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Introduction

Dynamic web applications, such as those powered by ATéaftware, are not
optimally suited to be easily traversed by search spidersbts/robots. The process
of optimizing dynamically generated sites is seen as arqual mix between art,
science, and folklore. The purpose of this white papés to provide objective and
well-researched search engine optimization techniques for AG web applications. A
secondary purpose of this white paper is to showcase ugppming ATG product
enhancements that assist in search engine optimization. fie new product
enhancements allow entire product catalogs to be crawled ad indexed by search
engines. Previously, most catalogs were not capable of bwj crawled and indexed.

Major search engines keep their ranking algorithms a cleely guarded secret; a
practice which has left the world guessing and requiregesearching methodologies
for better optimizing sites. Search engine algorithms bange on a continual basis.
Specific strategies detailed in this white paper may b obsolete within months, but
the general principles will hold true for years to comeThe advice in this white
paper will be mostly tailored to the top three search engnes, Google, Yahoo, and
MSN. As of January 2006, the top three search engines@mnt for 81.4% of the
search market.

Within the Search Engine Optimization community, there & a lot of
misinformation and hearsay. For instance, it's a comran belief that the HTML
comments within a page affect the ranking on a search enme. Numerous studies
have proven this assumption to be incorrect. Researdor this white paper comes
from a number of objective, first-hand sources, includhg:

Guidelines published directly by Google, Yahoo and MSN
RFCs and other documentation

ATG product documentation

Blogs from industry insiders

SEO experts who have performed actual tests

See the links section of this document for the research sed to create this
document.

Terminology

Terminology in the SEO world is constantly changinguk to the decentralized
nature of the field. There are multiple search engines andéxperts” all using
different terminology. To compound the problem, there are ro SEO oversight
agencies or organizations that standardize terminologyHere are a few common
terms and acronyms:

SEO Acronym for search engine optimization

Spider/Bot/Robot. All of these terms describe an automatd program created
by search engines to access web sites and traverse thronghem by following
links. The end goal is for these programs to read/anafe the content of the web
pages and send the results back to the search engine. NatThe term “bot” will
be used in this white paper instead of spiders or robots

Indexing. A process by which bots scan (see crawlingleb pages and store a
page’s text to a database. It is important to note thd only a page’s text is stored
and not any auxiliary media such as images or externaltyle sheets. A search
engine’s large database of documents is known as an “itex”
Archiving/Caching. A process by which bots make fuiopies of web pages
(including most auxiliary media such as images/externd CSS). On search engine
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results pages (SERPs), users can often click a “Cachliew for a particular web
page, giving the user a snapshot of the last time a seah engine cached that
page

Crawling. Process by which bots traverse the internet laking for sites and
pages to index and archive

SERP. Acronym for search engine results page

Stemming. Stemming is a feature most major search enginetiave in which
searches will return results for words based on a partiular stem. For example, a
search for the term “shoes” would also returns resultdor pages containing the
word “shoe.” In another example, a user may search fobbat” and get
“boating” or “boats” in search results

robots.txt. The robots.txt file contains rules that prevent cooperating bots from
crawling and indexing parts of a website

Special Considerations for Dynamically Generated W Apps

Special considerations must be taken into account wheroptimizing dynamically
generated web pages for search engines. Here is a list obnsiderations:

HTTP GET Parameters. Most pages in an ATG web appiaraare dynamically
generated based on a number of query parameters encoded indRL. For
instance, the URL of a generic product detail page wodlbe something like:
http://www.BobsElectronics.com/en/catalog/product_gener ic.jsp?id=prod1234
&category=cat2323&navAction=jump&navCount=1. Google mtes “it helps to
keep the parameters short and the number of them few.” Othersearch engines
don’t publicly state the maximum number of query parameters, but through
research performed by SEO experts, it is recommended that énnumber be kept
to three or less

jsessionids and id= parameters in URLs. Leaving sessiDs and parameters
containing “id” in URLs causes bots multiple problemsnd will result in most
bots incorrectly or not fully crawling a website. Gogle states “Using these
techniques may result in incomplete indexing of your site as bots may not be
able to eliminate URLs that look different but actually point to the same page” A
good illustration of this point is to consider the following URL.:
http://www.BobsElectronics.com/en/index.jsp?pageld=homePage&
jsessionid=0WXLOEIEYSQYMCQIYQCSSCIKBDCAIKV1. Boteltdhe
difference between the pageld and the jsessionid parameters ithe example
because every application uses different parameter names fosession IDs.
Furthermore, Google’s documentation states “Don't use&id="as a parameter
in your URLSs, as we don't include these pages in our ied’

Well-formed HTML. Most search engines place a high importare on well-
formed HTML. In a recent test (see
http://www.mikeindustries.com/blog/archive/2006/01/th e-roundabout-seo-
test) to determine the impact on well-formed HTML, it was dscovered that
many pages with bad HTML are not indexed at all. Brovess are very forgiving
of poor HTML, but bots aren’t. Be sure to validate fished HTML using the
World Wide Web Consortium’s HTML validator ahttp://validator.w3.org/
DHTML. Use a text browser such as Lynx to examine thealysite being
optimized. This is how most bots see the site. If feattes such as JavaScript,
frames or Flash keep parts of the site hidden, bots wiliave problems indexing
the site. Download Lynx fromhttp://lynx.browser.org/

