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THREE LITTLE SEOS. 

NCE there were three little SEOs. They 

went out to seek their fortunes on the In-

ternet. 

The first SEO had not gone far when he met a man 

who said he knew the secrets of the Google, King of 

Search. The little SEO said to him, "Please, man, give 

me those secrets so I can build a website." 

This the man did, and soon the little SEO had built 

a website with the secrets. The days passed, and the lit-
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tle SEO was profiting nicely with visitors from Google's 

Kingdom of Search. 

Soon, along came 

the Google. He seen that 

the little SEO was ignor-

ing his rules and was 

very angry. 

He knocked at the 

door of the little SEO's 

house and called, "Little SEO, little SEO, stop exploit-

ing my Search!" 

But the little SEO answered, "No, no! Not by the 
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hair of my chinny chin chin!" 

Then the wolf said, "I'll huff and I'll puff, and I 

change my algorithm!" 

So he huffed and he puffed until he changed his al-

gorithm, and no more visitors went to the little SEOs 

website. 

The second little SEO had not gone far when he 

met a man who was selling an assortment of links and 

cheap content. 

The little SEO said to him, "Please, man, I will buy 

me those links and cheap content to build me a website." 
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This the man did, and soon the little SEO had built 

a website with them. 

Just after the website was built, along came the 

Google. He knocked at the door of the little SEO's house 

and said, "Little SEO, little SEO, remove these spammy 

links!" 

But the little SEO answered, "No, no! Not by the 

hair of my chinny chin chin!" 

Then the Google said, "I'll huff and I'll puff, and I'll 

flag your site as spam!" 
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So he huffed and he puffed and he flagged the site 

as spam, and no more visitors went to the little SEO's 

website. 

The third little 

SEO went to visit 

the Google. 

The little SEO 

said to him, 

"Please, Google, 

give me your guide-

lines so I can build my website." 

This the Google did, and soon the little SEO had 
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built a website. Nicely structured with original content 

and quality links, helped by his friend Plug in SEO. 

Some time passed. The little SEO was getting more 

visitors every day, and the visitors were buying his 

product. 

After a while the other two other SEOs were jeal-

ous because this little SEO was profiting well from his 

website. They had no businesses of their own left. 

Along they went to this little SEO. The other SEOs 

knocked at the door of the little SEO's house and said, 

"Little SEO, little SEO, let us spam your comments to 

send visitors to our websites!" 
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But the little SEO answered, "No, no! Not by the 

hair of my chinny chin chin!" 

Then the other SEOs said, "We'll huff and we'll 

puff, and we'll report 

you to the Google!" 

So they huffed 

and they puffed and 

they puffed and they 

huffed, and they 

huffed and they 

puffed, but the 

Google wasn't interested because this little SEO had fol-

lowed his guidelines. 
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This made the other SEOs very angry indeed. They 

vowed that they would build more websites to take away 

visitors from the little SEO's website. 

When the little SEO seen what the other SEOs 

were doing, he created more original content and built 

links from reputable websites. 

The other SEOs just couldn't compete. They were 

so frustrated they left the SEO business and started a 

419 scam instead. 

And that is how it came about that this little SEO 

lived happily, profiting from his successful website with 

visitors from Google ever after. 
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. The Moral . 

Follow advice in Google and Bing search engine opti-

mization guidelines for a solid, dependable way to get 

visitors from search engines that builds value over time. 

Trying to fool or outsmart them can work for a while but 

is risky and leaves you very exposed when they change 

their algorithms. 
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THE RETAILER’S NEW FEATURE. 

LONG time ago there lived a Retailer who 

was so fond of adding features to her web-

site that she spent all her money on these, 

in order to have the latest bells and whis-

tles. She did not care about her visitors, she did not care 

about conversion rate; she only liked to add more to her 

website. There were very many things her website could 
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do; and just as they say of an online marketer, ‘she is 

checking her analytics,’ they always said here, ‘The Re-

tailer is adding a new feature.’ 

In the Twittersphere in which she tweeted there 

was always something going on; every day many 

strangers followed her. One day two imposters, who 

gave themselves out as expert developers, followed her. 

They tweeted that they have a powerful feature to attract 

the best customers imaginable. Not only was this feature 

the finest, but if anyone did not understand their feature 

they are not fit for his office, or are unpardonably stu-

pid. 

‘Those must indeed be splendid features,’ thought 
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the Retailer. ‘If I added the feature I could distinguish 

the wise from the stupid! Yes, I must have this feature 

for my website at once.’ And she gave both the impost-

ers much money, so that they might begin their work. 

They asked for a copy of Dreamweaver, and began 

to do as if they were working, but they hadn’t changed 

the least thing on the website. They also demanded the 

latest iPad and fastest laptop, which they put in their 

backpack, and worked on the unchanged screen till late 

into the night. 

‘I should like very much to know how far they 

have got on with the features,’ thought the Retailer. But 

she remembered when she thought about it that whoever 
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was stupid or not fit for office would not be able to un-

derstand it.  

Now she certainly believed that she had nothing to 

fear for herself, but she wanted first to send somebody 

else in order to see how he stood with regard to his of-

fice. Everybody in the marketing department knew what 

a wonderful power the feature had, and they were all cu-

rious to see how bad or how stupid their colleague was. 

