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Since most people rely on search 
engines to find products and services, it’s 

understandable that business owners worry 
about how well their websites rank online.



It seems logical to assume that ranking higher 
in search engines means that more people 

will find your website and, if more 
people find your website, more 

will then become customers.



So, if the problem is ‘just’ getting higher in the 
search results, then the answer must be to hire 

a search engine optimisation company, right?



Well, Google doesn’t think so. Google’s consistently 
said that the most important thing for any website 

owner to do is to ‘create valuable content’.



According to Google, your website 
content should be:

• useful and informative.
• more valuable and useful 

than other websites.
• credible.
• of high quality.
• engaging.

Source: https://support.google.com/webmasters/answer/6001093



Search engine optimisation can have its place, but that 
place is a long way behind the creation of unique and 
engaging content. 

In fact, with the right content, hiring a search engine 
optimisation agency often isn’t needed at all.



Search engines want to 
deliver search results which 
contain the best and most 
relevant websites.

They don’t want to deliver websites which, no matter 
how well ‘optimised’ they are, contain content which 
is poor, or copied from somewhere else.



In fact, search engines work really hard to remove, 
or rank down, websites which aggressively put 
optimisation before content. 

That’s why their algorithms 
constantly change – and, when 
they do, lots of websites just 
fall off the edge.



But not all websites suffer. 
Websites with great content, which 
don’t focus on search optimisation 
tricks and fads, are seldom – if ever – 
affected by algorithm changes.



Since the number one goal of every search engine is 
to deliver great, relevant content, they won’t penalise 
websites which do this – well, unless those websites 
also employ unethical optimisation techniques. 

Bad search optimisation can 
bring down the best 
of content.



The myth that more visitors means more customers is 
debunked with simple logic: the number of visitors doesn’t 
matter, it’s how relevant those visitors are to you. 

It’s also better 
to have visitors who 

come back for your content 
again and again, rather than 

people who visit for just one purpose.

It’s better to have thousands of website visitors who are 
interested in what you provide than 
millions who aren’t. 



And because search optimisation relies on ‘what 
works now’ (before search engines shut the 
door) rather than content which always works, 
search optimisation is a perpetual treadmill, 
rather than a cumulative snowball: websites 
with great content perform continuously better 
in search engines.

Great content is great search engine optimisation.



Great content starts with working out 
what your customers want from you – and 
separating this from what you want from 
them (for example, to ‘buy something’). 



But people are in ‘buying mode’ for a 
fraction of the time. 

So, if this is the only content 
you provide, then people are 
interested in you for only 
a fraction of the time.

If you sell cameras, sure, they’ll need product 
pages, prices and specifications – when they 
are ready to buy. 



But provide unique content such as help guides, video 
tutorials, product reviews and comparisons, case studies – 
and more – and you’re answering their everyday needs as 

well as serving them when they’re ready to buy.



This is the type of rich 
content that people 
want when they search, 
using “how do I…” 
questions, or “which is 
better…” questions. Your 
content should scratch 
your customers’ itches 
– all of the time, not just 
part of the time.

It should help them.
Inform them.
Entertain them.



Great content builds trust. It sets you apart. 
It encourages natural links to your website 
from other websites. 

It gets shared on social media. It keeps 
people coming back and grows your 

audience. Customers want great content. 



Let’s face it. Creating content isn’t ‘another 
job that needs doing’. It’s doing the most 

important job right. 

You have to create content anyway – 
just make better content. If you 

can, make the best content.



Yes, content should 
be ‘optimised’, but the 

needs of people should 
always be put first, not the 

needs of search engines. 

People come first, 
so content comes first. 



“Your site’s content should be unique, specific and high quality. 
It should not be mass-produced or outsourced on a large

number of other sites. Keep in mind that your content should 
be created primarily to give visitors a good user experience, 

not to rank well in search engines.”
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