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An 
introduction 
to SEO
Successful in-house talent attraction can feel like a daunting task. With a good 
level of insight into the SEO world, you’ll be able to apply SEO to your recruitment 
journey, making the experience smoother for both you and your candidates.

Many brands have yet to realize the significance of SEO for talent attraction. This 
may be because they haven’t been focusing enough on their candidate experience 
process or simply relying on other, more traditional ways to attract talent such as 
using job boards and recruitment agencies. By effectively using SEO for talent 
attraction, you’ll be equipped to compete with similar brands and agencies.

You can ensure that you always stand a strong chance of attracting the most 
suitable and high quality talent to your careers website. This is not only 
the most cost effective way to approach your recruitment; it’s also the best 
possible candidate experience because you’re controlling every step.

What exactly is SEO?
Search Engine Optimisation may sound more complicated than it actually 
is! For those of us who run a mile from ‘high tech’ stuff, this is a relief!

Essentially, SEO is the abbreviated term used to describe manipulating search 
engine rankings with the aim of boosting your website in the rankings. You need your 
site to move higher up because the higher a site is ranked, the more traffic it will see.

In recruitment, more traffic means more candidates! With a higher quantity 
of the right traffic, you’ll stand a far greater chance of attracting the 
ideal, high calibre candidate you may have missed out on before.

Of course, it didn’t take long for companies to realize that they could 
start cramming all of the possible key words used by customers into 
their web pages, even when they may not be relevant. Their goal was to 
become instantly more visible without the hassle of researching.

However, as the process has evolved, Google refined their ranking 
process in order to generate rankings that align with the real 
value companies offer to their customers and candidates.

So, it’s about far more than using the right words;artificially pleasing 
search engines just doesn’t cut itanymore! People want better content, 
and Google is constantly evolving to provide better results.

The genuine relevance and quality of experience are now taken into 
consideration for rankings. Ensuring the entire journey is of a high 
quality won’t just make life better for your candidates, but it will help 
you to acquire the high calibre candidates you’re looking for.
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Why SEO?
Embracing in-house SEO will provide you with the knowledge 
and skills to control your own recruitment process. You’ll start 
to depend less on job boards and recruitment agencies and 
interact with your candidates first hand. This should increase the 
frequency of your applicants for those particularly difficult roles, 
and allow you to achieve a drastic reduction in cost per hire.

The reality of the modern digital age means SEO is no longer just an option 
for the tech savvy brands out there. In the war for talent it’s a necessity!

Think about this: every 48 hours we publish more content online than was ever 
produced up until 2004. With figures like this in mind, it’s apparent that no matter 
how micro your niche may be, it’s absolutely crucial to be prepared to face your 
competition. In the past, many recruiting professionals saw minimal value in

SEO. However, as Google began shifting their focus to index and 
value web pages, (in alignment with the key words and terms used by 
searchers) SEO now has a direct impact on the talent you attract.

Your visibility online is dependent on the technical optimisation of your 
content, directly affecting your Search Engine ranking. This means 
that the optimisation of your web page content determines how fast 
and how easy it is for your ideal candidates to find you. With so much 
competition out there, you can’t risk getting lost in the noise.

Technical terms aside, if another job description includes the key words your 
candidate is looking for and your careers page doesn’t, they’re more likely to 
see that website before yours, and more likely to apply for that job instead.

Common SEO mistakes or 
challenges with Careers Websites

Poor website structure and technical errors
On the face of it, your website may appear to be working fine. You might even have 
some basic SEO injected into your job detail pages. However, if your website is 
rendering lengthy URL paths or not using keyword rich URLs then you will always be

losing the battle for search engine visibility and rankings.

When auditing a careers website for SEO, we regularly discover server 
redirects found on pages, errors in title tags or URLs and even pages that 
are being blocked with Robot.txt as well as many other technical SEO 
factors that affect the search engine crawlability of your website.

Slow speed and performance
For every extra second your careers website takes to load, you lose 20% of 
your traffic. That’s because everyone else is just as impatient as you and I. 
We don’t hang around. Google and other search engines reward websites 
for performance because it greatly affects user experience. If your site isn’t 
lightening quick, you’ve already got problems. With the introduction of Google’s 
Accelerated Mobile Pages (or AMP for short!) and a well-documented focus 
on mobile performance, site speed is becoming more and more important.

Try typing your website domain into this useful little tool and see how you fare: 
https://tools.pingdom.com/. Anything under a score of 90/100 is unacceptable.

6 7
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Common SEO mistakes or 
challenges with Careers Websites
Losing SEO value and SEO momentum
Lots of careers websites fail to maximise the opportunity to build on-going SEO 
value by optimising permanent webpages within the site. Many careers sites 
optimise job detail pages. However, when there are no vacancies these pages 
are either deleted or over-written once live vacancies are filled. If your website 
is structured correctly, you can focus your SEO efforts to enable permanent 
pages to rank higher and higher each month in the search engines.