Page Titles. A page’s title is a highly weighted factdn many search engine
algorithms. Resist the temptation to have a cookie cuttettitle for all of a site’s
pages. Page titles should give the user a quick summary what will be found
on the page, along with a few keywords. Google limits @ge titles on its search
engine results page to 65 characters. Yahoo's limit 515 and MSN’s limit is 66.
Based on the amount search engines display to users, i recommended that
page titles be kept to 65 characters or under. Do not uséavaScript to set page
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titles. Additionally, remember that the title tag in HTML need not be between
the <head> tags of an HTML document

Descriptive JSP Page Names. Having descriptive, keydtoich JSP file names
can improve search engine placement. Example file name:
configure_personalized_nike_shoes.jsp

Keep Page Wigihte DbewwnMSN recommends that the source code for a e
should be under 150k. The other two top search engines ian't posted
recommendations on page size, but in following best develpment practices,
page sizes should always be kept to a minimum

Number of Links/Page. Keep the total number of unique linksma page below
100. Anything more than 100 and bots have trouble craling a site

Placement of Meta-Tags. When using dynamically created pages, it is often
tempting to place meta-tags between the <body> tags raher than between the
<head> tags. Though search engines don'’t publish thepolicies on the issue, it
has been observed through much anecdotal evidence and reaech that meta-
tags placed between the <body> tags are completely igned

Session IDs in URLs

Bots have many problems crawling links containing sesion IDs encoded in them
(such as
http://www.BotsElectronics.com/en/index.jsp?jsessionid=0WXLOEIEYSQYMCQIYQ
CSSCIKBDCAIKV1). See the jsessionids and id= paramatdtdiRLs bullet point

under the Special Considerations for Dynamically Genetad Web Apps section.
ATG-powered applications running on Dynamo Applicatio Server have an easy
mechanism for filtering out session IDs for bots. Essgially, the SessionManager
servlet, which manages session IDs, either places or ésn't place a session ID in a
URL based on whether the user is a human or a bot.

When an HTTP request comes to Dynamo, it goes through ¢hRequest Processing
Pipeline. The SessionManager servlet has a property namedURLBrowserTypes,
which determines when to encode session IDs into URL$,dookies aren't accepted
by the client. The default value of this property is Radit, corresponding to the
Robots component found at /atg/dynamo/servlet/pipelin e/BrowserType/Robot.
The Robot component has a property named patterns, whicltontains a list of bot
names. If the user-agent of an incoming HTTP request mahes one of the bots
listed in the Robot component, the SessionManager doesnéncode the session IDs
into URLs.

The list of bots crawling the internet constantly changes. Because of this, the list of
bots in the Robot component needs to be kept up to dateThis maintenance can be
performed by modifying the patterns property of
/atg/dynamo/servlet/pipeline/BrowserType/Robot.
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Disabling URL rewriting for non-Dynamo application srvers is beyond the scope of
this document. If disabling URL rewriting for non-Dymmo application servers,
please be very careful. Inadvertently turning off URL rewting from non-bot
requests will break session tracking for users with coadks disabled.

Upcoming ATG SEO Product Features

ATG will soon be releasing product enhancements for the ppose of SEO. These
enhancements are projected to be released at the end of Q2 RD06. The
enhancements allow URLSs to be written in a SEO-friendipanner. Consider the
following examples:
Plain Link (Direct URL):
/product/en/product.jsp?productld=prod1234&catld=cat4567&navAction=
pop&navCount=1
Link Generated by SEO Droplet (Indirect URL):
/jump/product/prod1234/cat4567/Dvd+Players/Acme+AC2M5+DVD+Play
er
Bots have trouble crawling plain links like
/product/en/product.jsp?productld=prod1234&catld=cat4567&navAction=pop&na
vCount=1 for several reasons. These reasons include:

Numerous HTTP GET parameters. Any more than three paranses (see the
Special Considerations for Dynamically Generated Web Apgsction, under the
HTTP Get Parameters bullet) and most bots begin to haveouble

Some parameters have “id=" as part of the name. Search gimes (especially
Google) publicly state that URLs containing parametersontaining “id=" will

not be crawled

If the above URL is actually crawled and indexed, it Wiikely get poor search
rankings because no keywords appear in the URL. URLslsas
/jump/product/prod1234/cat4567/Dvd+Players/Acme+AC2®M5+DVD+Player get
much higher rankings on search engine results pages loause they are rich in
keywords.

How it Works
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At the heart of the new system is a droplet for generatirg links and a servlet for
converting SEO-friendly links to direct URLSs.

ItemLink Droplet

The ItemLink Droplet performs two important functions. First, using the existing
BrowserTyper/Browser mechanism (see
http://www.atg.com/repositories/ContentCatalogReposito ry en/manuals/ATG7.2/
installdas/installdas0805.html#browsertyper01 ), the ItemLink droplet determines
the browser type. Browser type examples may be Mozilla, IBr from a bot such as
Googlebot or Slurp. Second, based on the item descriptgiven to the droplet and
the browser type, a direct or indirect template is selectedo create a URL. Humans
get direct links and bots get indirect links, based omronfiguration. An indirect URL
template follows the format
/jump/product/{item.id}/{item.parentCategory.displayNam e}/{item.displayName}.
A direct URL template usually follows the format
/product/en/product.jsp?id\={itm.id}&catid\={item.pa rentCategory.id}. Please note
that the format of the indirect and direct URLs is competely customizable.

