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ABSTRACT
This paper addresses the concept of Search 
Engine Optimization (SEO), which is essential 
in increasing the exposure of a website and 
consequently making it more visible to users. 
SEO efforts are grouped as on-page, off-page, 
and technical SEO. On-page SEO includes 
optimizing the content, adding title, meta, 
and image tags, and adjusting the URLs of 
target websites. Promoting domain authority 
through backlinking, competitor analysis, 
and link-building strategies is called off-page 
SEO. Technical SEO is all about enhancing 
mobile accessibility, XML sitemap, robots.
txt, and the security of a website so that search 
engines can crawl and index it more effectively. 
In order to capture the attention of search 
engines, optimizers must be well-versed in its 
algorithm ranking factors and ensure that the 
page aims to answer a user’s inquiry as well as 
target certain phrases that assist with higher 
ranking. There is an emphasis on the need 
for ethical SEO, and optimizers need to keep 
adapting to new algorithm updates if they 
want to remain competitive. The discussion of 

future perspectives raises the introduction of 
voice search and AI to digital marketing, which 
encourages pursuing deeper research.

Keywords Search Engine Optimization (SEO), 
On-Page SEO, Off-Page SEO, Technical SEO, 
Ethical SEO Practices.

1.INTRODUCTION

The current global trend of digitalization 
has opened a space for businesses to perform 
marketing over the internet, which is immensely 
competitive (Teo & Pian, 2003; Sakas, 2023). 
On this digital marketing battlefield, businesses 
across industries utilize Search Engine 
Optimization (Boutet et al., 2012). SEO is 
a central tenet of business strategy aimed at 
providing businesses with greater visibility and 
enhanced ranking.

I.1 Definition and Importance of SEO in 
Digital Marketing

SEO is not just a technique but rather an 
elaborate process to improve the rank of a 
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website in organic search results of search 
engines (Malecki, 2011; Makrydakis, N., 
2024). In an age where most online activities 
commence on the back of seeking information 
(Nsouri et al., 2018), SEO stands out as one of 
the core aspects of digital marketing. It functions 
where businesses optimize their content on the 
web for the search engine and its algorithms 
(Mager, 2012) with the aim of providing better 
chances to be found by prospective clientele. 
The concern for SEO is more than just having 
a website; it is part of the marketing services. 
With the use of SEO techniques, it will allow 
companies to have strong growth opportunities 
and promote the inflow of organic traffic, which 
is more than just the idolization of short-term 
promotions. In a broader view, it can be seen as 
the fundamental tool for the digital marketing 
organization because the patterns and factors of 
its application create stronger links with various 
target audiences, even when their flows change 
on the internet (Rachapring & Funk, 2020).

I.2 Overview of SEO’s Role in Enhancing 
Online Presence and Business Ranking

Out of all the factors that affect the entire 
digital marketing approach as a whole, SEO 
is unarguably the most critical to any business 
conducting its operations online (Kothari 
et al., 2012). It makes a difference in online 
presence (Spais, 2010; Ramachandran, 2023) 
as it quenches the requirement for businesses to 
cut through the clutter and present themselves 
as experts in their fields. Additionally, SEO 
allows businesses to improve targeting their 
assets (Dixit, 2022), such as websites, content, 
or even their social media accounts, to better 
suit the tendencies of search engine bots and 

algorithms (Patil Swati et al., 2013; Yang, 
2024). This, in turn, enables them to improve 
their chances of ranking higher in search engines 
and getting potential leads (Speicher et al., 
2015; Gao et al., 2024). SEO is not something 
completed once but is constantly changing and 
improving. When consumer behavior changes, 
search engines tend to modify their algorithms; 
hence, businesses need to reapportion their 
strategies (Erdmann et al., 2022). That is why it 
is clear that SEO cannot be a one-time process 
but provides direction to enhance online 
presence in a more consistent manner, as well 
as functions to improve business performance.

I.3 Significance of SEO Compared to Other 
Digital Marketing Strategies

While competition for funds and other 
resources within the domain of various digital 
marketing techniques persists, SEO continues 
to be one of the most cost-effective strategies 
with the ability to integrate into other strategies 
in the future (Rebecca & Adrian, 2024). 
However, unlike advertisement models that 
require a continuous outlay of resources, SEO 
is a more cost-efficient method because once 
online presence has been improved, it does not 
require constant investment (Kabir et al., 2022). 
The reason for this is that the inbuilt element 
of organic search results has an added layer of 
credibility that paid marketing does not have, 
giving SEO an edge over marketed approaches. 
Investing in SEO is a good thing for businesses 
as it will help in developing a positive cycle of 
visibility, credibility, and conversion (Nitzan, 
2023). This leads to a greater online presence, 
and as people see more of the business, they 
become more inclined to trust it, thus creating 
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trust, engagement, and organic growth of 
the brand. Businesses use SEO to rank their 
products and attract consumers even over time, 
making it ceaselessly gain more customers 
(Zhang & Cabage, 2017).

I.4 Research Objectives

With the opportunities brought by digital 
marketing techniques, it is surprising that a 
thorough investigation into the effects and 
functions of SEO is lacking. So, this research 
seeks to engage with the SEO domain by 
discussing its purposes, frameworks, and 
applications within the sphere of digital 
marketing. Hence, this study seeks to set the 
following objectives:
1.Discuss the relevance and the role that SEO 
has in the overall digital marketing strategy, 
including its effect on brand, market perceived 
value, and organizational growth.
2.Identify the various categories of SEO 
strategies and the ways in which those can be 
applied to serve the purpose of maximizing the 
online visibility of the website, improving the 
user’s experience, and increasing conversion.

II. LITERATURE REVIEW

II.1 Role of Search Engine Optimization 
(SEO) in Driving Website Traffic and En-
hancing User Experience

When SEO is not implemented, it becomes 
difficult to locate the company’s site after 
specific searches, which places limitations 
on the company’s ability to market itself and 
reach audiences. This is echoed by Setiawan 
et al. (2020); SEO is not simply for traffic 

generation; it is for enhancing the user 
experience as well by optimizing graphics and 
content, enhancing navigation, and improving 
page loading speeds (Barrett & Herten, 2021; 
Kowalczyk & Szandala, 2024). SEO starts from 
technical edits and keyword stuffing to focus 
more on SEO as a strategy for building quality 
content and improving the user experience on 
the website (Xinghai, 2023). Based on earlier 
works by Ziakis et al. (2019) and Al-Badi et 
al. (2011), they use SEO to promote visibility 
through SERP rankings. This has been laid 
down and encourages further research, such 
as that carried out by Baye et al. (2016), 
Giannakoulopoulos et al. (2019), and Setiawan 
et al. (2020), which shows that constant and 
consistent SEO execution improves website 
traffic. Additionally, a few reports have claimed 
that improving SEO results in an improved user 
experience. Roumeliotis & Tselikas (2022) and 
Mavridis & Symeonidis (2015) confirm that 
pages load faster, are easier to navigate, and that 
content is more appealing.
Moreover, as evidenced by researchers 
Mladenović et al. (2023) and Labausa et al. 
(2023), SEO leads to increased conversion 
rates that allow for acquiring high-quality 
search traffic and smooth user opportunities. 
However, ethics are important. Lara (2014) and 
Iredale & Heinze (2016) insist on practicing 
SEO in an ethical manner, while Tober et al. 
(2015) observe the necessity of quality signals in 
assessing a website’s ranking by search engines. 
SEO has emerged as one of the pillars of online 
marketing, which brings in more visitors to the 
sites, improves the market’s interaction with 
the brand, and helps in the achievement of 
marketing goals. However, ethical issues and 
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the dynamics of trends become important for 
survival and growth in the future in the digital 
space.

II.2 Significance of Attaining First Rank in 
Search Engine Results Pages (SERPs)

Obtaining a place on the Search Engine Results 
Page (SERP) is one of the primary goals for 
online marketers and affects the click rate and 
visibility of the website. The research listed 
below highlights the relationship between 
the first rank on the SERPs and the level of 
visibility, credibility, and engagement of the 
audience (Sharma et al., 2018; Iqbal et al., 
2022; Alfiana et al., 2023). Studies show that 
the ranking of the page determines the number 
of clicks it gets (Jansen et al., 2007; Milton & 
Pera, 2023). This highlights the importance 
of the first position in gaining organic traffic 
and maximizing user interactions on the site 
(Baye et al., 2016). All this phenomenon brings 
attention to the importance of SERP ranking 
in today’s world; the higher the ranking, the 
greater the CTR, credibility, and conversion 
rates (Glick et al., 2014). SERP rankings affect 
consumers’ shopping behavior, as websites 
that are near the top of the SERPs generate 
more engagement and good brand images 
(Robertson et al., 2018). In the competitive 
internet market, dominating the first rank of 
SERP enhances competition by increasing the 
share, visibility, and profitability of a brand.
It is vital to point out that there are specific 
strategic SEO actions, such as quality and 
relevance, and optimization of content that can 
lead to the accomplishment and maintenance 
of a high SERP ranking (Krrabaj et al., 2017; 
Alfiana et al., 2023; Ziakis et al., 2019). As 

the search engine continues to develop, the 
utilization of new approaches, such as voice 
search optimization and the use of personalized 
search results, should be incorporated into the 
methods of future research (Nyagadza, 2022; 
Chung et al., 2012). In this way, focusing the 
SEO strategies on those changes will prepare 
the firm for sustainable operation in the 
stressful online environment.

