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Please Note

IBM’s statements regarding its plans, directions, and intent are subject to change or 
withdrawal without notice at IBM’s sole discretion. 

Information regarding potential future products is intended to outline our general 
product direction and it should not be relied on in making a purchasing decision. 

The information mentioned regarding potential future products is not a commitment, 
promise, or legal obligation to deliver any material, code or functionality. Information 
about potential future products may not be incorporated into any contract. The 
development, release, and timing of any future features or functionality described for 
our products remains at our sole discretion

Performance is based on measurements and projections using standard IBM 
benchmarks in a controlled environment.  The actual throughput or performance that 
any user will experience will vary depending upon many factors, including 
considerations such as the amount of multiprogramming in the user’s job stream, the 
I/O configuration, the storage configuration, and the workload processed.  Therefore, 
no assurance can be given that an individual user will achieve results similar to 
those stated here.



What is Search Engine Optimization about?

Crawlability
Web crawlers can access and process the content of your website. 

Findability
Users want to find information on the web that matches their query.

Does your web site match their queries?

Relevance & Ranking
What makes your content unique?

Search result list appearance
Made it on the top, but got no clicks.

Mobile support
This is not an option.



Crawlability – The Basics

 Pages that are not crawled aren’t indexed

 Good site structure – information organization
 Keep information on each of the web pages focused
 Site structure is determined only through the actual link structure

 Fast page load times and clean well-formed pages

 Use redirect for moved (301) & deleted (410) pages but avoid sneaky redirects
 Don't even think about redirecting crawlers only

 Optionally use robots.txt to control crawling of pages

 Sitemaps protocol XML to inform crawler about pages and their update frequency

 Canonicalize URL‘s to avoid duplicates index entries



Crawlability – How Portal supports you

 Easy to create & manage good structure
 Toolbar (expect more to come)
 Page WCM content associations

 Page validation feature to control HTTP 
status code for obsolete page URL’s

 Page URL validation feature
https://ibm.biz/BdXv8b

 CF03 WCM path info validation and 
more control for 404/410
https://ibm.biz/BdXv8y

 Search Sitemap Utility Portlet
 Define list of relevant pages and 

generate Sitemaps compliant XML 
file
https://ibm.biz/BdXv8V

 Search Crawlers/Indexer follows all GET-
URLs of a site

 Multiple URL’s to same 
page/content would result in 
multiple entries in the search index

 Lower ranking of the individual URL

 Solution: URL normalization
 Default client CC/PP profile to 

detect crawler agents 
 For crawlers all URLs will be 

normalize
https://ibm.biz/BdXmnM

https://ibm.biz/BdXv8b
https://ibm.biz/BdXv8y
https://ibm.biz/BdXv8V
https://ibm.biz/BdXmnM


Findability

 Create interesting and relevant content

 What search terms users choose to find information like yours?

 Adjust the keywords on your web pages accordingly

 Flash objects and images can hide essential information from the crawlers
 Think about a non Flash version of your page

 Add ALT attribute to pictures

 Make use of Portal's built-in Portal Search Engine

 Crawl the public pages using the standard 'Web site' crawler

 Check for yourself how well information can be found on your site

 Active Site Analytics catches search related information: 

zero results returned, frequently used search terms ...
– http://www-01.ibm.com/support/knowledgecenter/SSHRKX_8.5.0/mp/admin-

system/sa_asa_aggr_tags.dita



You are not alone

 More than one significant keywords

 Keywords in the 'title'

 Keywords in the headings and in the body

 Friendly URL with significant keywords in the relative path

 Keywords in alternate text for images

 more …

… but still your web pages get no top ranking

You followed the usual SEO 

recommendations:

Photo: Boris Štromar, CC BY 3.0 

http://creativecommons.org/licenses/by/3.0


Relevance

 tf–idf (term frequency - inverse document frequency)

Simplified formula:

A high term frequency in the given document tf(t,d) and a low document frequency of the 

term n
t
in the whole collection of documents N results in a high tf-idf.

 Conclusion: 

– Use unique names to make a difference

tfidf (t , d ,D)= tf (t , d )× log
N

nt



Relevance
tf–idf example: Search for Lotus



Ranking

PageRank

• Random Surfer Model

• More important web page receive more links from other web pages

• The higher a web page rank, the higher the rank of a referenced web page



Ranking

Interesting to know …

 Ranking is determined by over 200 factors
– https://support.google.com/webmasters/answer/70897?hl=en

– http://googlewebmastercentral.blogspot.ch/2011/06/beyond-pagerank-graduating-to.html

 Search ranking factors as described by
– http://moz.com/search-ranking-factors

 Keywords in description and keywords meta tags not used for ranking
– http://googlewebmastercentral.blogspot.co.uk/2009/09/google-does-not-use-keywords-

meta-tag.html

 Mobile support boosts your ranking for mobile users
– http://googlewebmastercentral.blogspot.co.uk/2015/04/rolling-out-mobile-friendly-

update.html

 Speed can matter
– http://googlewebmastercentral.blogspot.co.uk/2010/04/using-site-speed-in-web-search-

ranking.html



Obey the rules and consider the tips

Guidelines

 Google

 https://support.google.com/webmasters/answer/35769?hl=de

 Yahoo

 https://help.yahoo.com/kb/search/search-content-quality-guidelines-sln2245.html

 Bing

 http://www.bing.com/webmaster/help/webmaster-guidelines-30fba23a

Tips

 Google – SEO Starter Guide

 http://googlewebmastercentral.blogspot.ch/2010/09/seo-starter-guide-updated.html

 moz.com – Beginners Guide to SEO

 http://moz.com/beginners-guide-to-seo



What MORE can I do?