Jump Servlet

The Jump servlet is what is used to match incoming regests
(http://www.BobsElectronics.com/jump/product/prod12 34/cat4567/Dvd+Players/A
cme+AC2005+DVD+Player) to corresponding indirect templats
(/jump/product/{item.id}/{item.parentCategory.id}/{item .parentCategory.displayN
ame}/{item.displayName}). Once a match is made, the diredURL
(http://www.BobsElectronics.com/en/product/product.j sp?productld=prod1234&c
atld=cat4567) is constructed. Once the direct URL ismstructed, the servlet
determines whether the request should be forwarded or rediected. The decision
on whether to forward or redirect is based on the brower type as determined by
the BrowserTyper/Browser mechanism. Humans are redirected ahbots are
forwarded, based on configuration. Forwarding requestdor bots is useful because
it means that bots only see indirect links. Direct link are completely hidden from
bots. The jump servlet can be implemented as a URI-mappeskrviet or inserted in
the servlet pipeline, although it is recommended that itbe implemented as a URI-
mapped servlet.

Here’s a diagram of what happens when the IltemLink droplecreates a link to a
category:
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JSP Page

Link to Categary

'

CategoryltemLink Droplet
# Map of UrlTemplstebapper components by tem descriptor name for this droplet
temDescriptorMameTolapperhtap =1
product=fatgirepositoryizecProduct TemplateMapper
category=fatairepository izeniCateg ory Templatehdapoer
defautRepository=istoicommercelzatalog ProductC atalog
defautttembescriptortames=category

* Select mapper based on itemn descriptor

CategoryTemplateMapper.properties
# List of UrlTemplate compaonent name s
templates="
fatgfrepositoryizeciCategoryindirect Templae
# Default template to use if no match in list shove
default Template=ratoirepositoryizeciCategoryDirect Template

/\Selec‘t template based on user-agert

CategoryindirectTemplate.properties CategoryDirectTemplate.properties
LirTemplateF ormat=fumplcat egoryiitem id Hitem displayhame b urlTemplsteF ormst=/Fioneer Cyolingitem template.ur ] Fid?
# Regex that matches above fonmd ={item id ¥nsre A ctiont={navAction JEnavCount\={nawCourt}

indirectRegex=fumpicategory [~ 71
forvwardlr TemplateFormat=Pioneer Cycling JSP: [item templste. url]
Fidi={item id }Enay Action\=jumpinawCount'=1
supportedBrowserTypes=,

robot

Here's a diagram of what happens to an incoming requestvith an indirect URL:

Request from Internet
Request iz for hittp:ifawes pioneercycling comimgd
categoryicatd 567 Dvd+Flayers. Bat sentthe
request

Redirected to Jump Serviet
becauze of the jump context path

Jump Servlet Config (URI-Mapped)
# Array of IndirectUr Template instances, one per pattern to compeEre
templates=1

fatgrepository fzeciCategor vindirect Template

fatairepository fzecProductindirect Template
defaultRepository=fatogicommercelcatalogProductC atalog

Compares request against Compares request against indirectRegex property .  matches.

indirectRegex property. Mo match Since the request is coming from a bot, the reguest is forwverded
ProductindirectTemplate.properties CategorylndirectTemplate.properties
urTemplateF ormat=umpioroductitem. id 1/ urlTemplateFormat=Jumpicategoryitem. id Witem displayMame
{tem parentCategory dizplaytame JHitem. displayhame § # Regex that matches ahove fonmat
# Regex that matches above fonma indirectRegex=ump/oategory ]2 7
indirectReges=/umporoduct i[5 7 A0 forvwardUr TemplateF ornat=Pionesr CyclingJSP [ftem tamplate ur ]
forwardUr TemplsteFormat=PioneerCycling) 5P {tem template. url,| Tid={item.id Jnsy Action=jump&nay Counti=1
encoding=falze id={item.id Enav Action'=jumpanayCounti=1 supportedBrovser Tyoes=)
supportedBroweserTyes=) [galaln ]

robot

For complete information on these features, consult offcial ATG documentation
after the SEO enhancements are released.

Restricting Bot Indexing

The robots.txt ASCII file contains rules that prevent aaperating bots from crawling
and indexing parts of a website. The specification i®ot outlined by an RFC, nor is it
overseen by an advisory board. Fortunately, the top tee search engines comply to
varying degrees. Since the protocol is purely advisorsite areas listed in robots.txt
aren’'t guaranteed to be off-limits to bots. To assurecontent won't be crawled and
indexed, use some type of an authentication mechanism.
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Even if bots should have access to a whole website, & still important that there

be a robots.txt file. Bots routinely try to download obots.txt. Some webservers
return an HTTP 200 OK response instead of an HTTP 484t Found response when
trying to download robots.txt or any other link that doesn't exist. This can possibly
fool the bot into believing that the 404 page is actually the robots.txt file. If bots
incorrectly parse the 404 page as a robots.txt file, mny adverse problems can arise.
While instances like this are rare, it is still not a god idea to go without a robots.txt
file.

robots.txt is the default starting point for bots and resides at the doc root of the

webserver (http://www.BobsElectronics.com/robots.txt). Here are some example
usages:

# $1$ !
% & %' &# ' #
#
(
# % &% &!
C# #
# )

Other robots.txt considerations

The name of the file is case-sensitive. robots. TXT isciorrect, as is ROBOTS.TXT
Append directories with a /. If that is not done, alffiles with names starting with
that substring will not be crawled or indexed

Use only one folder per line when disallowing access

Bots only follow one robots.txt file per domain at thedocroot of the webserver.
For instance, bots will not obey the instructions ina robots.txt file found at
http://www.BobsElectronics.com/site/robots.txt

Comments can be used, but only with a # preceding the amment. Comments
must be on a separate line

Only Google supports the wildcard character in disalle strings. The star
character (*) matches any sequence of characters, and perns must end in "$"

In addition to using robots.txt, special meta-tags @n also be used to give bots
special instructions. See Meta-tags section for more infonation.
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Controlling Bot Traffic

The traffic of bots indexing a website can be overwhelmig at times. Google
publicly states that it accesses typical websites “mee than once every few seconds
on average.” Other search engines are on par with that ammt of traffic.
Fortunately, there is a way to limit the amount of traffic a site receives. Most bots
with the notable exception of Googlebot obey the “Crawl-dehy” parameter in a
robots.txt file. See the Restricing Bot Indexing section wre information about
robots.txt. “Crawl-delay” tells bots how often they can access a website. If the
robots.txt file contains “Crawl-delay: 120,” bots wil only access the site at most
once every two minutes. Here’s an example:

+ !

+ 10%" 0%" ! !

, I12.

To prevent Googlebot from indexing images and other auiary media, wildcard
filters can be placed in robots.txt. See the section ondstricting Bot Indexing for
more information.

Meta-tags

Meta-tags are placed in the source code of web pages fone sole purpose of
passing information to bots. Information contained in meta-tags is generally not
visible to the browser. Listed below are commonly used eta-tags.

Description. The description meta-tag used to carry et of weight in search
engine algorithms, although its importance has greatlydiminished. In Google’s
PageRank algorithm, the description meta-tag is comietely ignored, while in
Yahoo's algorithm it carries a small amount of weigh. In MSN’s and minor
search engine’s algorithms, the description meta-tag isstill fairly important. In a
recent survey of Google, Yahoo, MSN and Ask.com, norfdtee search engines
displayed the page description as given in meta tags onesirch results page. Use
of the meta descripton tag should take the form <META RME="DESCRIPTION"
CONTENT="This is a description of my sample website"#he actual description
should consist of 25 to 30 words, using around 16@ 180 characters including
spaces. The description for each page should be unique arsthould reflect the
actual content of the page — not a cookie cutter descripbn for every page
Keywords. The keywords meta-tag, just as the descriptiometa-tag, used to
carry a lot of weight in search engine algorithms. Theniportance keywords play
in algorithms has been slowly reduced over the years toext to nothing. That
being said, keywords can still play an important ra in SEO. None of the search
engines publish recommended guidelines on keyword usagdgut using
anecdotal evidence, here are some recommendations:
o Keep the total number of keywords to under 12
0 Use the keywords meta-tag as a “magnifying glass” of sts to show which
words should be emphasized on a page. All of the keywosdused in meta-
tags should appear somewhere in the visible text of a pagdJsing
keywords that don’t show up in the page content can aise red flags and
alert search engines of possible keyword stacking
0 The top three search engines don't use case sensitivity whelooking at
keywords. Listing the same word in different cases can &gally negatively
effect the rank of the page because it would appear as ifdyword stacking
was taking place. For consistency, use only lower-case
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o0 Use specific keywords only twice at the very most
o Never put multiple variations of the word next to each other in the form
swim, swimmer, swimmers. Search engines already accourfior stemming
o How the keywords are delimited makes no difference. Spacesommas, or
commas and spaces can be used to separate words
noarchive/nocache. A bot will retrieve a document but willnot cache or archive
it. Example usage: <META NAME="robots” CONTENT="nolarne"> and <META
NAME="robots” CONTENT="nocache”>. Different search engss follow
different versions of the meta-tag. If a page shouldn’'tbe cached or archived, it
would be best to use both versions
noindex. A bot will retrieve a document but will not index the document text.
Although the document content is not indexed, the URLmay remain in the
search engine database as a reference link to other web pag. Example usage:
<META NAME="robots” CONTENT="noindex">
nofollow. Restricts all bots from following outgoing links on a page. Example
usage: <META NAME="robots” CONTENT="nofollow">
nosnippet. This meta-tag works for Google only and rgvents Google from
displaying the text excerpt that appears below a page’sitle on its results page.
Example usage: <META NAME="GOOGLEBOT" CONTENT="N®ENIP. Note:
Removing snippets also removes cached pages from Googlérglex
Meta-tags intended for bots can be used in conjunctionwith each other in comma
delimited form. Example usage: <META NAME="robots”
CONTENT="noindex,nofollow">
refresh. The refresh meta-tag is used primarily for reidecting users to new
pages, typically after a given delay. The refresh meta-tag recognized as an
HTTP 301 if it specifies little or no delay or as a 3{f it specifies a noticeable
delay. Example usage: <META HTTP-EQUIV="refresh” CONTENT;
URL=http://www.newsiteaddress.com”>

Directories

The term search engine has come to be known as a directoiy recent times.
Search engines are very different from directories. A dir¢ary is a categorized
repository of web sites. Directories employ staff or relyn volunteers to manually
review and classify websites. Using SEO techniques wilbt increase rankings in
directories. The only way to be included in directoriessito manually submit a URL.
Once a site has been submitted, it may take up to a yeaotbe included in some
directories due to the length of time it takes to manualy review and classify all of
the submissions received. The two top directories on the iernet are DMOZ and
Yahoo Directory. DMOZ is the most popular directorygtying on thousands of
volunteer human editors. DMOZ also powers the directoryesults listed on Google.
For a step-by-step guide to submitting a site to DMOZgo to
http://dmoz.org/add.html . Submitting commercial websites to Yahoo's directory
can be a complicated process. Take a look at
http://searchenginewatch.com/webmasters/article.php /216788for a step-by-
step guide to the process.
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In partnership with
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General Tips to Improve Rankings