II.3 Influence of Search Engines in Contem-
porary E-marketing Practices

It must be put forward that search engines 
do, to a great measure, define how current 
e-marketing is performed. As pointed out by 
Giomelakis (2023), Lincy, and Bella (2024), 
the empowering role of search engines is the 
fact that they serve as entry points and sort 
the relevant information for businesses in 
accordance with the expectations of users and 
numerous other parameters. The combination 
of various techniques such as SEO techniques 
with other digital marketing strategies, such 
as content and social media marketing (Du 
Plessis, 2017; Ponzoa, 2023), makes search 
engines even more useful in contacting the 
core audience across various digital platforms. 
Currently, in e-marketing, search engines have 
become marketers’ tools in altering patterns 
of consumption, brand consciousness, and 
marketers’ behavior. The shift from searching 
through database directories to searching 
advanced algorithms, especially Google’s 
algorithm (Mager, 2012; Shanmugam et al., 
2023; Kaperonis, 2024), led to a revolution in 
digital marketing. Apart from that, PPC, which 
is paid search advertisements (Rutz & Bucklin, 
2016), has equally become a norm; this offers 
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marketers great precision and clear expected 
outcomes. The developments in information 
systems and the increasing use of search engines 
have a strong effect on consumer behavior, 
purchasing behavior, and perceptions of brands 
through different phases of involvement in the 
purchase.

II.4 Exploring the Relationship Between 
SEO Practices and Online Business Success

Both SEO and the success of online business are 
linked. Nagpal and Petersen (2021) claim that 
SEO practices are important as they determine 
how visible, accessible, and relevant the SEO 
content created will be to the users, given the 
reality that search engines serve as the gateway 
to the internet. This is consistent with the 
findings of Jain et al. (2022), who observe that 
the search engine optimization of a website is 
critical in increasing the search, exposure, and 
reliability of a website, thus leading to increased 
orders, sales, and income from business 
conducted over the internet. Due to augmented 
competition in the industry, coupled with 
changes in the algorithms of search engines, 
SEO has become an essential feature of the 
approach of contemporary online business.
Early methods of SEO worked with the stuffing 
of keywords and backlink strategies. Today, 
as Bello & Otobo (2018) say, the focus is on 
content quality and user experience. Some 
research shows the relationship between good 
practices in SEO and the growth in traffic on 
websites, where companies employing full-range 
approaches gain impressive outcomes in organic 
search visibility and hence click-through rates, 
as Krrabaj et al. (2017) & Zhang & Cabage 
(2017) show. Besides, as Baye et al. (2016) & Di 

Fatta et al. (2018) point out in a meta-analysis, 
SEO specifically affects rates of conversion and 
sales online, suggesting that consumers, to a 
greater extent, head to sites with high rankings 
because such sites are safer and more credible 
sources of information about goods and services. 
Furthermore, as specific aspects of spam, such as 
website strengthening with the aid of exchange 
links, social bookmarking, and the purchase 
of advertising, cause negative perceptions of 
the brand, SEO helps to counterbalance such 
perceptions, as argued by Spais (2010) and 
Chen & Sénéchal (2023), notwithstanding that 
the mechanisms affect search engine positioning 
and online presence and hence make consumers 
have positive views of the brand.
Also, SEO enhances user experience through 
the optimization of the relevance, information, 
and accessibility of content for online users, 
improving engagement, satisfaction, and 
retention of the users, as pointed out by 
Moreno & Martinez (2013) and Palanisamy 
& Liu (2018). An organization’s stability and 
competitive strength will be fortified through 
the robust online presence created through 
strategies that place users at the focal point of 
SEO.

II.5 Tracing the Evolution of SEO as a Vital 
Marketing Technique

The genesis of SEO as a crucial marketing 
tool can be understood better in the context of 
Internet growth and the advancement of search 
engines (Introna & Nissenbaum, 2000; Mager 
et al., 2023; Reimer, 2023). Appearing in the 
mid-90s with the likes of Yahoo! and AltaVista 
(Bughin et al., 2011), SEO was rather in its 
crude stage, concentrating on keyword stuffing 
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and meta-tagging. Nevertheless, with the 
advancement of search algorithms, relevance 
and user experience became the focus for SEO 
strategies, more so with the development of the 
Page Rank Algorithm by Google (Avrachenkov 
& Litvak, 2006; Evans, 2007) within 2000–
2002. This phase witnessed the emergence of 
content marketing and link-building as the key 
factors within modern SEO. Later years saw 
the focus change to mobile-first and local SEO 
with the introduction of smartphones (Kumar 
& Mittal, 2020), while the most significant 
changes in this regard were arguably those 
brought about by semantic search in the early 
2010s.
Today, SEO has expanded to include technical 
optimization and user experience as important 
aspects because the engine is concerned with 
short loading times, mobile compatibility, 
and security issues (Mjelde & Opdahl, 2017). 
Moreover, the adoption of artificial intelligence 
and machine learning technologies in SEO 
practices alters the way businesses optimize 
their web presence, reiterating the continuously 
changing components associated with digital 
marketing and the perpetual relevance of SEO 
as a core marketing strategy within the digital 
world (Rathore, 2016 and Bag et al., 2022).

III. SEO FUNDAMENTALS

III.1 Definition and Types of SEO (On-
Page, Off-Page, Technical)

SEO is a complex of activities aimed at 
increasing the ranking of a website or directing 
organic traffic to a site from search engines like 
Google or Bing, among others. This entails a 

multi-pronged strategy that includes coming up 
with quality content, optimizing the technical 
structure of the site, building links, engaging in 
local search, and others. SEO strategies can be 
divided into three broad categories:
On-Page SEO: On-Page SEO is the process 
of improving elements on a website’s pages 
for better ranking on search engines, such 
as targeting, optimization of content with 
appropriate keywords, enhancement of meta 
tags and descriptions, revision of permalink 
structure, and the site’s interlinking.
Off-Page SEO: Off-Page SEO includes the 
activities that are performed away from the 
website that can help to improve its authority 
and relevance. Strategies like link building and 
earning backlinks from reputable websites, 
promoting the site through social media 
platforms, engaging with aesthetics, and 
strategically managing the brand’s image are all 
part of off-page SEO.
Technical SEO: Technical SEO is about the 
processes that aid in improving a website’s 
search engine optimization by optimizing its 
structure and links to make it crawlable and 
indexable. This can involve optimizing the 
speed of the site, enhancing it to be mobile-
friendly, improving its security by integrating 
SSL, incorporating structured data markup, 
and creating an XML sitemap.

III.2 Overview of Search Engine Algorithms 
and Ranking Factors

Google search engine results have greatly 
improved due to their algorithms techniques, 
which enable the organization and ranking of 
content. There are various ranking parameters 
incorporated into the algorithms, such as the 
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relevance of the page and its authority (Table 
1 shows a rough schematic overview of the 
algorithm’s parameters). Some of them are as 
stated:
Content Quality and Relevance: To rank high 
on search result pages, providing content that 
is relevant to what the user is searching for is 
critical.
Backlinks: With the help of backlinks, a search 
engine can determine the quality of a website 

and the trustworthiness of its domain.
User Experience (UX): Several components 
improve user experience and influence search 
engine results, including the speed, navigation, 
mobile version of the website, and bounce rate.
Website Security: As far as the major search 
engines are concerned, sites with HTTPS video 
encryption have more credibility and ranking 
potential than those without.

 

Table 1: Search Engine Algorithm                                                                                                                                        
                  \ j
Algorithm Name Primary Ranking Factors

Google PageRank Google’s PageRank algorithm considers factors such as backlinks, content quality, and 
user experience to determine the relevance and authority of web pages.

Bing Ranking Bing’s ranking algorithm focuses on content relevance, user engagement metrics, and 
website authority to rank web pages in its search results.

Yahoo Ranking Yahoo’s ranking algorithm prioritizes content quality, keyword relevance, and the age 
of the domain when ranking web pages in its search results.

Table 2: User Search Intent and Content Strategies

Source: Developed by Authors

Source: Developed by Authors

Search Intent Content Creation Strategies

Informational Content creation strategies for informational search intent include educational blog 
posts, how-to guides, and visually engaging infographics. These aim to provide valu-
able information and answer user queries effectively.

Navigational
Navigational search intent calls for content strategies such as FAQs, About Us pages, 
and clear site navigation guides. These help users find specific information about a 
website or navigate through its pages easily.

Transactional Content strategies for transactional search intent involve creating product reviews, 
comparison guides, and compelling call-to-action (CTA) landing pages. These aim to 
drive users towards making a purchase or taking a specific action on the website.
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III.3 Understanding User Search Intent and 
Relevance

To provide users with effective assistance, it is 
paramount to recognize the aim of the search 
and the intent of the query (see Table 2). It is 
also important for site owners to know that 
there are reasons behind the users’ queries, 
which, when known, enable the creation 
of needed content; that way, ranking and 
conversion rates increase.

III.3 Concept of Keywords and Their Role 
in SEO

The concept of keywords and their use in the 
context of SEO allows search engines to identify 

the content of a website based on users’ requests. 
The second stage – keyword research (Table 3) 
– implies finding pertinent words and phrases 
with the potential of selling and integrating 
them into the website content. But modern 
SEO focuses on producing insightful and 
helpful material for users rather than repeating 
keywords to gain ranking and relevance. Good 
content embedded into one’s website, excellent 
technical setup, knowledge of how search 
engines work, and understanding what the 
users want are some of the prerequisites for low 
SEO. By applying best practices coupled with 
one’s capacity to cope with constant algorithm 
updates, websites can enhance visibility and 
attract organic traffic over time.

IV. ON-PAGE SEO TECHNIQUES

On-page SEO is not only important for 
marketing purposes but also helps the website 
to explain who they are addressing to the users 
and the engines. This makes it a complex but 
overall optimization process, which consists 
of sub-elements – all critical for visibility and 
engagement (Table 4).

IV.1 Importance of Title Tags, Meta De-
scriptions, and URLs
The element of significance for on-page SEO 

is title tags, meta descriptions, URLs, and their 
value. Title tags are meant as first offers to users 
when they come to the search machine; they 
should have unique, sufficient keywords to be 
in the tags, therefore harnessing click-through 
rates and search visibility. Meta descriptions 
should add value as they describe the content 
and provide a summary to the users. Even 
though they are not a relevant factor for 
search engine ranking nowadays, on the other 
hand, it helps the users to click through to 
the content. URLs offer great information in 

Source: Developed by Authors

Table 3: Keyword Research

Keyword Search Volume Competition Level Relevance

SEO High Medium High

Digital Marketing High High High

Keyword Research Medium Low High
Backlinks High High Medium
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terms of their keywords. It has been established 
that clear, relevant, and concise URLs will 
enhance crawling for the search engine and 
comprehension for the user, thus reinforcing the 
importance of these issues in the optimization 
of the on-page factors.

IV.2 Optimizing Heading Tags and Content 
Structure

Tags, which are indicated as H1 up to H6, 
help in arranging the web content within a 
document for users and search engines. With 
the inclusion of descriptive and keyword-
optimized headings, it is easier for websites to 
assist audiences in navigating through content 
while also indicating specific topics to the 
search database. Furthermore, the appropriate 
use of heading tags enhances readibility, the 
meaning of words, and accessibility, thereby 
improving the overall experience of visitors and 
complementing the on-page SEO strategies.

IV.3 Image Optimization for Enhanced 
User Experience and Search Visibility

Apart from enhancing the experience of the 

Source: Developed by Authors

user, image optimization is also a business 
strategy for on-page SEO. Appropriate naming 
and resizing of images, together with optimum 
usage of body-defined alt tags, not only 
promote speed for the page but also make it 
possible for search engines to understand and 
measure the importance of the content within. 
With the enhancement of the role of visual 
content in the digital world, the optimization 
of images should be targeted as equally essential 
for enhancing user experience and website 
visitation via organic search.

IV.4 Crafting Compelling Content and Ad-
dressing Keyword Cannibalization

From the perspective of on-page SEO 
best practices, users expect quality content 
that is both relevant to their search and 
understandable. By conducting in-depth 
keyword analysis and addressing various user 
queries, sites can enhance their credibility in 
their niches. Furthermore, safeguarding against 
keyword cannibalism—a situation where 

Table 4: On-Page SEO Elements                                                                                                                        

Element Importance Optimization Guidelines

Title Tag High Title tags should be unique and keyword-rich, aiming to grab users’ 
attention and accurately reflect the page’s content.

Meta Description Medium
Meta descriptions should be compelling and concise, providing a 
summary of the page’s content while incorporating relevant key-
words to improve click-through rates.

URL Medium URLs should be clear, descriptive, and keyword-optimized, facilitat-
ing both search engine crawling and user comprehension.

Heading Tags High Heading tags should be used strategically to structure content, im-
prove readability, and signal topical relevance to search engines.
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several pages target the same keywords—is 
crucially important. Through well-planned 
content integrative strategies and effective 
keyword mapping, pages can address the 
damaging implications of cannibalization 
positively while allowing for increased search 
traffic and user demands.

IV.5 Harnessing the Power of Internal 
Linking

Internal linking provides a great basis for 
improving the structure of the website for 
easier navigation and crawling on search 
engines. By strategically placing certain 
pages in relevant categories with relevant 
text scripts and graphics, information on 
the sites can be category-oriented and link-
structured to make it easier for the user to 
move from one point to another. Internal 
links, whether included in the content or in 
site navigation like body, footers, or HTML 
sitemaps, perform an important function 
as a link. They help create the information 
structure and multiply the organic effect of 
optimization of the page content.
Fundamentally, digital marketing starts and 
ends with the homepage. SEO optimization 
techniques consist of technical skills, strategy, 
and a focus on the user. Let it be accentuated 
that addressing the optimization of these core 
aspects allows effective websites to improve 
their positions in the list of finds while 
creating tremendous value for their end users.

V. OFF-PAGE SEO STRATEGIES

For search engine optimization (SEO), the off-

page approach is essential and supports the 
online visibility and authority of the site. This 
section outlines the key off-page strategies 
which are intended to improve the site’s place 
in the rankings and increase the amount of 
organic traffic received (refer to Table 5). Off-
page SEO strategies, in this regard, are to be 
considered a changing and important part of 
digital marketing efforts. Given local search 
optimization, analysis of the competitors, and 
relevant link building, researchers can increase 
the volume of backlinks to sites and create their 
growth and subsequent competitiveness in the 
online market as well as in the offline market.

V.1 Competitor Analysis and Backlink 
Building

Competitor’s Link Analysis:

Competitor’s Link Analysis involves a backup 
plan whose main aim is to enhance their ranking. 
A lot of time must be invested in reviewing the 
content of the competitors. The site URL, 
through the backlink analysis tool, should be 
scrutinized to gauge the general authority and 
quality of links directed at the site in question.
It is crucial to have insight into the competitors 
to come up with a solid SEO strategy. With 
thorough competitor analysis, researchers 
can find potential backlink prospects and 
understand some useful strategies that are 
utilized in the industry. In using competitor 
backlink profiles, researchers can outline link-
building strategies intending to obtain authority 
backlinks from high-ranking domains. Such an 
approach not only enhances the website’s link 
profile but also develops a network of useful 
relations in the online realm.
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V.2 Utilizing Business Listing for Local SEO

This includes other aspects other than link 
building that revolve around SEO; GBP is a 
means for a business to get recognition from 
its local geographical area. This is accessed 
through the GBP manager. There is a need to 
pay attention and ensure GBP setup is properly 
done and all pertinent details are accurate and 
up to date. Today, people’s feet and sets of hands 
are influenced the most by local searches; this 
tells us that a local business strategy via GBP is 
key in local SEO tools. Other scholars have also 
stressed the need for the listing of businesses 
to be constantly tweaked on Bing Places and 
other similar listing sites. This kind of addition 
is more about making businesses be noticed 
and easily reached by local target audiences, as 
these have more keywords, good pictures, and 
more appealing explanations. Local GBP under 

business listings helps form an all-embracing 
strategy to be on platforms like Google 
and Bing Places, among others. It has been 
strongly emphasized by many researchers that 
information needs to be up to date and correct 
across various platforms for the purpose of 
increasing the chances of visibility to selected 
audiences.

V.3 Effective Link Building Techniques and 
Strategies

Link Building:
Usually, link building is a time-consuming 
process, and creating a quality backlink profile 
is vital; however, the challenge lies in finding 
the correct method for off-page SEO link 
building strategies that would enable one to 
do exceedingly well against competitors. Other 
approaches to link building comprise classified 

Table 5: Off-Page SEO Technique

Technique Description Effective-
ness

Competitor Anal-
ysis

Competitor analysis involves studying the backlink profiles of compet-
itors to identify potential opportunities for acquiring high-quality back-
links. This technique is highly effective in understanding the competitive 
landscape and informing link building strategies.

High

Link Building

Link building encompasses various strategies aimed at acquiring back-
links from authoritative sources. While it is a fundamental aspect of off-
page SEO, its effectiveness depends on the quality and relevance of the 
acquired backlinks.

Medium

Local SEO

Local SEO focuses on optimizing business listings and improving on-
line visibility for local searches. It involves strategies such as optimizing 
Google Business Profile, managing local citations, and soliciting custom-
er reviews. Local SEO can be highly effective for businesses targeting 
local customers.

Medium

Source: Developed by Authors
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submission, web submission, local listings, 
social bookmarking, forums, and so on.
Link building, which is an essential part of 
off-page SEO, involves a lot of techniques 
and strategies that work for gaining backlinks 
from various sources. There are various ways 
by which link building can be automated (see 
Table 6), such as guest blogging and influencer 

marketing, content syndication, and directory 
submissions, among others. By reaching out to 
other bloggers and creating great content that 
would be appealing to their target audience, a 
researcher tries to build connections through 
which natural backlinks can be earned, thus 
increasing the authority of the site in search 
engines.

Source: Developed by Authors

VI Technical SEO Strategies

VI.1 Introduction to Keyword Research 
Tools
For any SEO strategy to be successful, 
keyword research tools must be regarded 
highly, considering that they optimize content 
for search engines. Having access to such 
tools ensures that the researcher understands 
the required and most effective phrases and 
keywords that will enable audiences to locate 
specific topics or goods on the internet. Apart 
from helping the researcher understand how 

many searches are available for a particular 
keyword phrase and what the competition 
around that keyword is, such tools would enable 
the researcher to retrieve information regarding 
how many people search for the phrase on a 
monthly basis, the geographical locations of 
the searches, among other useful information.

VI.2 Using Analytics Platforms like Google 
Analytics and Google Search Console

For every website, one or several Google tools 
should be applied: Google Analytics and Google 

Table 6: Link Building Strategies

Strategy Description Outcomes

Guest Blogging

Guest blogging entails writing articles for other websites within 
the industry, typically in exchange for backlinks to the author’s 
website. This strategy can help build authority, expand reach, 
and acquire high-quality backlinks from relevant sources.

High

Influencer Outreach

Influencer outreach involves collaborating with influencers 
within the industry to promote content and gain backlinks. By 
leveraging influencers’ authority and audience, this strategy 
can enhance brand visibility and credibility while acquiring 
valuable backlinks.

High

Directory Submissions

Directory submissions involve submitting website URL s to 
online directories for backlinks. While this strategy can help 
improve website visibility and domain authority, the quality of 
backlinks obtained from directories may vary, and the impact 
on search rankings may be relatively low.

Low



 Vol 12 Issue 1	  January-December 2024 ISSN 2393-9451

IITM Journal of Business Studies64

Search Console for keyword planning. Google 
Analytics insights give a proper overview of 
traffic, audience, and conversion, thus assisting 
in the measurement of the success of the 
SEO strategies. On the other hand, Google 
Search Console increases understanding 
of how a certain website is displayed on a 
Google search interface, shows what might 
be affecting a website’s or page’s rankings, 
offers recommendations for enhancements of 
visibility in search engines, and generally seeks 
to optimize a site or page for search engines.

VI.3 Importance of Structured Data and 
XML Sitemaps

Markups through structured data and XML 
sitemaps are very beneficial for improving 
the visibility of the website and search engine 
ranking. Markup of structured data provides 
search engines with further information 
concerning what is on a webpage, therefore 

allowing the insertion of rich snippets in search 
results that include reviews, ratings, and product 
displays. At the same time, XML sitemaps aid 
in the appeal of web pages for crawling by 
search engines and their indexing by ensuring 
that every relevant piece of content is found 
and ranked correctly, thereby improving SEO 
efforts.

 
Importance of Technical SEO in Enhancing 
Site Crawlability and Indexing
With the current trend in the cyber world, a 
website’s exposure and position come because of 
the strategy used, especially relating to how sites 
are indexed and crawled (see Table 7). In this 
regard, it is important to note that Technical 
SEO (Search Engine Optimization) helps a lot 
in improving a website’s crawlability and its 
indexing, which are two important factors that 
influence its ranking on search engine result 
pages (SERPs).

Source: Developed by Authors

VI.4 Overview of Technical SEO Considerations (Overview of HTTPS, robots.txt, and 
canonical tags) 

Table 7: Technical SEO Considerations

Consideration Importance Optimization Tips

Site Speed High
Optimize images, enable browser caching, and minimize render-block-
ing resources to improve site loading speed, enhancing user experience 
and search engine rankings.

Mobile Friendli-
ness High

Implement responsive design, optimize for mobile speed, and ensure 
seamless user experience across various devices to cater to the increas-
ing number of mobile users and improve search visibility.

HTTPS Adoption Medium
Install SSL certificate, migrate from HTTP to HTTPS, and ensure 
secure data transmission to enhance website security and credibility, 
aligning with search engine ranking factors and user trust.
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Facilitating Crawlability:

One of the primary factors for a search engine 
to be able to rank a website is the ability for 
that site to be crawled. If there is little chance 
for efficient traversing and indexing of a site, 
struggles in ranking follow. Various technical 
innovations in a site assist a great deal in 
providing the proper level of crawlability. 
For instance, the SEO bot can be redirected 
easily by suitably created URL structures, 
employed XML sitemaps, or crawl errors fixed. 
When crawlability is added and strengthened, 
Technical SEO guarantees that all the content 
created for the site is reachable for the crawlers, 
consequently making it more accessible to 
algorithms and users of all types.

Optimizing Site Speed:

Currently, site speed cannot go unnoticed, 
especially after the introduction of page 
experience as one of the key ranking factors 
within Google. A website that takes a long time 
to load is likely to lead to higher bounce rates 
coupled with poor user interaction while also 
affecting the SEO as well as the conversion 
levels of the site. Technical SEO, at times, 
starts with checking the speed of running the 
site, which requires precise checking of the 
speed. Key metrics such as Core Web Vitals or 
recommended optimizations such as reductions 
in render-blocking resources and image 
optimization can be studied by the developers, 
and a link enhancement can be done at the site 
speed thereby improving user engagement and 
site discoverability.

Ensuring Mobile-Friendly Design:

The growth of using mobile devices has made 
it clear that mobile-first indexing by Google 
is a necessity for ensuring a mobile-friendly 
design of websites. Technical SEO requires 
the installation of responsive or dynamic site 
designs to create a smooth experience for users 
on any device. Likewise, by placing precedence 
on mobile usability tests and mobile page load 
time optimization, researchers improve the 
competitive edge of a website in search engine 
rankings in favor of mobile users and search 
engine optimization trends.

Embracing HTTPS Protocol:

The use of HTTPS encryption does not 
improve a website in any way, but it can be 
used in ranking the relevance of a site by search 
engines. Technical SEO recommends that 
webmasters implement the switch from HTTP 
to HTTPS, which focuses on data encryption 
and protection of users from cyber-related 
risks. By looking for HTTPS encryption signs 
on URL indicators in browsers, researchers 
enhance a website’s credibility and ranking 
on search engines, which meets the current 
standards of web security and SEO.

Leveraging Technical Tools and Standards:

The technical SEO deals with a wide range 
of equipment and standards that are intended 
to enhance the effectiveness of the website. 
The use of robots.txt files, XML sitemaps, 
structured data markups, canonical tags, 
and so on means that the researchers must 
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integrate many technical features to improve 
the determination of resources and the users’ 
experience. With such tools as the Google 
Search Console or Bing Webmaster Tools, 
researchers can collect precious information 
regarding website performance indicators, as 
well as locate and correct crawl problems and 
send relevant sitemaps for better indexing.

VII. CHALLENGES AND BEST 
PRACTICES IN SEO

VII.1 Common SEO challenges and pitfalls 
to avoid

Everyone in the search engine optimization 
(SEO) sphere deals with the same problems, 
regardless of how long they’ve been in the 
field: website owners and digital marketers are 
constantly faced with the trying and frustrating 
challenges of SEO. What makes this even more 
taxing is that these problems include keyword 
stuffing, duplicate content, as well as poor site 
structure and weak backlink profiles. Therefore, 
recognition and enforcement of effective 
strategies aimed at resolving these issues should 
always be prioritized to ensure growth in the 
proper areas of SEO and mitigate the risks of 
being sanctioned by search engines.

VII.2 Addressing Google penalties and algo-
rithm updates

Another threat to SEO specialists is the violation 
of Google’s policies, which prompt them to 
enforce penalties as well as make changes to 
their algorithms. SAN also 550 suggests that 
penalties are enforced because of spammy links, 
building links, cloaking, and any Google core 

updates. To make matters worse, Google core 
updates, as well as algorithm changes, affect 
organic traffic and a website’s rank on search 
engines. The solution to this formidability of 
penalties and algorithm changes is ensuring 
compliance with regulatory ETS and adherence 
to the latest developments in algorithms.