 The other market leaders

 Baidu (China), 

 Yandex (Russia), 

 Naver (South Korea)

 Seek relationships with trusted web sites and share information by 

exchanging links

 Use social media and video platforms

 Have a fast and user friendly website for all devices



Keywords in URLs for search rank?

 No evidence that keywords in the URL path really improve ranking
 Google itself doesn’t give any indication
 Moz.com search rank factor survey puts “partial url matching” on 

97 from 108 search rank factors
https://moz.com/search-ranking-factors

 In general keywords should always match content delivered on a page

https://moz.com/search-ranking-factors


Please click me … the other Relevance

Click me!

Click me please!



Improve Search Result Click Rate

 Search result entry is your business card

 Optimize the number of clicks you get per impression of your site in search result

domain name Right keywords in page title

Promising description Keywords in URL



Friendly URLs for SEO

 It’s still a good idea to use friendly URLs with 

keywords that match page content

 Keywords that match query are 

highlighted in search result

 To improve users confidence that page 

actually contains what users look for

 URLs can be remembered easily

 Serves as link text for URLs copied 

and pasted without setting an 

anchor text

• What about the length of a URL?

• Crawler/Indexer can follow long URLs without trouble 

• Put important keywords in first 60-70 characters



Stateless friendly URLs – Yes we can!
Potential Future



Truly friendly URLs for content driven pages

 Assign friendly names on all pages 

along the path

 Make sure your theme contains the 

<base> tag in head of the page

 https://ibm.biz/BdXmXV

 Change your theme to generate 

friendly URLs without state info

 https://ibm.biz/BdXmXW

 Use web content pages with WCM  

associations

 https://ibm.biz/BdXmHF

 Use friendly URL generation plugin 

for Web Content Viewer Portlet

 https://ibm.biz/BdXmHi

https://ibm.biz/BdXmXV
https://ibm.biz/BdXmXW
https://ibm.biz/BdXmHF
https://ibm.biz/BdXmHi


… and the easy way?

Potential Future



Improve Search Result Click Rate

 Search result entry is your business card

 Optimize the number of clicks you get per impression of your site in search result

domain name Right keywords in page title

Promising description Keywords in URL



Meta Data and other Page Header Tags

 Title tag is important because it‘s used by search engine to deliver first 

impression a user gets of a web page in the search result list

 Description meta tag might be valuable as google sometimes uses it in favor of 

the summary generated from page content 

 Note: these and any other descriptive meta tags are irrelevant in any way 

(except maybe 'title') for determining that web page's rank score

 Robots meta tag can be used to block indexing of irrelevant pages

 <meta name="robots" content="noindex">

 Use link rel=“canonical” tag to set preferred URL for page to avoid score 

distribution

 Required for links from other sites as in this case URL normalization 

feature mentioned isn’t sufficent



Deliver Page Header Tags with Portal

 Drive header info using Portal
 Title tag written by default using page title
 Add description meta tag using page description

<meta name="description" content="<c:out value='${wp.localizedDescription}'/>"/>

 Add header tags driven by WCM content
 Set the title and meta information dynamically based on web content rendered 

on page
https://ibm.biz/BdXmnW

 Set canonical URL for page
 Add link tag to your theme

<link rel="canonical" href=“<c:out value=‘
${wp.selectionModel.selected.urlGeneration.keepNavigationalState.forceAbsolute.normalize}'/>" />

 Parameters in URL can be controlled via XSLT
https://ibm.biz/BdXmnM

https://ibm.biz/BdXmnW
https://ibm.biz/BdXmnM


Mobile is not an option

 Google prefers mobile websites 

if the user device is mobile
 http://googlewebmastercentral.blogspot.co.uk/2015/04/

rolling-out-mobile-friendly-update.htmlWi

 Mobile devices refers to smartphones not tablets
 typically running Android, iOS or Windows Phone

 Test your website
 https://www.google.com/webmasters/tools/mobile-friendly/



How to tell search engines you are mobile

• Responsive Web Design
Same URL, same HTML source and CSS. Your page will adapt to all devices. 

• Add to the head section of your web page

• Dynamic serving

Same URL, different HTML source and CSS. Server responds to user agent

• Tell Google about it using the 'Vary HTTP header‘

• Mobile specific URLs
For instance: m.example.com

• When redirecting, present the same content to Googlebot as to the mobile user

• Make crawlers aware:

• On the desktop page, add a special link rel=”alternate” tag pointing to the 

corresponding mobile URL

• On the mobile page, add a link rel=”canonical” tag pointing to 

the corresponding desktop URL

HTTP/1.1 200 OK

Content-Type: text/html

Vary: User-Agent

Content-Length: 5710



What mobile configuration to select?

Responsive web design is Google’s recommended design pattern

*) Not supported out of the box, but technically feasible using Portal and WCM



WebSphere Portal V8+ w. default theme & CTC

Desktop Mobile



Thank you!

Questions and Answers