‘I will send my old and honoured marketing man-

ager to the developers,’ thought the Retailer. ‘He can 

judge best what the feature is like, for he has intellect, 

and no one understands his office better than he.’ 
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Now the good old marketing manager went into the 

hall where the two imposters sat working at their un-

changed screens. ‘Dear me!’ thought the old marketing 

manager, opening his eyes wide, ‘I can see nothing 

changed!’ But he did not say so. 

Both the imposters begged him to be so kind as to 

step closer, and asked him if it was not exquisite seman-

tic mark-up with gloriously sculpted navigation. They 

pointed to the unchanged screen, and the poor old mar-

keting manager went forward rubbing his eyes; but he 

could see nothing changed, for nothing had changed. 
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‘Dear, dear!’ thought he, ‘can I be stupid? I have never 

thought that, and nobody must know it! Can I be not fit 

for my office? No, I must certainly not say that I cannot 

see the features!’ 

‘Have you nothing to say about it?’ asked one of 

the men who was tapping at the keyboard. 

‘Oh, it is fine, most fine!’ answered the old market-

ing manager, looking through his spectacles. ‘What 

mark-up! What masterful navigation! Yes, I will tell the 

Retailer that it pleases me very much.’ 

‘Now we are delighted at that,’ said both the de-

velopers, and thereupon they named the HTML tags and 
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explained the enhanced navigation.  

The marketing manager paid great attention, so that 

he could tell the same to the Retailer when he came 

back. 

The imposters now wanted more money, more Ap-

ple products, and more software to use in their devel-

opment. They put it all in their own pockets, and there 

came no code changes on the website, but they went on 

as they had done before, working at the unchanged 

screen. 

Everybody in the company was talking of the mag-

nificent features.  
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Her whole department round the Retailer looked 

and looked, and saw no more than the others; but they 

said like the Retailer, ‘Oh! it is powerful!’ And they ad-

vised her to launch this new and powerful website be-

fore the board meeting that was soon to take place. 

The Retailer came herself with her most distin-

guished directors, and each imposter tilted his screen as 

if there was something to see, and said, ‘See! here are 

the changes! Here is the mark-up! Here is the tag! and 

so on. 

‘Will it please you, ma’am, to launch the website,’ 

said the imposters, ‘before the board meeting tomor-

row.’ 
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So the Retailer launched the website in the audito-

rium, projected onto a large, white screen. All the em-

ployees in their seats and packed in the doorways said, 

‘How matchless are the Retailer’s new features! The 

mark-up, how elegantly it’s written!’ 

No one wished to be noticed that he could see 

nothing, for then he would have been unfit for his office, 

or else very stupid. None of the Retailer’s features has 

met with such approval as these had. 

‘But we’re not selling any more product!’ said a 

junior data-entry clerk at last. 
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.  
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 ‘Just listen to the simple clerk!’ said the supervi-

sor, and each one whispered to his colleague what the 

clerk had said. 

 ‘But we’re not getting more sales!’ the whole of 

the workforce called out at last. 

This struck the Retailer, for it seemed to her as if 

they were right; but she thought to herself, ‘I must go on 

with the launch now.’ And the directors pointed at the 

PowerPoint still more vigorously, demonstrating the 

changes that weren’t there at all. 
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. The Moral . 

Always have a goal for each change. 

Scrutinise the reason for every feature. 

Good developers will be able to explain 

to you in simple language what they do. 
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THE SCRAPER AND THE CREATOR. 

CONTENT scraper who copied content 

from other websites was making fun of 

the content creator for being so inefficient. 

“Do you ever get any visitors from search en-

gines?” he asked with a mocking laugh. 

“Yes,” replied the creator, “and I get more than you 
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think. I’ll battle you on a topic and prove I’ll get more 

visitors.” 

The scraper was much amused at the idea of com-

peting with the creator, but for the fun of the thing he 

agreed. So the Bing, who had consented to rank the best 

content, started the pair off. 

The scraper had soon produced 100’s of pages 

scraped from Wikipedia, RSS feeds and generated by 

machine. And to make the creator feel very deeply how 

ridiculous it was for him to try and compete with a 

scraper,  
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he went off to skim credit cards until the creator should 

catch up. 

The creator meanwhile kept blogging and creating 

videos slowly but steadily, and, after a time, got tweeted 

out, liked, and ranked for more search queries than the 

scraper. But the hare skimmed on oblivious; and when 

at last he returned to his computer, the creator was near 

1,000 visitors. The scraper now spammed as many Twit-

ter accounts as he could, but he could not overtake the 

creator in time.   
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. The Moral . 

Creating great, original content can be time-consuming. 

But it’s a better long-term strategy for search engines 

and visitors than copying content or mass-producing 

unreadable text. 
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THE WEB ANALYST WHO CRIED BROKEN. 

 Web Analyst produced reports about his 

master’s website performance. Soon man-

agement grew tired of his massive Excel 

reports. All he could do to amuse himself 

was Photoshop lolcats or play on Farmville. 

One day as he sat browsing the standard Google 

Analytics metrics, and thinking what he would do should 

he find something actually broken, he thought of a plan 
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to keep himself busy. 

His Master had told him to pay a developer should 

an improvement be necessary, and the developer would 

optimize the website. So now, though he found only 

change for which he had no explanation, he went to the 

master and shouted at the top of his voice, “Bounce rate 

up 2%! