responsive images for mobile optimization
e SEO Copywriting:
o Understanding user intent in content creation
o Structuring content for engagement
o Implementing calls-to-action (CTAS)
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5. Technical SEO

e Website Architecture:
o Creating a logical site structure
o Importance of silo structures and glusters
o Using breadcrumbs for navigation
o XML Sitemaps and Robots.txt:
o Generating and submitting XM, sittmaps
o Configuring the robots,txt¥ile
o Optimizing for eraw! efficieney
e Crawlability and Indexing:
o Understanding.crawl budget and optimizing crawl efficiency
o Using Google Search Console to monitor indexing
o Managing duplicate content (canonical tags, hreflang tags)
o Page Speed©@ptimization:
o Importanee of page load speed for SEO
o el00ls forrmeasuring speed (PageSpeed Insights, GTMetrix)
&, Techniques for improving load time (compressing images, minifying code)
o IViobile,SEO:
o wImportance of mobile-first indexing
" Ensuring mobile-friendly design
o Testing mobile performance (Google’s Mobile-Friendly Test)
e Structured Data and Schema Markup:
o Introduction to schema markup and rich snippets
o Implementing schema for reviews, articles, products, FAQs
o Using Google’s Structured Data Testing Tool
e SSL and HTTPS:
o Importance of HTTPS for SEO
o Migrating from HTTP to HTTPS



e Core Web Vitals:
o Overview of Core Web Vitals (LCP, FID, CLS)
o Analyzing Core Web Vitals using Google Search Console
o Techniques for improving Core Web Vitals

6. Off-Page SEO Optimization

e Link Building Basics:
o Importance of backlinks and authority
o Types of backlinks (dofollow vs. nofollow, quality vs. quantity)
o Analyzing link quality and avoiding spammy links
Link Building Techniques:
Guest blogging and outreach
Resource link building
Broken link building
Skyscraper technique for content promotion
Social bookmarking and forum links
o Influencer outreach and relationship-building
Local SEO:
o Setting up and optimizing Google My Business
o NAP consistency (Name, Address, Phone Number)
o Building citations and local directories
o Local link building techniques
o Managing reviews and reputation
Social Signals and Content Promotion:
o Importance of social media,foRSEO
o Promoting content ‘on soeial'ehannels for engagement
o Leveraging user-generated content for SEO
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7. Content Strategy for'SEQ

Developing@eontent'calendar and strategy

Content typesg@nd,formats (blogs, infographics, videos, etc.)
Using eontent cldsters and topic authority
Evergreen,content vs. trending content

Refreshing old content and updating information
Optimizing blog posts for SEO

Content tools (BuzzSumo, Answer the Public)

8. SEO Analytics and Measurement

e Google Analytics:

Setting up and understanding key reports
Analyzing organic traffic and user behavior
Tracking conversions and goals

Analyzing landing page performance
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Google Search Console:
o Setting up and verifying your site
o Monitoring site performance, search queries, and rankings
o ldentifying indexing issues and errors
o Analyzing keyword performance and click-through rates
Other SEO Analytics Tools:
o Introduction to SEMrush, Ahrefs, Moz
o Competitor analysis and benchmarking
o Site audit tools for identifying errors and improvements
o Keyword tracking and rank monitoring
Reporting and SEO Metrics:

o Important SEO metrics (organic traffic, bounce rate, CTR, etc.)

o Monthly SEO reporting for clients or stakeholders
o Using data to refine SEO strategy

9. SEO for E-commerce Websites

Importance of SEO in e-commerce
Optimizing product pages and descriptions
Category page SEO and navigation
Product schema markup for rich snippets
Managing pagination and duplicate contemt
SEO for seasonal products and inventory
E-commerce link-building strategies
Tracking e-commerce SEO performance

10. Advanced SEO Technigues

Voice Search Optimization:
o Understanding voice search and its impact on SEO
o Optimizing Ter woice search keywords and natural language
Video SEO;
o Optimizing YouTube videos for search
o 4Video titles, descriptions, and tags
&, Creating and optimizing video thumbnails
o, \Mideo schema markup
International SEO:
o Understanding international SEO concepts
o Using hreflang tags for multilingual sites
o Adapting content for global audiences
SEO Auditing:
o Conducting an SEO audit
o Tools for site audits (Screaming Frog, Sitebulb)
o Analyzing and fixing SEO issues
Competitor SEO Analysis:
o ldentifying competitors and analyzing strategies



o Backlink analysis of competitors
o ldentifying keyword gaps and content opportunities

11. SEO Case Studies and Real-World Application

Reviewing successful SEO case studies

Learning from SEO failures and recoveries
Developing SEO strategies for different industries
Hands-on projects and SEO campaigns
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