The best way to approach this is to look at how you can categorize your 
vacancies then build a landing page for each one. These landing pages can 
also display current live vacancies. For example, if you work on ranking a web 
page for ‘Graduate Banking Jobs in London’ it might take you 12 months to 
rank that page but once it’s there you can benefit from a much higher volume 
of regular traffic. Even if there are no immediate vacancies to display on that 
page from time to time, you can still encourage prospective candidates to 
express an interest so you can notify them once there is a live vacancy. These 
high ranking pages will also assist job detail pages listed on that page to 
rank better and quicker due to the association with that permanent page.

ATS technology
Generally speaking, ATS technology has been designed to deliver convenience 
to recruiters rather than adding value to the candidate experience or SEO of 
a careers website. If you’re using your ATS to display the job details of all of 
your current vacancies, you could be missing out on lots of traffic due to how 
each page is named and displayed from within the ATS. Most ATS do not offer 
keyword rich URLs for job detail pages. Instead, the URLs are named with 
numbers and letters that are meaningless and useless for SEO purposes.

For example, this page will never rank very well for ‘Regional 
Loss Prevention Manager’ because the URL is meaningless

Pictured here is 
House of Fraser’s 
job detail page 
for Regional 
Loss Prevention 
Manager. Note 
how the URL is 
not specific to the 
page’s content.

Compare this to the following example of a careers 
website that has SEO optimised and structured URLs:

This page from nationwide-jobs.co.uk has 
a properly structured and named URL and 
it ranks highly in Google as a result.

Nationwide’s 
Project Manager 
job detail page. 
Take a look at the 
URL; the name 
and structure 
are keyword rich 
and much more 
valuable for 
SEO purposes.

8 9
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Duplicate content
If there’s more than one page indexed in Google that has the 
exact same content written on it, only one of these pages will rank 
highly in search engines. Duplicate content is frowned upon and 
can cause your website to have severe ranking problems. 

With job descriptions being distributed automatically to several job boards and even 
scraped from your website and listed elsewhere, you run the risk of being penalised 
if the content isn’t managed properly. Best practice SEO dictates that content 
on your careers website is at least 40% unique, however we advise to increase 
this to at least 50%. If you’re submitting job details to other sites, make sure you 
write a very different job description for the same job that sits on your website.

Poor on-page candidate experience
If people visit your careers website, don’t find what they’re looking 
for, leave straight away and don’t engage, search engines see 
these onsite behaviours as signals of poor performance. 

Your bounce rate and dwell time are both good initial indicators 
of experience satisfaction. Ideally you want to see your bounce 
rate below 30% and your dwell time over one minute. 

There are several ways to improve on-page candidate experience. Most job 
detail pages consist of a heading, some information about the job role and a 
few paragraphs of further text detailing the benefits and specifics of the role. 
Compare this to the rich experience of product detail page on any well-known 
ecommerce website. Look at this page selling beanbags on made.com

An example of Made.
com’s product pages, 
amplifying the product 
and providing a great on-
page user experience.

10 11
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Take a look at all of the different types of content that illustrate and amplify the 
value of this bean bag to appeal to the audience in many different ways.

1. Large, colourful images 
demonstrate  how great 
the beanbag looks in situ.

2. There’s a colour palette 
showing the different 
colours the beanbag 
is available in.

3. Down the left hand side, 
there’s various emotionally 
driven content blocks 
designed to highlight 
different benefits of the 
beanbag from design, 
different uses, and indoor 
and outdoor suitability.

4. Down the right hand 
side is all of the more 
rationally driven technical 
specifications and details 
of the beanbag including 
dimensions, materials and 
delivery information 

5. Further down there’s 
images of the beanbag 
in peoples’ homes, 
showcasing different 
settings and delivering 
social proof that others 
have bought and been 
satisfied with the purchase.

6. Finally, below the images, 
there are questions and 
answers from previous 
customers on display so 
any remaining doubts a 
visitor might have can be 
handled and overcome.

Understanding your candidates
Just like using SEO for customers, developing an understanding of your 
candidates before you optimise your content is key to an effective process. 

The best use of SEO focuses on the needs of the candidate. This may 
take some time, but it will pay off in the long run. Effective SEO means 
understanding each segment of your audience with precision, and optimising 
the content you want candidates to consume based on your findings.

Keyword research
You can’t expect amazing results if you only optimise one set 
of your key words. Reusing the same language time and time 
again will never set you apart from your competitors. 

The smartest approach is to be authentic, determine the most accurate 
words to represent what you and your candidates are looking for…
and then keep refreshing your language to keep people engaged.

This product page uses emotional and rational information, there’s great use 
of images, social proof and questions and answers that empathise with their 
audience and maximise the chances of selling the bean bag. Imagine if a job 
detail page was designed and presented with that level of due care and attention. 
Do you think the page would deliver a better or worse candidate experience? 

Search engines will reward you for a better candidate experience but unfortunately, 
lots of recruitment marketing and SEO budget is wasted by having a high 
percentage of their traffic leave these pages unfulfilled, without engaging.