Listed below are general tips for improving page rankingsn search engines. Use
the below tips, along with the sections titled Unethical SEO Techniques, and
Special Considerations for Dynamically Generated Web Appblere are some tips:

File Names. Search engines place some weight on the nametboth page file
names as well as media file names. For instance, name a tquate that displays
shoes “display_shoe_product.jsp” instead of something iyptic. If possible,
descriptively name images. If a site sells nothing butdotwear, prefix all product
catalog images with “footwear-"
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Directory Structure. Keep pages as close to the root d@in as possible. Having
a complicated multi-level directory tree can result in sone search engines
penalizing pages for being too far down in a directorystructure

Image Alt Text. Search engines either completely disregard alt k& or place a
very small amount of weight on it when computing a page’s rank. For a
commerce website, it would be advisable to set the alt tekof product images
to the names of the products

Flash Entearoee Fagess. Home pages are typically where bots begiraerling a
site. If the index page is all flash, bots will have &t of trouble crawling the site
due to being unable to find links. The prospects forldsh in SEO are getting
better. Some search engines are in the experimental phase bking able to
crawl and index flash, but it won’t be mainstream for several years

<h> Tags vs. CSS. The <h1xh6> tags still carry a lot of weight with regard to
search engine algorithms. Many page designers have scrppd using the <h>
tags because CSS has come of age and takes care of texmatting. It is much
better to use CSS in cooperation with the <h> tags. UseSS to override the
default styling of the <h> tags as seen in the followilg code:

314

9

Using Competing Company/Product Names. Using competig
company/product names for the sole purpose of SEO islaad idea on a legal
front. On the legal front, many companies get sued by ampetitors for improper
use of names/products. Courts tend to side with the plaitiffs in most cases
Local Searches. The top three search engines now providgpgport for local
searching. An example of a local search would be “piz£0661,” in which search
engines would return a list of places to get pizza in pnear the zip code 60661. If
the website has brick-and-mortar locations, always plae the full address of the
physical location in several of the following places:

0 Inthe description meta-tag

0 Atthe top of every page, preferably using one of the <hags

o Somewhere in the body of the page

Navigational Structures. Using JavaScript/Flash/DHVIL/Applet-based
navigation makes sites virtually invisible to bots. Ifusing
JavaScript/Flash/DHTML/Applet-based navigation, maksure to have a
mirrored plain-text navigational structure

Framesl/iframes. Bots have a lot of trouble spideringnd indexing sites that
use frames and iframes, although support for frames iggetting better. Another
issue search engines have is determining which frameset agsticular page
belongs to. In that case, search engines often return gt the page, without the
frameset

Page Sizes. Bots highly favor pages with fewer sourcedes that contain
relatively few characters. Pages with a lot of source cadtake longer to crawl
and index. Sometimes search engines just “give up” afterrawling part of a
large page. A simple method of keeping page sizes downfts put all JavaScript
and CSS in external files. See the bullet point tittedéep Page Sizes Low in the
Special Considerations for Dynamically Generated Web Appsection for more
information

Encoded Special Characters. Search engines don't ldecoded versions of
special characters. An encoded version of a special chatar looks something
like &#233; for the accented e character as in €. Searelmgines prefer to see the
actual character, €. To ensure cross-browser compatil¥, it is suggested that
special characters still be encoded using html equivalents

HTTP Response Codes. When a request is made to a welkiseran HTTP
response code is provided in the header of the response. Conum response

A comprehensive review of search engine optimizatia techniques for ATGpowered web applications



Search Engine Optimization Guide; Pagé3

codes are 200 OK, 404 Not Found, and 500 Internal Servérror. Bots won't
index pages associated with response codes other than 20QK. Bots have
trouble if webservers return 200 OK responses instead ofraerror response
such as 404 or 500 when an error has occurred. Botsdorrectly index the error
pages as actual site content pages. Pages without 200Kresponse codes are
supposed to be excluded from indexing because they donitontain any actual
content. Assuming webservers are properly configured, errgpages don’t need
to be included in a site’s robots.txt file. Download tre LiveHTTPHeaders plugin
for Firefox to test response codes

Site Maps. Site maps allow search engines to find ghlages on a website from a
centralized place. Many websites use DHTML menu systems) faving a quality
site map helps search engines locate all pages. A site mahould contain links
to all non-product and non-category pages from a sigle static (no GET
parameters) page. If there are more than 100 links, it iecommended that the
site map be spanned across multiple pages

