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HOW’S YOUR WEBSITE
RANKING ON 

GOOGLE SEARCHES?
MASTERING SOCIAL MEDIA
By Alyse Mitten, Interlace Communications

Search Engine Optimization or SEO for short is one of those mystify-
ing marketing pieces for business owners. In fact, one of the interesting
emails I receive from clients is when they forward me an email that says,
“We have noticed that your website needs help in being found when
searched on Google.” They wonder if they need to do anything. I always

ask them this question, “With the millions of
websites online, how did they find your
website?” There is usually dead silence on
the other end while that question computes.
Another question I ask them is, “Exactly
what is it that they are claiming to get you to
the top of Google?” Most claim that they can
move up your website’s name to the top. 
My recant to that is, “Why would anyone
need to search your company’s name?” If
they know your company’s name wouldn’t
they be able to find you without searching?
And, frankly, if you don’t own the first page
of Google for your website when doing 
a search of your domain name, there IS a
problem. So, before you read on, stop and
search your domain name to see if YOU DO
own the first page of Google. If you don’t,
read on. If you do, read the article anyway to
fine-tune the searches that really matter, your
keyword phrases. 

You’re back. How did you do? Let’s look
at a few parts of your website that YOU can
learn about SEO and help your website
developer. 

There are several parts of your website
which are very important to optimizing it for
all the search engines. Some of the optimiza-
tion is no longer necessary for Google but still
used by other search engines, so we always
include everything when building a site.

The Title of Your Website
Take advantage of the title of your 

website, also known as your tagline. This
should not be the name of your website but

instead be loaded with your keywords to
describe your business. It should include:
• Keywords phrases
• Those areas you service (Do not use coun-

ties but instead use up to three cities.)
The Description of Your Website

This is called the meta description. 
This description is what is shown when
someone searches and finds your website.
The description should also include the key-
words for your website but be in paragraph
form as it will appear right below your 
website’s name when found in a search.

H1 Heading
Every page needs to have ONE and only

ONE H1 heading. The H1 heading should
also contain your keyword phrase for that
specific page. What is an H1 heading? Say
you are a realtor. The H1 heading for a prop-
erty that you are selling would be the main
description of the house. The H2 heading
would be the rooms within the house, the
H3 heading would be more detailed
description of the rooms; and the paragraph
is even more details about the description.
H2 and H3 as well as paragraph can be
used more than once. You are probably
thinking, what the heck is an H1 Heading?
These are the standard settings for the titles,
subtitles, and body of your pages. H1 might
be the font Arial in size 24pt for H1 on every
page. H1 provides a way to create a consis-
tent look on your website.

(Continued on page 25)



JUNE 2017  422business.com and 422bizmag.com          ROUTE 422 BUSINESS ADVISOR25

Backlinks
What are backlinks? They are links to

your website from page to page as well as
from website to website. There are two
types of backlinks, internal and external.
By creating hyperlinks from one page to
another you create internal backlinks.
External links include links to your social
media platforms and links from websites
that are relative to your business. How to
obtain good links are by inviting guest
bloggers to your site, link vendors and
service providers to your website, and
write blogs that attract people to find and
leave comments on your site.
What about images & videos?

Visually, we as humans, see the photos
and can describe what is in a photo.
Unfortunately, search engines have no
clue what is in a photo. They need your
help. When uploading a photo to your
website, naming it IMG-255.jpg means
nothing. Take advantage of using key-
words and locations not only for the
name of the image but also the “alt-tag”
of the image. If you are a realtor and have
a photo of a brand new property, change
the name of the image to something like –
single-home-3-bedrooms-2-baths-

pottstown.jpg. For the alt tag, change the
“-“ to spaces – Single Home with 3 bed-
rooms & 2 baths in Pottstown, PA. Use
the same theme when uploading videos.
You know you have an alt tag for your
photo when you take your mouse and
hover over a photo and this yellow
popup of text describes the photo.

There is much more that needs to be
done behind the scenes to help your
website move the needle on Google. I
included information for those areas of
the website where you can help your
website developer to tweak, adjust, and
improve the keyword phrases, informa-
tion for your photos and videos, and
links to your site. 

Just an FYI, the better your website
does to be found on Google, the more of
those emails you will receive that your
website needs help to be found. My sug-
gestion is to smile knowing everything is
just fine.
Alyse Mitten and her team at Interlace
Communications are trained and certified in
Search Engine Optimization. They can work with
you to move the needle with the additional tools
and techniques needed to improve your ranking
with Google. Give them a call at 484-709-6564 or
email kasey@gomaava.com. www.iciconnect.com.
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ABOUT THE KING OF PRUSSIA DISTRICT: 
The King of Prussia District (KOP-BID) creates an
environment for success, connecting businesses
with a culture of growth. By facilitating initiatives
that are designed to improve the economic cli-
mate, KOP-BID is striving to make King of Prussia
the best place for work, life and recreation.

The King of Prussia District (KOP-BID) was
founded in 2010 as a 501(c)(3), private, not-for-
profit organization under the Commonwealth
of Pennsylvania’s Neighborhood Improvement
District legislation. KOP-BID engages public 
and private partners to collaboratively improve
the economic environment in King of Prussia 
by making it more vibrant, attractive, and 
prosperous.

KOP-BID works with over 300 assessed 
property owners to execute the organizations
five-point Program Plan within our district
boundaries.

The Program Plan is used to focus the organi-
zations efforts: Marketing & Communications;
Physical Improvements; Tax Policy; Land Use &
Zoning; Transportation.

All of the programs and services of KOP-BID are
designed to promote high quality, attractive pub-
lic spaces, comprehensive master planning for
the future of King of Prussia, a regionally com-
petitive tax structure, multi-modal transportation
options, and enhancement to King of Prussia’s
profile through marketing, communications and
special events. 

For additional information, please visit:
www.visitkop.com.