12 13
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How to choose your keywords
Knowing what your audience are looking for is easier said than done! So, to 
help you decide on your keywords, you should consider the following points:

 l How relevant are the words you have in mind to your website?

 l Does your website actually offer candidates what 
they hope to find by using those keywords?

 l Will the words drive the traffic you’re hoping for? Will these 
people become candidates, or are they simply gaining 
awareness of you to consider you again in future?

Long tail and short tail 
keywords and phrases
Short tail keywords
Short tail key phrases (a string of only one or two keywords) are often used 
to connect with customers and candidates who are at the beginning of their 
research. So, they may be doing some broad research around a particular 
topic or brand, rather than looking for one specific answer. For example, if 
you typed ‘Graduate jobs’ into Google you would see very generic results 
returned because you have been fairly non-specific with your search.

How do you search online yourself? If you wanted to learn more about a 
job role or location, you’d most likely type in the job title or the city into your 
search engine, then start exploring the top results for the best stuff.

From short tail key phrases, candidates may land on your homepage, developing 
a more general idea of who you are and what you can offer them. They could 
have ended up on your website through some broader research on social 
media, or from an article they’ve found relating to one of your services.

These keywords should be fairly easy to slot into relevant content quite 
naturally. Ideally, your top keywords should be featured within the first 100 
words of your content. For example, if it’s an article, you should be weaving your 
keywords into subheadings or opening paragraphs where they make sense.

Long tail keywords
Long tail key phrases consist of three or four keywords and phrases. 
These are precise searches from your ideal talent. This means that your 
potential candidates may have already spent some time researching on 
your site, or have decided exactly what they want from their next job.

A long tail search may be a phrase such as, “Graduate SEO job 
vacancies in London”, after this persona has previously spent some 
time short tail searching for “graduate jobs” on a broader scale.

So, if you can pin-point the questions or phrases your audience are searching for, you 
can ensure that you offer them a clear and direct solution before your competitors.

Steps for getting started with keyword research

1. Use the right tools 
What could be better than a tool that does the tough bits 
for you? Google Adword Keyword Planner is an awesome 
tool for compiling multiple lists of keywords, finding new 
ideas for your content and even for testing the water with 
your phrases and words to see how they might perform.

2. Stay on the right track 
Although changing-up your phrasing every now and then is effective, 
you should have a list of key words to refer back to and help you stay 
on track. This will also save you time when it comes to sitting down 
and thinking about new ways to phrase them. Your list should include 
the terms that crop up time and time again. This authentic approach 
should mean that they represent exactly what your brand really offers 
to employees and exactly who you’re looking to join your team.

3. Decide where you’ll be consistent  
This means that the most popular words should remain consistent 
regardless of the social channel you’re using or the reason behind your 
latest blog post. When you’ve decided where you’ll be consistent, your 
content should always touch on your key terms, making it easier to plan 
and produce future content that key terms can be woven into naturally.

14 15
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Optimising 
for humans
When you are producing and optimising content that you want your 
audience to consume, it goes without saying that their needs should 
come first. However, many sites are still getting this wrong!

Great SEO isn’t about the number of links or the number of people who 
visit. Yes, those factors are important, but you can’t expect to go far in 
the long term unless you’re honestly optimising for your candidates.

How to optimise content

Optimising for humans is the key to reaching SEO success. 
Your candidates are more than just statistics; they’re real 
people, ready to make some big life decisions!

Optimising for your audience requires the following steps:

 l Research your ideal candidates - these are your top personas

 l Gain an understanding of how your candidates 
behave, online and offline

 l Explore what your candidates want and need from your website

 l What are their pain points? How can you offer 
them solutions? What do they enjoy and dislike 
about their experience with your site?

 l Understand how candidates interact with 
your content and digital assets
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Content 
marketing

1. The foundation of our philosophy at Ph.Attraction is to utilize the 
insight gathered from exploring personas to provide ideal candidates 
with exactly the type of content that suits them at a particular stage 
of their candidate journey. If you are sure to optimise the content you 
produce for your audience, this can be one of the most effective and 
cost effective means of SEO activity that rewards you many times over.

2. Discover how AMP-ing job detail pages could quickly 
generate masses of extra mobile website traffic by 
jumping you to the top of mobile search results.

3. Learn how and why Schema tags are the most powerful, 
yet underutilised, SEO technique in the world.

4. Avoid or resolve very common SEO nightmares 
caused by poor ATS integration.

Content marketing significantly contributes 
towards SEO in a variety of ways:

1. High value content that is popular with your audience can 
generate high volumes of traffic. This improves the authority 
of the page it sits on because traffic is a ‘social signal’ that 
search engines use as an indicator of quality and trust.

2. Content that is consumed and appreciated by your audience 
will increase the dwell time of visitors (the length of time 
people spend on the page).This provides yet another social 
signal to search engines that this page is high value.