Google Sitemaps. Google recently launched a program dadl Google Sitemaps.
The Google Sitemaps project allows webmasters to creatdte maps in XML
format and store meta-data about pages such as the URIlast modified date,
change frequency, and priority. Google is hoping its gification will catch on,
just as the recommendation for robots.txt did in 1994.For more information
about the Google Sitemaps program, visit
http://www.google.com/webmasters/sitemaps/docs/en/protoc _ol.html
Redirects. If a site moves domain names, there are seatmways to redirect
users: HTTP 301 Permanent Redirect, HTTP 302 Temporaryr&sdor a META
Refresh. The top three search engines recommend using an HT BO1
Permanent Redirect to redirect new users to a new permanergite. Using a 301
also instructs search engines to remove the old site fronits indices. Some
search engines actually recognize <META HTTP-EQUIV="gsfi” content="0;
URL=http://www.newsite.com” as HTTP 301's, dependingn the delay
specified. If there is a longer delay, it will be classéd as a 302. If possible,
contact owners of sites who linked to the old site andask them to update the
links. Yahoo provides a great resource for understandingedirects that can be
found at http://help.yahoo.com/help/us/ysearch/slurp/slurp-11.html

Text Links vs. Image Links. The top three search engirfefiow image links
(not the same thing as image maps). With text links, he text between the <a>
tags serves as what's known as anchor text. With imag links, the alt text serves
as the anchor text. That being said, search engines plagnuch more weight on
anchor text rather than image alt text due to how easily web developers
manipulate the alt text. Furthermore, Google suggests “Eery page should be
reachable from at least one static text link.” Pageshat are excluded from a site
map and are accessible only by image links, DHTML, ¢ash will probably not be
indexed by most bots

Text Location. All of the top search engines place high importance on text
found toward the top of a page. Conversely, text in tie footer of a page gets
relatively little attention

Dropdown Menus. Most search engines have trouble crawtig dropdown
menus (<select>). If dropdown menus need to be used, makere text links to
the same locations also appear somewhere on the page

Table vs. CSS Layouts. Bots find it easier to crasites with a CSS layout for
several reasons including:

o There is typically more code involved with table layoutsThe extra code
pushes relevant content further down the page and increaes page
weights, both of which decrease rankings

0 Using CSS-based layouts allows the formatting logica be externalized to
another file, which is not indexed

0 Using tables can break down the word proximity

Broken Links. Search engines don'’t directly penalize webes for having broken
links. That said, websites are indirectly penalized fdnaving broken links if the
bots can't effectively crawl a site because of the broketinks
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Google Tips

According to Nielsen/NetRatings numbers from Januarn2006, Google has a
combined 48.2% of the search market. Google also powsthe search results of
sites such as AOL, Excite, InfoSpace, Dogpile, aret$¢ape. Google’s bot is named
Googlebot.

Google publishes documentation on what Googlebot lookdor and its search
algorithm, PageRank. Listed below are unique attributesf Googlebot and the
PageRank algorithm:

If site maps are larger than 100 or so links, Google remmends breaking up the
site maps into separate pages

Websites with newer domains are put into what's called the “Sandbox,”
meaning they often have much lower site traffic for a sgecific period of time. It's
Google’s form of probation. Documentation on the Sandlox effect is non-
existent but there has been some discussion within the S& community. It has
been said that sites with domains older than four months are considered out of
the Sandbox. Check if a website is in Google’s Sandbby trying to view a site’s
PageRank. If Google doesn’t assign a PageRank scaris,assumed that the site
is in the Sandbox. See the View PageRank Score under the Wdfools Section
for instructions

Meta-tags are not used as a factor in Google’s PageRaalgorithm

Googlebot will often find new pages faster through crawling the web rather
than manual submission

Googlebot supports frames to some extent, but they’re 8ll not recommended
“Google’s technology analyzes the full content of a pag and factors in fonts,
subdivisions and the precise location of each word”

Googlebot accesses a typical website once every few seconds

Joining link exchange programs often harms a site’®ageRank rather than help
it

Googlebot or PageRank don't give preference to differertypes of webservers
(Apache, IIS, etc)

Google’s PageRank algorithm places emphasis on how Igra domain nhame has
been registered. Google also gives higher ranking to domainames that are
registered far out into the future

Higher PageRank scores are given to sites whose pages &requently updated

Yahoo Tips

According to Nielsen/NetRatings numbers from January006, Yahoo has a
combined 22.2% of the search market. Yahoo also povgethe search results of sites
such as AltaVista, AllTheWeb, Hotbot, InfoSpace, a@bgpile. Yahoo's bot is named
Slurp.

Yahoo emphasizes the importance of having keyword-richitles for pages
Yahoo places a small amount of weight on the descriptin meta-tag

Yahoo places some weight on the keywords meta-tag

Yahoo occasionally sends requests for strange URLs buas /piopio/darkness-
halo-bottom-camera.htm. This is done to test webserversa see if they respond
with an HTTP 200 OK response or an HTTP 404 Not Foure$ponse

Yahoo has a complicated process of handling the diffent types of HTTP
redirects. Please sehttp://help.yahoo.com/help/us/ysearch/slurp/slurp-11.h tml

MSN Tips
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MSN is a relative newcomer to the search engine market, Wi its own search
engine hitting the internet in early 2005. According to Nelsen/NetRatings numbers
from January 2006, MSN has 11% of the search marketSM's bot is named
MSNBot

MSNBot places weight on how well-formed the HTML is themakes up a page
MSNBot recommends that the site hierarchy be kept fairlylat, meaning each
page should only be one to three clicks away from the hom page

The keywords and especially the description meta-tags hava higher weight in
MSN’s algorithm

MSNBot places a lot of weight on text found at the t@ of pages

Unethical SEO Techniques

The top three search engines publish information on tebniques that are frowned
upon. Using these techniques can downgrade a website’s rik or at worst, get an
entire domain de-listed.