VII.3 Strategies for improving site speed and 
mobile friendliness

Site load speed, as well as the mobile-friendly 
aspect, significantly affects the ranking on 
search results and the experience of users who 
visit the site. Slow websites and sites without 
mobile optimization are likely to have a high 
bounce rate as well as low rankings on search 
results. We may counter these setbacks by 
formulating tactics meant to increase site speed 
through measures such as optimizing images 
and applying cache. In addition, CSS media 
queries and mobile-compatible web templates 
can increase the performance of sites on 
different devices.

VII.4 Ensuring compliance with SEO best 
practices and guidelines

Maintaining adherence to SEO recommended 
and best practices is key in the long-term goal 
of building an audience as well as leadership on 
search engines. This requires one to adopt the 
right set of skills, which include using white hat 
SEO techniques such as the creation of relevant 
and valuable content or obtaining high-
authority domains through proper channels. 
Furthermore, sustaining the proper state of 
technical SEO, such as indexing websites and 
structured data, is important for improving 
visibility in the search engine. In adhering to 
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SEO best practices and guidelines, website 
and digital marketers have strong leverage to 
implement organic growth campaigns in the 
future.

VIII. CONCLUSION

VIII.1 Summary of Key Findings and In-
sights

The relationship that exists between Search 
Engine Optimization and digital marketing 
continues to arouse curiosity and is explored 
from different perspectives, as evident during 
our research. It can be understood that SEO is 
a work plan that seeks to increase a business’s 
visibility on the internet. We started by 
presenting SEO as a marketing tool aimed at 
increasing the online presence and publicity 
of a business. The assessment was more 
comprehensive, as it also investigated other 
areas of SEO, such as the basic concepts and 
methods, and the effects it has on UI, UX, and 
commerce.
The conclusions are that, divorced from its 
design as on-page SEO, it remains a subset of 
organic traffic, and as such, development focuses 
on building and maintaining a steady stream. 
We have developed knowledge on the on-page 
elements to the technical ones, explaining their 
role in the SEO of the site, which includes 
increasing the exposure, rank, and authority of 
the website in the eyes of search engines and the 
intended audience. Moreover, our examination 
of technical SEO considerations highlighted 
the important aspects of the site, which should 
include easy site navigation, fast loading time, 

mobile optimization, and high-level security 
features.

VIII.2 Importance of Ethical SEO Practices 
for Long-term Success

Amidst the ever-evolving digital landscape, the 
importance of ethical SEO practices cannot be 
overstated. While there are shortcuts and black 
hat tactics that could be deployed, all these 
exceptional strategies are bound to put long-
term success and sustainability at risk. Creating 
relevant and content-rich material, establishing 
relevant connections with authoritative websites, 
and keeping the website’s technical side healthy 
can proclaim the digital marketers the right 
approach to ethics-based SEO. Ultimately, it is 
the combination of such approaches that creates 
an opportunity for sustained SEO and traffic 
acquisition over a long period. In addition to 
building users’ and credibility’s trust, ethical 
SEO aids firms in protecting themselves from 
the threats posed by penalties and algorithm 
changes and, in the end, helps in craving the 
competitive edge sought in the global digital 
economy.

VIII.3 Future Trends and Areas for Further 
Research in SEO and Digital Marketing

In the years to come, and with all the analysis of 
SEO and digital marketing, it is easy to suggest 
that there will be further development and 
change in the future. New emerging trends like 
SEO will incorporate AI, machine learning, 
and natural language processing technology to 
change the way firms optimize for their target 
customers in real-time. The rise of voice search, 
video content, and mobile-first indexing also 
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indicates the need for changes in adaptive SEO 
strategies.
The following topics have yet to be explored in 
the context of search engine optimization and 
digital marketing:
1.Determining whether new technologies can 
increase the effectiveness of SEO and improve 
usability.
2.Analyzing the effectiveness of voice search 
optimization techniques in driving user 
engagement.
3.Assessing the role of video and other media 
assets in ranking in search engines and the level 
of user interaction.
4.Investigating the relationships between SEO 
and its other areas, such as online marketing 
with social networks and using social network 
influencers.
One additional point that is worth making is 
the fact that SEO should be regarded as one 
of the most potent instruments in the arsenal 
of a digital marketer. Properly implemented 
SEO does not only assist searchers in locating 
websites on SERPs but also aids in improving 
the rate of conversions. With advancements in 
search engine algorithms, SEO is a dynamic 
practice that can be termed both an art and a 
science, requiring continuous enhancement 
of knowledge and skills. The goal of this 
conceptual paper is to increase the visibility of 
significant issues in this area, offering a variety 
of SEO methods while suggesting new avenues 
for future studies. Would you consider this a 
good business practice and in line with what 
researchers do? I would argue so, especially in 
a competitive environment, where all must 
work hard to get a foothold in the constantly 
changing digital world.
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