3. High value content is often written about and linked to from other 
relevant websites. This is probably the most value direct SEO can 
provide your content, as well as the extra traffic those links also provide. 
The SEO benefit from these links increases according to popularity, 
relevance and influence of those external websites, so a strategy to 
bring your content to the attention of these highly influential websites 
is a very powerful activity to explore on a regular basis (See ‘social 
media influencers’ later on for more useful information about this).

4. Good content marketing usually attracts social media attention 
and direct links from social sources, not just other websites or 
blogs which is also a very good indicator or trust and authority.



21

CREATING A WEBSITE REDESIGN STRATEGYSEO FOR CAREERS WEBSITES

The recruitment marketing content funnel

The world of technical SEO may be changing all the time; 
however as a guiding principle your focus should remain on 
the experience of visitors, by providing an efficient service and 
great value through the content you produce and provide.

Good SEO means understanding a candidate’s intent to act and putting 
their needs first when devising and optimising the content you want them 
to engage with. If your audience is new to your brand and not sure of the 
relevance or value of working for you yet, the hard or direct sell is inappropriate. 
If, however, someone is familiar with your brand and wants to apply for a job 
as quickly as possible, then a direct call to action is very appropriate.

In both of these scenarios, it might be the same person but at different stages of 
their consideration cycle. This means we need to think about different content for 
each stage of the buying cycle for each candidate persona you have identified. 

Gary Vaynerchuk sums this up when he says, ‘If content is king, context is God’. 

Optimising for just one set of keywords, or using the same 
language with all of your content is not the smartest way to 
approach candidate attraction using content marketing. 

The smart play is to use a blended approach, changing your language at 
each stage of the attraction funnel to get the results needed to generate 
significant volumes of quality traffic to your careers website. By taking such 
an approach, you will be more accurately assisting your candidate’s needs, 
as well as steering them further down your talent attraction funnel. 

We segment this funnel in the following way.

See, Think, Do, Delight

20 21
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See, Think, Do, Delight

The basic premise of our philosophy is to use the insight you have gathered 
surrounding your various candidate personas to inform the content you 
present to them at each stage of the engagement lifecycle. Put differently, 
we provide different types of content to the same candidate persona 
depending on what they will most appreciate and value at the time.

By devising a good solid content plan with this insight you can successfully 
move candidates through an organized talent attraction funnel because 
you’re considering the context of your audiences’ experience and 
recognizing that the same audience will appreciate different types of 
content depending on their stage in the attraction lifecycle.

The Ph. methodology of SEE, THINK, DO, DELIGHT clusters different 
types of content at each stage of the attraction funnel and tailors 
variations in language as a potential candidate becomes more qualified 
as a lead (and the propensity to apply for a job increases).

Think

Objective: to position your employer brand as a potential 
solution to your audiences’ desire to find a new job.

‘Think’ content consists of keywords, language and content that is designed 
to provide material surrounding your brand and the specific, initial needs 
of your audience. This content adds value to the process by connecting the 
benefits of your offer with the intrinsic needs of the potential candidates. 

Naturally, this will help to boost the profile of your brand and push 
you one step closer to connecting with your dream candidates.

See

Objective: generate awareness.

‘See’ content consists of keywords, language and content that is designed to attract 
new, uninitiated strangers at the start of the talent attraction journey. This is a fairly 
straightforward start to the funnel. Essentially, this is the awareness stage. So, this 
is where your candidates may first notice your jobs page, or find your website and 
begin to familiarize themselves with who you are and what you can offer them.

Do

Objective: to facilitate a swift, easy or convenient application process.

‘Do’ content consists of keywords, language and content that is designed 
to convince a relatively qualified audience to take some form of action. 
This might not be moving in for an immediate job application, but it 
could be a download, a request for a call or more information. 

All of these small actions are larger actions in the long term. Candidates 
who may take the most time to consider their options carefully and 
look for more information around your brand could be the most 
experienced and high calibre talent you’ve been looking for.

22 23
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Delight

Objective: to maximize the life cycle of your new candidate and provide 
opportunities to refer more future opportunities. Remember most 
candidates will be unsuccessful with their application and so you 
must try very hard to make the experience as positive as possible.

‘Delight’ content consists of keywords, language and content that is designed to 
add value for existing candidates or even existing employees (through building trust, 
empathy and loyalty) in order to retain them and provide on-going opportunities.

By understanding your audience on this granular level, you can integrate your 
content strategy with best practice SEO. Using the right semantics and language 
throughout your recruitment marketing you can maximise the reach of your content. 

Engaging with your audience on a more personal, tailored level at 
different stages of the recruitment marketing funnel means you can 
also communicate with a greater degree of accuracy and expect 
better results by providing a better candidate experience.

Optimising 
your job 
detail pages
To optimise your job details page, you need to place yourself in the 
shoes of your candidates. So, take a look at the journey you’re offering 
them through their eyes, from the moment they begin their research 
to the moment they take action and fill in the application form. 

So, consider: what will they be searching for? How can you align with their 
needs? How can you ensure that your job opportunities catch their eye first? 

The following factors will help you to tackle all of these challenges!
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Structure

Ensure that the structure of your 
website makes space to display your 
most recent job vacancies on your 
homepage. You may also want to link to 
your available job roles within relevant 
service pages or content on your site.

Meta title

This is the title of the page that your 
candidates will see in search results 
and on the browser. You only have 
55 characters (including spaces) for 
your meta titles, so make sure the key 
phrases are towards the beginning of 
the title to ensure they are picked up 
by Google. Typically we’d recommend 
using the job title itself for the meta 
title on job description pages.

Meta description 

This is the description of your job 
vacancies that your potential candidates 
will see in search results. You only 
have 115 characters (including spaces) 
for your meta descriptions, so make 
sure Google will show users exactly 
what you want them to see!

URLs

Make the most of your URLs. Although 
these are short, they should still offer 
some real value to your candidates. 
Going the extra mile and making sure 
that the available job title and the 
location of your company are within the 
URL will pay off! Only the most suitable 
candidates will continue the journey once 
they see the key details within your URL.

H Tags

The <h1> tag, also known as the header 
tag acts as the page or post header 
title and is usually the largest text 
on the page. Search engines place 
emphasis on the h1 tag as the first 
header, this usually explains what’s the 
page is about and you would expect 
it to contain your primary keywords.

<h2> and <h3> tags should be 
used for page unique subtitles, but 
only have mild effect on a SEO 
performance. However best practice 
is to use a structured semantic format 
of header tags for page structure.

ALT Tags

Search Engines cannot read the content 
of images, therefore it is best policy to 
ensure that alt tags are placed on the 
images to describe what the image 
is to Google. Relate these as closely 
to your target terms as possible.

Schema tags and markup

The use of schema tags is one of the 
most powerful yet under used forms 
of on-page SEO that’s available today. 
Schema tells the search engines 
what your information means, not 
just what it says which is incredibly 
valuable to a search engine looking 
to return results that are more 
contextually relevant to the audience. 

For example, if you have a page with 
‘Software Engineer’ on it, search 
engines don’t necessarily know it’s a 
job posting. If you tag this page using 
schema markup, you can not only tag 
the page as a job posting, but you 
can even tag the different attributes 
of the job posting too including; Job 
Location, Address Region, Employment 
Type, Salary, Responsibilities, 
Education Requirements etc.

All of these subsequent schema tags 
provide a great deal more context 
the content on the page and search 
engines now know exactly what you 
mean to achieve with the content on 
the page. Search engines significantly 
reward pages like this for going to 
the extra effort of adding context to 
the page. See http://schema.org/
JobPosting for more information.
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h1

h2

Alt tag for this 
image:“Virgin Media“

h3

Meta description

Meta title

URL

Off-page
SEO
Off-page SEO mostly revolves around your use of links. 75% of your rank 
is attributed to off-page SEO…that’s a pretty significant amount!

In the past, the focus of SEO has been placed too heavily on simply acquiring 
a high number of links. Now, the secret to successful off-page SEO is to 
view it as earning your high-quality links rather than chasing them.
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What determines a good link that will help your off-page SEO?

Global Popularity defines the importance of any given website page 
on the Internet. There are lots of different ways to measure this; some 
popular ones include PageRank, MozRank and also Trustrank.

Relevance - The target and source pages and domains cited in a link 
also provide valuable relevancy metrics for search engines.

Anchor Text is the clickable text in a hyperlink. SEO best practices 
show that anchor text be relevant to the page you’re linking to, rather 
than generic text. These can also be targeted to specific keywords 
within your strategy; the key is to ensure a natural mix.

Trustrank is a formula to correctly rate the quality of websites. The main point 
of the algorithm is the collection of trusted webpages. Such pages are the 
source of trust. Trust can be assigned to other page by linking to them.

Link Neighbourhood – Too many links, bad links, spam, too many ads, poorly 
written content, lack of relevance are just some of the factors which relate 
to whether a neighbourhood is good or bad for your off page strategy.

Freshness - Link authority will reduce over time. It’s important to continue placing 
new links consistently as this will help to increase your overall linking authority.

Social Sharing - Although search engines treat socially shared links 
differently than other types of links, they notice them nonetheless.

Free and simple offpage SEO you can start with immediately

Build trust and reputation 

So, the online authority of your site relates to the authentic trust and 
reputation that your brand and website hold. If you’re offering your talent 
the right content from start to finish, this should happen fairly naturally. It 
may not be instant, but it will be worthwhile further down the line!

Guest blogging

Blogging is one of the most enjoyable and powerful methods of promoting yourself 
online. Once you’ve written a valuable blog piece, take it a step further. You should 
also spend some time commenting on similar blog posts, which are crawlable by 
search engines. Blog commenting is an easy way to generate links (in your bio) 
back to your website but also to create an increase in relevant natural traffic by 
attracting the audiences from the other sites by the quality of your comments.