Search engines are serious about catching people who mapulate the system.
Google’s policy on unethical SEO techniques states “Irspecially egregious cases,
we will remove spammers from our index immediately so they don’t show up in
search results at all. Other steps will be taken as necessa’ In a recent high-profile
case, BMW Germany was temporarly delisted from Googlef employing a form of
cloaking. Read more about the story at
http://www.theregister.co.uk/2006/02/06/bmw_removed/

Here are some examples of common unethical techniques cuently being
employed around the web:

Cloaking/doorway Pages. Employing this technique alles human visitors to
see one thing, while bots see another. This technique is aeptable if it isn’t
used to “cheat” the bots. Cloaking is a legitimate techrque when used to make
dynamic pages crawlable when they otherwise wouldn't be(such as with the
ATG product catalog)

Link exchange or link farm programs. These programge often detected by
search engine algorithms and result in the offending sies being demoted in
rankings

Hidden text or hidden links. Also known as keywordtscking or keyword
stuffing. This technigue involves repeating keywords, phases, or links multiple
times in a way that is invisible to the user. Unscruplous web developers use
CSS or JavaScript to hide the text from the user, siaenost bots only see textual
representations of pages. Another variation of this trik is to stuff alt tags of 1x1
pXx images. Bots are constantly evolving, and this techique is rapidly fading
from effectiveness

Shadow sites. Some developers create whole copies of websitenly for the
purpose of SEO, omitting all pages but those related tthe product catalog. This
is a difficult technically because it means setting upcomplex redirection rules
where only real visitors get redirected and bots stay corified to the shadow
copy. This is also a very unethical technique, whictoald lead to both sites
being banned from search engines. Google, especially, hewvested a lot of time
in developing algorithms to detect this kind of activity

Buying text ads for the purpose of SEO. For SEO poses, webmasters often
buy links for their sites from higher ranked sites. A tik from a higher search
engine ranked page to a lower ranked page is seen as aote” from the higher
ranked to the lower ranked site. Because of the high-prd@e vote, search engines
then boost the rank of the lower ranked site. This agtity is highly frowned

upon by the large search engines. If caught in such aeity, the large search
engines will devalue links to the offending websites as pnishment
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Common Myths

SEO is a complex and diverse topic that is always chgimg. Search engines
constantly modify their algorithms, rendering new techniques obsolete quickly.
There are hundreds of myths and misconceptions about SE Many myths used to
be true but are now out-dated, and many were never true to kgin with. Here are
some common myths:

HTML comments are used as a factor by search engiaeThis myth follows
the premise that site ranking can be improved by stuffingHTML comments
with keywords. This myth has been proven to be false. Ating more content to a
page in the form of comments can actually harm a page’sanking, as page
weight is used as a factor in some search engines

For asiteettobeeinmutldiimaasesaoth engiimes, ittmas bb emamuialyy sulbmiittiedl.
Most search engines actually find and index sites fasteon their own these
days. In the past, manual submission was more importat, but that importance
has faded as bots have become more sophisticated

For a site to maintain high search rankings, it musbe manually re-
submitted on a monthly basis. Submitting sites more han once, if at all, is a
waste of time. Google states “We don’t require submisgin nor do we penalize
sites for ‘over-submission.’ You're free to submit asféen as you wish.”

Using a particular type of webserver will benefit asite’s rankings. Google
clearly states that the type of webserver a website uses doasot matter. Other
search engines don’t explicitly state that certain websevers are preferred or
discriminated against, but through testing within the SEO community, this
myth has been proven to be false

Slow server response times hurts rankings. How fast page loads does not
affect its ranking, although if the webserver hosting the site is down, that will
definitely affect a website’s ability to be crawled andindexed

<META NAME="robots” CONTENT="ALL"> is a Necessaay.TIf a search
engine isn't explicitly told not to index a page through robots.txt or meta-tags,
it will index the page

Useful Tools

Many tools are available to test the effectiveness of aiBEO campaign; the best is
running actual queries against a search engine. Other tdmiques are:

View PageRank Score. Install Google’s Toolbar from
http://toolbar.google.com/ , navigate to a website and mouse over the PageRank
button to display a site’s score

Validate HTML. Validate every HTML page by using the \WWa Wide Web
Consortium’s HTML validator http://validator.w3.org/

Check Links. Validate all links on a site quickly arehsily by using a freeware
program called Xenu. Download it from
http://home.snafu.de/tiiman/xenulink.htm|

Domain Name Age. Check the age of a domain by viewinghois information
at http://www.networksolutions.com/whois/index.jhtml
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View Which Pages are Indexed. Using the command “sitmysite.com” in one
of the top three search engines, one can view exactly whicpages of a website
a search engine has indexed

View Pages that Link To a URL (backwards links)eWwiall pages that link to a
specific URL by using the command “link:mysite.com” imne of the top three
search engines

View Related Sites. View other similar websites by usgnthe command
“related:mysite.com.” Works only on Google

Text-only Browsers. View a website as the search engines do biging a text-
only browser. Lynx is the most popular and can be dowbnaded from
http://lynx.browser.org/

Arbitrarily Setting HTTP User-Agent Property in Fafox

Using the Firefox browser, one can arbitrarily set the ser-agent property, thus
pretending to be a bot. To override the user-agent propertyn Firefox, open <Path-
to-program-files>\Mozilla Firefox\defaults\pref\firefox .js. Anywhere in the
firefox.js, add the following line:

5 6,0 <7

Before:

After:

To test the change, open a new instance of Firefox. Uheck the box labeled “Allow
sites to set Cookies” under the Cookies tab. Also, hité “Clear Cookies Now”
button. Next, go to the website being tested. Look throgh the source code for
encoded Session IDs in URLs. If there aren’t encoded SassDs, modifying the
User-Agent property was successful. If there are encodedSsion IDs in URL strings,
it may be because the User-Agent property hack wasn’t apigd. It may also be
because the hacked user-agent property Firefox doesn’t makcany of the bots

listed in the /atg/dynamo/servlet/pipeline/BrowserType/Robo t component. For
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more information on adjusting the Robot component, see he above section on
How Dynamo Handles Bots.

Links

Google’s SEO Guidelines.
http://www.google.com/webmasters/guidelines.html

Yahoo's SEO Guidelines.
http://help.yahoo.com/help/us/ysearch/ranking/ranking -02.html

MSN's SEO Guidelines.
http://search.msn.com/docs/siteowner.aspx?t=SEARCH WHBASTER REF Gui
delinesforOptimizingSite.htm

Current List of Bots http://www.robotstxt.org/wc/active/html/index.html
Overture’s Keyword Suggestion Tool.
http://inventory.overture.com/d/searchinventory/suggest ion/?mkt=us&lang=e
n_US

Google’'s Keyword Suggestion Tool.
https://adwords.google.com/select/KeywordSandbox

SEO'’s Theory Testing Results.
http://www.mikeindustries.com/blog/archive/2006/01/th e-roundabout-seo-
test

Google’'s Study of Page Structures.
http://code.google.com/webstats/index.html

Sergey Brin and Lawrence Page’s Original PageRamle8fication.
http://www-db.stanford.edu/~backrub/google.html

Title Tag Tipshttp://www.keywordperformance.com/title_tag.cfm

Download Text-Only Browser.http://lynx.browser.org/

Compare Yahoo vs. Google Resuiltisttp://www.seobench.com/

Bot Simulator. http://www.webconfs.com/search-engine-spider-simulator .php
Meta Keywandls Guidkdimes http://www.devwebpro.com/articles/0314c.html
About robots.txt. http://en.wikipedia.org/wiki/Robots.txt

More About Robotsstitt.
http://www.cre8asiteforums.com/forums/index.php?showto pic=8412
Specifications for HTTP 301 and 3021sttp://ietf.org/rfc/rfc2616.txt

Tips for Individual Search Enginesttp://evolt.org/seo_for_the big_three
Google Insider Bloghttp://www.mattcutts.com/blog/

Download Google Toolbar (shows PageRank score).
http://toolbar.google.com/

Search Engine Ranking Toolbahitp://www.quirk.biz/searchstatus/

HTML Validator.http://validator.w3.org/
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Advanced Google Search Operators.
http://www.google.com/help/operators.html

Advanced Yahoo Search Operators.
http://help.yahoo.com/help/us/ysearch/basics/basics-0 4.html
Advanced MSN Search Operators.
http://search.msn.com/docs/help.aspx?t=SEARCH_REF_ASichOperators.htm
Wikipedia Article on Stemming.http://en.wikipedia.org/wiki/Stemming
Google Sitemap Specification.
http://www.google.com/webmasters/sitemaps/docs/en/protoc ol.html
Process by Which Yahoo Handles Redirects.
http://help.yahoo.com/help/us/ysearch/slurp/slurp-11. htmi

View HTTP Headerifriréfefofcieck response codes)).
http://livehttpheaders.mozdev.org/

In Summary

SEO doesn't have to be a difficult task. Focus on a faéwy points and the search
engines will take care of the rest
Limit HTTP GET parameters to three or fewer
Strip session IDs from URLSs. If running on Dynamo Alication Server, keep the
patterns property of /atg/dynamo/servlet/pipeline/Brows erType/Robot up to
date with the latest bots
Implement ATG's new SEO tools
Use robots.txt to prevent unwanted indexing
Write clean HTML that is easy for bots to crawl
Create well-formed site maps
Use text links for site navigation rather than DHTMLIf DHTML is necessary,
always have a duplicate text-only navigational strucure
Avoid unethical SEO techniques such as cloaking or daway pages
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This publication may not, in whole or in part, be copiedphotocopied,
translated, or reduced to any electronic medium or mache-readable
form for commercial use without prior consent, in writing, from Art
Technology Group (ATG), Inc. ATG does authorize you to copy
documents published by ATG on the World Wide Web for non-
commercial uses within your organization only. In consideation of
this authorization, you agree that any copy of these docments
which you make shall retain all copyright and other poprietary
notices contained herein.

This documentation is provided “as is” without warranty of any kind,
either expressed or implied, including, but not limited to, the implied
warranties of merchantability, fitness for a particular purpose, or
non-infringement.

The contents of this publication could include technicalinaccuracies
or typographical errors. Changes are periodically addet the
information herein; these changes will be incorporatedin the new
editions of the publication. ATG may make improvementsand/or
changes in the publication and/or product(s) describedn the
publication at any time without notice.

In no event will ATG be liable for direct, indirect,gecial, incidental,
economic, cover, or consequential damages arising out ohe use of
or inability to use this documentation even if advisedof the
possibility of such damages. Some states do not allow # exclusion
or limitation of implied warranties or limitation of lia bility for
incidental or consequential damages, so the above limétion or
exclusion may not apply to you.



