
SEO & Growth Hacking Basics

The purpose of planning is to

remain convinced 
That a possible path exists   (Pavlina)

simone righini



What’s a search engine?

A. A software trained to learn from its users
B. a big data archive
C. a secret ranking algorithm
D. a company with an aim of gaining a profit
E. a mass media with advertising business model



What’s political in a search 
engine?

everything













search engine political impact 









See also: Dunning–Kruger effect















But who cares? It’s free! 



How does it work for advertisers?



1st organic 
position

1st paid 
position









What do we do?



My growth hacking process

LEARN
change your 

reality

ADAPT
change 

Company’s 
reality

MEASURE



SEO     GOOGLE     USERS

First thing I learned about Google: you don’t need to know how 
it works





What happens if we can
Influence Google?







What we will learn today

1) Know Google ranking factors 

2) Divide into tasks

3) Assign Importance

4) Assign Priority 

5) Teams & time management



Links, Content, Html Template, 

Crawlability, URL Status code, 

<malware>, Hosting & Database Uptime, 

Domain & DNS

Google
Ranking
Top 10 
SERP

Ranking factors

websites are 
made of this



bit.ly/inbou

Google’s recipe to build rankings

http://bit.ly/inbou


Correlations
With High 
Ranking
On Google



1) Know Google ranking factors 

2) Divide into tasks

3) Assign Importance

4) Assign Priority 

5) Teams & time management



Maslow’s hierarchy

Links

Content

Html Template

Crawlability

URL Status code

<malware>

Hosting & Database Uptime

Domain & DNS

CTR



Position on Google



Tasks

Create new Links by number and quality

Create keyword focused pages for each user Intent

Calculate template rank and internal link structure

Count number of crawlable urls

Verify “ok” status code for each URL 

Avoid like hell

Provide high Uptime % 

Calculate domain Age, authority, focus intent

Links

Content

Html Template

Crawlability

URL Status code

<malware>

Hosting & Database Uptime

Domain & DNS

CTR



1) Know Google ranking factors 

2) Divide into tasks

3) Assign Importance

4) Assign Priority 

5) Teams & time management



Severity Assessment using competitor benchmark

Area What to check Top 3 competitor benchmark

Links (ext.) Links number and quality At least 70% of competitors

Content, Title, Desc % of keyword focused pages At least 50% of website

Html Template & structure Template rank At least 40% of competitors

Crawlability n. of total crawlable urls At least 40% of competitors

URL Status code % of urls with “200” (ok) status At least 95%

<malware> Avoid like hell

Hosting & Database Uptime Uptime % At least 99.9% (8h yearly offline)

Domain & DNS Age, authority, focus intent At least 50% of competitors



Quick Severity Assessment

Area Tools Hierarchy Benchmark

Links (ext.) LRT, Majestic 8 From 1 to 9

Content, Title, Desc SEOzoom, Semrush 7 From 1 to 9

Html Template & structure Audisto, SEOzoom 6 From 1 to 9

Crawlability Search console, site: 5 From 1 to 9

URL Status code Screaming frog 4 From 1 to 9

<malware> Search console 3 1 if present

Hosting & Database Uptime Uptimerobot, pingdom 2 From 1 to 9

Domain & DNS Webarchive, Moz 1 From 1 to 9



1) Know Google ranking factors 

2) Divide into tasks

3) Assign Importance

4) Assign Priority 

5) Teams & time management



Example task H+B Time 
(days)

Priority
(smaller = higher priority)

Meta title A 7+1 2 16

Fix 404 4+1 4 20

Meta title B 7+1 3 24

External link 8+1 1 9

(Hierarchy + Benchmark)  x  Time   =   Priority



13 gg

6 gg

Single or Multiple SEO teams?



1) Know Google ranking factors 

2) Divide into tasks

3) Assign Importance

4) Assign Priority 

5) Teams & time management



my work environment spans among 4 companies:

1 SEO senior

2 SEO junior

13 developers

72 journalists & copy

40 websites

550 keyword on 1st page

2.000 keyword on 2nd page 

90.000 daily organic visitors

75.000 € daily revenues from SEO



Everyday I must provide:

SEO senior incentive

SEO junior target keyword

developer project & guidelines 

journalists & copy training & guidelines

website content roadmap

keyword on 1st page better title & desc.

keyword on 2nd page Links (int. or ext.)

new daily visitors to become customer

 new daily revenues source splitting

needs

needs

needs

needs

needs

needs

needs

needs

needs



Get automatic notifications when:

SEO senior Loses incentive

SEO junior Missing target keyword

developer Lags on production

journalists & copy Lags on production

website Publish broken links

keyword on 1st page Rank down -2

keyword on 2nd page Stays there too long

new daily sessions Year on year drop

 new daily revenues Monthly drop

Notify

Notify

ping

ping

fix

Notify

Notify

Notify

Notify



SEO teams: Easy/Startup

SEO       DEV 

Pains:
● SEO is blocking

● Only few projects
● Some confusion

Team:
1 seo
1 dev
1 copy

My time: 2 h / week



SEO teams: Single product

PM        SEO

DEV

Pains:
● Few products
● Few contents

Team:
1 seo
1 pm
1 dev

My time: 2 days / week



SEO teams: Corporate
Manager

SEO project Content IT team

Merge

Pains:
● Merge waiting time
● Manager short sight
● SEO far from online

Team:
1 manager
1 seo  +  1 seo jr.
2 copy
3 dev (shared) 

My time: 3 days / week



SEO teams: Multisite

Manager

SEO 
strategy

Journalists

Pains:
● Need for HR management
● Journalists under cross-fire

● SEO far from online
● Big data analytics

Team:
 1 manager + 5 editors

 2  seo  +  2 pm
 8   dev (shared) 
70   journalists

SEO 
operative

Guidelines

Editor

PM

IT team
My time: 8 h / week



Writer’s job is 
in the white space

Content purpose















Case
history



2011     2012       2013      2014      2015 

Revenue
was flat
And 
useless 
data until...



We divided by 
customer age

2011     2012       2013      2014      2015 



knowing
Only new customers

2011     2012       2013      2014      2015 



Revenue of new customers tells us
our company’s health

+18%         -9%          -23%        -19%        -14%       

2011         2012           2013            2014            2015           2016



2012

2012

2013
growth

churn 

Lifetime value 



Lifetime Value 2012
ch

ur
n 

1s
t y
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r

2012          2013          2014          2015           2016           2017



+18%         -9%          -23%        -19%         -14%      +26%

New customers getting much better, is it 
enough for the company?

2011         2012           2013            2014            2015           2016           2017



* fatturato 2017 pubblicato su dhh.international

http://www.dhh.international/wp-content/uploads/2018/01/DHH-Initiation-of-coverage-2018-01-30-1.pdf


90%
- Support Quality check
- Customer needs analysis
- Product upgrades
- New product development
- Affiliation management
- Help devs understand customers
- Make mockups
- Analytics & KPI
- Team building
- Competitor benchmark
- Reports for management

10%
- Seo, new contents, links, optimization
- Adwords, campaign management
- Remarketing, campaign management
- Social, posts and answers to public
- Outreach for new affiliates
- Outreach for brand reputation
- Customer Bad Review management
- Newsletter writing and delivery
- New offers & discount strategy
- Content management 
-- home
-- landing updates, new guides
-- support pages



Error correction



How do we analyze traffic?
Always using percentages!



1. Imagining Keywords

2. Real search queries 
From content, comments, forum, adwords

3. Interviews, customer emails

4. Google suggest

5. Tools 

Keyword research 



Conversion optimization



Conversion rates: ex 1

Simone Righini  -  simone@seotraining.it 

mailto:simone@seotraining.it


Conversion rates: es 1

● Removing discount box bought +1% 
conversion rate

● Normal user won’t leave the funnel to 
search google for a discount



Project Timeline



example!







Facebook: imagine necessities

necessities? (stare bene)
problems? (avrà mal di schiena?)
Which images? (attirano la sua attenzione)
likes: horse riding, games of thrones
profile: male, 45 anni
job: CEO

profilo



Google Ads: what problem we can resolve?

       Necessities (stare bene)
       Thoughts (individuano problemi)
       Words (problemi tradotti)
  
environment: back hache, office work
solutions: chair for back hache

Keywords



profile

necessities

tempo online

tempo online

interest





Our target
(revenue)

Customer’s 
needs

Seo strategy

Make user know that a new product exists
Many ways to remove 
back pain!



What do we write here
In our sales page?

What is he searching
for?

?





A topic
Contains

A lot of keywords!



We have to use
The right words



Where do we put our keywords?



How do we choose our keywords?

Where do we “bid” our time on?





The purpose of planning is to
remain convinced 

That a possible path exists   (Pavlina)