Build trust and reputation 

Use high quality directories, including DMOZ, Yahoo Directory 
and ZoomInfo. Yet again, it may not be the most instant solution, 
but you’ll thank yourself later on that you did it!

Offer solutions

Showcase your expertise in your field by asking and answering the 
questions that you know your candidates might have on their mind 
This is an awesome way to prove that you know you’re stuff, and 
reaffirm to candidates that your website is worth checking out.

Create a forum

This is an easy solution to cultivating an online community of potential candidates 
AND pages of the most relevant keywords and phrases to your brand. This will 
give you a real chance to understand what your audience want and need, helping 
to shape your content and refresh your recruitment strategy with authenticity.
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The value 
of linking
Using links effectively is a simple but powerful tool for SEO. As we’ve covered, 
pages are firstly ranked by the terms they use. Of course, the problem with 
this is that numerous websites in the same field will inevitably be using 
very similar terminology. So, these pages and sites need to be separated 
by ranking on another level. This is where links come in to help us out.

Quantity and quality
Google uses outbound and inbound links to rank your site and to estimate how 
valuable the information will be to your viewers. So, you need to take both the quantity 
and quality of the links pointing to your pages and site into further consideration.

Link-building methods
Cross-linking
Cross-linking is a term used to describe how you link to various pages from 
other pages within your website. If you have a good internal link structure, 
you can benefit by showing search engines the value of certain important 
pages by linking to them. For example, linking directly to a particular job 
description from the homepage of your website would indicate it’s an 
important page and search engines can find it more easily by following just 
one simple link rather than trawling deeper throughout the website.

For recruitment, your objective of course, is to make sure your candidates see your job 
descriptions. So, this is where cross-linking can be extremely effective for recruitment.

Ensuring that it flows naturally on each page, cross-link your open positions where 
possible. This would mean having your job description page, your career site and 
even your blog linking to one another. If you have a separate careers website to a 
high ranking marketing or brand website, ensuring you’ve got links from the more 
popular branded website is essential for your SEO and a great way to benefit 
from the authority and visibility that website will already have in search engines.
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Ultimately, the more genuine links you have leading to and from your 
job description page, the more likely it is that the right candidate for 
your company will find you and explore your available job roles.

Career advice sites
Another way to create external links to your careers website is by taking 
advantage of guest blogging opportunities on career advice sites. This is a 
popular method of link building, which in turn offers real value to the industry. 
The key is to ensure you offer great advice that the right candidates can actually 
appreciate and value. If you insert links into high quality content (using the 
right keywords you’ve already identified) with the right call to action, you will 
also achieve an increase in traffic due to people following the links too.

Links from PR and media
Offering thought leadership or news worthy content to newspapers, magazines or 
specialist blogs is an excellent way to create valuable links to your careers website. 

Of course, the content must be high value. Ensuring you have something 
relevant, interesting, topical and timely is usually the challenge. That 
said, journalists are looking for new things to write about every day and 
if you can add value to your audience in a creative or interesting way, 
generating links from PR content can be easier than you think. 

If you follow the same principles of writing good keyword populated 
on-page content to your press releases or article for media, you will 
enjoy the same SEO value once that content goes live elsewhere, 
especially if it includes links back to your careers website.

Competitor linking analysis
Competitive link building is an effective way to help boost 
your site closer to the top with leading companies.

So, for example, if you find sites that are linking to your competitors, it’s a good 
idea to target them specifically and request a link back to your careers website.

SEO from social media
Whether it’s for business or leisure, social media is one of the most powerful tools 
for keeping people connected. For talent acquisition, this definitely still applies!

The key benefit of social media for recruitment is that 
your content can easily become sharable.

We all know how quickly news and trends can spread on social media platforms, 
so imagine how effective it could be if people were spreading the word about 
your content, your values and even getting excited about your job vacancies.

If your open positions are shared online, Google will take note. The more people 
share your recruitment content, the more likely it is that Google will see your 
content, including your job description page, as valuable, high quality content.

Social search
Search engines are focusing more and more on social context. ‘Social 
search’ is an evolving term for the way in which search engines 
display search results on a user’s social networking platform.

This means that when you make a search query, the content with 
the highest social connection (through Facebook, Twitter etc) 
and relevance to you will be prioritised in your results.
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Social media influencers
According to Nielsen Research, 92% of consumers worldwide trust 
recommendations from friends and family more than advertising. 

Spend some time to get to know the people who consistently share 
your content. Pull together a list of contacts with more than a thousand 
followers and a history of engagement with your content. 

Knowing your social media influencers will help you expand your reach 
online and ultimately increase the rate at which your content gets found.

Influencer marketing
An influencer is someone in your industry who has an engaged audience who 
are willing to listen. They are often brand advocates and niche promoters. 

People trust recommendations from influencers. Think of a mutual 
friend championing your brand. Building relationships with influencers 
helps you connect with their followers and their networks.

We can use influencers to help amplify your website’s content. The more 
exposure your content receives to your target audience the more likely it is 
to be shared and linked to from similar sites, building links naturally. 

This tactic depends on the strength of your content as these links need to be 
earned. If you content is strong enough people will want to link to it naturally.

Nurturing influencers
Once you’ve discovered your evangelists, think about ways to nurture 
and encourage them to engage with you and share your content. 

At the simplest (and most meaningful) level, find a way to thank them for 
spreading the word. As a second step, consider inviting them to a special open-
house or providing sneak peeks of upcoming news or announcements. 

While there are a few core principles at work in social search, individual factors will 
continue to develop in the near future. As you’re considering the social channels 
you use, think about the role each plays in your search engine of choice.
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Becoming mobile friendly 
There’s a distinct ‘anytime, anywhere’ attitude to mobile device engagement. 
Google knows this and it wants to sell its services to consumers who are now as 
much (if not more) mobile users of its tools and products. This directly impacts on 
how they are building out their plans around mobile device SEO and usability. Just 
check out ‘Google Webmaster’ and their views on usability in mobile browsers.

Remember, as the URL for a site can include the letter ‘m’ to indicate a mobile 
browser version, there are new pages to index and the competition for that 
visibility is also new (compared to that of the older desk-top web page). 

How mobile users interact with content is different, how they want it presented is 
different – and they are much more ‘take action now’ based. Getting your mobile SEO 
and content strategy right in this world is still up for grabs. As Talent Consumers, 
Gen-Y and Millennials expect this and will respond to those who get it right.

Google AMP
What is Google AMP
Las October, Google announced the launch of Accelerated Mobile 
Pages (AMP). But what are they? In short, AMPs are a super user friendly 
framework that lets anyone create a fast-loading mobile responsive web 
page. They key here is fast-loading, for the mobile generation.

The technical SEO benefits of AMP
Currently, having AMPs on your mobile site isn’t an independent ranking factor 
at the moment, page load speed and mobile responsiveness are. The main 
selling point of AMPs is the fact that they instantly improve both of these ranking 
factors. So if you’re developing your mobile site using AMPs then you’re likely 
to be blessed with higher ranking because you’ve automatically improved your 
page load speed and mobile friendliness, just by using this nifty new tool!

Another hidden benefit of AMP content is the way in which it’s displayed 
on search engine results pages. They are rendered as large carousels, 
carrying images on the front page of Google SERPs. This is automatically 
more visually appealing and more likely to draw a user’s attention. 
Perfect if you’re searching for talent in the recruitment space.

The candidate experience benefits of AMP
See above! The faster a user can find the most relevant content is a 
sure fire winner for everyone – bust especially for candidates.

People searching for jobs do not have time to spare. If they can’t access the 
information they want quickly – basically in the blink of an eye – then you’ve lost 
them. And if you’re hunting for top talent, that person navigating away from you 
because your site takes too long to load could be your dream hire. Don’t lose them!

By serving content that is super relevant and loads speedily improves their 
experience, makes their job search that little bit easier and makes you look 
like you’ve got everything sewn up. They’ll love you for it and it will make them 
all the more likely to carry on through the application process with you.

How to create a Google AMP page
Intrigued? We certainly were when we heard all about the benefits that 
this new initiative can offer. If you want to get started but you’re not sure 
how, Google themselves have a great, step by step tutorial. In it you’ll 
learn how to create a basic page, how to stage it, make sure it complies 
with AMP rules and set it live for publication on Google. Perfect!

Check it out here! AMP Project - Create Your First AMP HTML Page
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Voice search SEO
Voice search is one of the quickly evolving areas of recruitment 
Exploring this may seem a little daunting for some of us, but there 
are many benefits of voice search that should be embraced.

https://moz.com/blog/how-voice-search-willchange-digital-marketing-for-the-better

Google rolled out Hummingbird on 30th August 2013 and it was a 
complete overhaul to how its algorithm worked. Its purpose was to 
understand user intent and make sense of questions as opposed to 
keywords. It was to gravitate more towards conversational search, which 
was needed to make Google’s voice search more effective.

What is voice search?
Google Voice Search is a product that allows users to use Google Search by 
speaking on a mobile phone or computer. A user starts a search by saying “OK 
Google” followed by asking it a question. Thanks to Hummingbird, Google is 
able to understand the intent of a question and bring up the correct results.

For example if you were to ask “How long do lions live 
for?”, Google would understand that you want to know the 
average life span of a lion and answer accordingly.

How do you optimise your 
website for Voice Search?
All of our websites are built with voice search in mind 
and there are 3 main criteria we look at.

Questions not keywords: People speak differently to how they type. With voice search, 
people ask a question instead of typing in a phrase or keyword. We optimise your 
website to cater towards conversational questions as opposed to specific keywords.

For example:

“Liverpool Pizza” would become “Where can 
I find a good Pizza in Liverpool?”

A comprehensive FAQ section in a conversational, Q & A format is vital for 
voice search, along with the research that goes into finding these questions.

Optimise for mobile: Google’s voice search is mainly aimed at 
smartphone users. We ensure your website is 100% optimised 
for mobile and considered mobile friendly by Google.

Multilingual: A key point with voice search is that web users are going 
to prefer to search in their native language. We research deeply into 
what your core demographics are, whether there are international 
language considerations and apply this to your site.
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Tools to Treasure
Here is your must-have list of 
useful tools to ease you through 
the busy world of SEO.

SocialCrawlytics

An essential free tool in online research, 
SocialCrawlytics analyses URLs to 
establish how popular they have proved 
across the social space, this tool can also 
find influencers and work out how your 
competitors are doing.  
www.socialcrawlytics.com

Answer the Public

The simple little tool allows you to type 
in your keywords and phrases to discover 
the most popular questions people type 
into Google surrounding those choose 
words. This means that if you know you 
want to rank higher for certain words in 
Google, this tool will guide you towards 
the most popular topics to write about 
so you can capitalise on the most traffic 
available. It’s also a very good tool for 
sparking ideas for what to write about. 
Answer the questions your audience is 
already asking!  
http://answerthepublic.com/

Followerwonk

A nifty social media tool which allows 
users to search for keywords in Twitter 
users biographies, Followerwonk is a 
fast and effective way to find your buyer 
personas influencers (or just people who 
have the same interests as you).  
https://followerwonk.com/URLs

MentionMapp

Using data from the Twitter API, 
MentionMapp loads each user’s Twitter 
updates finds all of their interactions 
and hashtag mentions and displays 
them in a web-like format. MentionMapp 
makes researching into your audience 
and influencers simple, allowing you to 
embark on a journey of discovery through 
a web of conversations and interactions.  
http://mentionmapp.com/

BuzzSumo

A great tool for finding influencers, 
BuzzSumo allows users to search for and 
filter influencers by their type. Influencer 
lists can be exported into an Excel file, 
which enables results to be filtered even 
further. The tool can also be used to find 
the most popular content around certain 
topic by searching a specific keyword and 
phrases.  
www.buzzsumo.com

Nuzzel

Nuzzel is a useful tool for collating the 
stories and articles that have been shared 
by your friends on Facebook and Twitter. 
A social news aggregator, Nuzzel makes 
it simple to see what’s important, without 
overwhelming you with data.  
www.nuzzel.com

SocialCrawlytics

We’re not afraid to say that Moz is pretty 
amazing. It can do almost anything, 
including managing campaigns, tracking 
keyword changes, research backlink 
strength and track competitors. It’s a must 
for anyone who wants to do SEO right.  
www.moz.com

SEMrush

SEM Rush is perfect for reports and 
audits. If you’re starting out and you 
want to get a handle on how your site 
is currently performing – and most 
importantly what you should change – 
SEM is the site for you. Providing handy 
data charts and venn diagrams it’s one of 
the best ways to get off to a good start.  
www.semrush.com

Google Keyword Planner

This is the one and only keyword 
researching tool that we and the vast 
majority of other SEO’s use - and it’s a 
Google product. There are other keyword 
tools available but they mostly derive 
their technology directly from this one. 
This is your first stop for researching 
trends, monitoring keyword search volume 
and establish how difficult it will be to 
compete for certain keywords.  
https://adwords.google.com/
ko/ KeywordPlanner/Home

Crazy Egg

Crazy Egg is all about heat mapping. 
What’s that? It’s the graphical 
representation This is the tool we use 
for heat mapping. Heat mapping is the 
graphical representation of how users 
are interacting with a certain page (e.g. - 
where they are clicking and scrolling to) 
through the use of a colour matrix. That 
way you can figure out what’s popular 
with users and elements of your page that 
may need a little help to make them more 
prominent for visitors.  
www.crazyegg.com
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What you should do next…
If you would like a free 30min consultation with regards the SEO of your careers 
website please email liverpool@ph-creative.com. We can’t wait to hear from you! 

Further recommended reading resources:

Moz

https://moz.com/blog

SEO Book

http://www.seobook.com/blog

Search Engine Land

http://searchengineland.com/

Search Engine Journal

https://www.searchenginejournal.com/

Search Engine Watch

https://searchenginewatch.com/

Kiss Metrics

https://blog.kissmetrics.com/

HubSpot

http://blog.hubspot.com/

Further Reading…
If you like what you’ve read then we have a whole host of other free 
resources that you can download and will refresh your recruitment 
strategy and keep you winning in the war for talent.

Candidate Experience EBook
This ebook guides you through the process of devising a 
brand experience worth remembering. From CX mapping 
with precision, to crafting stories that resonate, this is your 
complete guide to refreshing your recruitment strategy.

Persona and empathy mapping
We at Ph.Creative have discovered that social media 
isn’t just social media anymore; it’s much more than 
that. To be successful across the myriad of available 
channels you need to combine a variety of other 
marketing disciplines. To be truly effective you need 
to have your personas defined, your influencers 
engaged and your remarkable content scheduled.

mailto:liverpool%40ph-creative.com?subject=
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http://blog.hubspot.com/
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