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Tips for Authors: Writing and
Search Engine Optimization

Write for your audience. The goal of search engines like Google is to provide their users the best user experi-
ence. Therefore, the best results are delivered when you provide the audience with what they expect. Search
Engine Optimization (SEO) is not a set of tricks. It's helping the right audience to find what they are looking
for.

The Importance of Search Engines and Optimization

In the first place you of course write for human readers but in this age of information technology much of
the content you write is crawled and indexed by search engines.

Some simple optimization steps can help your work to be found, then read, used and cited in others’

work. This boosts the IST Impact Factor of the journal your article is published in and will further raise the
visibility of your article.

Search engines rank WebPages using a complex algorithm: over 200 factors determine in which order pages
are displayed in search results. Springer optimizes its websites to help search engines find and index our
content as best as possible, but of course it all starts with the content itself.

Summary
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1. Select the keywords

Who is the audience for the article? What is the main topic of the article? Which words would the audience
use in search engines to find the information this article provides on this topic?
Put yourself in your audience’s shoes and select a phrase of 2-4 words that best describes the article’s content.

2. The title of your article

For search engines, but for users as well, the title is the first impression of an article. It's the most valuable
element for search engines to determine the relevancy of an article on a search query. Therefore it is impor-
tant to use the right keywords in the title, to provide a good description of the content of an article.
Guidelines for a good title:
» Use the selected words in the title. Preferably start the title with those words, as words earlier
in a title will get more value.
» Make the title descriptive.
» Only the first 65 characters (including spaces) will be shown in Google. So use the most important
words within the first 65 characters.

Example: “Inference and self-reference”
It’s positive that the title is short, within the 65-character limit. However, the title is not descriptive and
without any context users will have no idea what it is about.

Example: “Does banner advertising affect browsing for brands? Clickstream choice model says yes,
for some”

It's good that the title is descriptive; it clearly shows what the article is about. However, it’s a long title. A
better title in this case would be: “Banner advertising affects browsing. Does it do so for brands?”
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3. Headings in the article

Headings will help search engines like Google and users to better understand the content and structure of
your article.

Just like the title should be a description of the full article, the headings should describe the section or para-
graph. Use the relevant keywords. If it is possible and makes sense, combine the earlier selected words for the
article with more specific words for the section.

1 Introductian

The barriers to nationwide brany® rina havel
As internet has lowered the co%%%%n%n

In this case a better heading would have been: Introduction to ...

4. Content of the article

The selected keywords should appear in the content of the article. Bear in mind that in most cases only the
abstract will be visible for search engines. So make sure to use the selected keywords in the abstract.
Depending on the length of the text the keywords should occur at least once and preferably 3-4 times in

a text of 200 words. Keep in mind to write for your audience. Make sure the text is still readable. Do not
overuse keywords as this might have negative effects.

Example: Abstract of the inference and self-reference article

Abstracs

For the problems to which this paper is directed, and also for some aspects of the solutions proposed, |
am indebted to stimulating discussions and correspondence with Prof. Charles B. Daniels, Indiana
University. The research for this paper was partially supported by Canada Council Grant 69-0650.

The keywords used in the title for this article are “inference and self-reference.” It is recommended to also
use keywords in the abstract, to make it clear for Google (and users) that this is the subject of your article.
However, this abstract doesn’t provide any description of the article at all and therefore it is impossible for
Google to determine the subject.

Example: “Does banner advertising affect browsing for brands? Clickstream choice model says yes,
for some”

Abstract

This paper investigates how exposure to internet display advertising affects the subsequent choices users
make of brand-specific pages to view within a website. Using individual-level clickstream data from a
third-party automotive website, we tracked the web pages selected by users as they browsed the site and
their exposures to premium placement display ads for different vehicle makes (e.g., Ford, Toyota). Pages
on the site were classified into those that displayed information about a specific vehicle make (a “make
page”) versus those that did not (a “non-make page”). For each “make-page” viewed, the specific
automotive make selected (e.g., Ford, Toyota) was also recorded. We use these data to develop a model
of users’ make-specific page choices as a function of prior banner ad exposure on the site. Consumer
heterogeneity is captured using a Bayesian Mixture approach. We find that banner ads influence
subsequent choices of which make-specific pages to view for ads, served during the current browsing
session but not for ads served in previous sessions. The effect of banner ads is also segmented: users in
one segment (54%) reacted positively, users in a secand segment (46%) were not influenced. Using a
standard continuous approach to heterogeneity, we would have concluded-incorrectly-that banner

! advertising h'nas no effect on the subsequent selection of make-specific pages. For the positively reacting
segment, we estimate that the elasticity of make-page choice with respect to banner ad exposure is just
under 0.2. Users in this segment appear less focused in their site browsing behavior and tend to stay
longer than users in the non-reacting segment.

The abstract is a good and clear description of the article’s content. It contains one exact match on the phrase
Banner Advertising.
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5. Synonyms and related words

Users might use synonyms or related words to find the information provided in the article. To match the
search query, it is recommended to use synonyms and related words. Besides, those words help search
engines like Google to better understand the topic.

Example: when in a text words like “red, Italy and sports car” are used, Google might
“think of” Ferrari.

The best tool to find related words and synonyms are the Google search results: look for the normal results,
which other words show up? And in some cases Google might provide a set of other related search phrases.

Searches related to marketing and economics
advertising and economics marketing and finance

finance and economics armchair marketing vs economics
accounting and economics guantitative marketing and economics
marketing and economy

Example: “Does banner advertising affect browsing for brands? Clickstream choice model
says yes, for some”

The abstract on Banner Advertising is full of synonyms and related keywords. To name a few:

» Banner ads

» Internet display advertising

6. Authority (links)

Google and other search engines regard links as votes for webpages. You can help the ranking of your article
pages in the search results list by creating links to and from your article. Personal profile pages, social media
(e.g. posting the link to twitter) and blog posts there are good options for links.
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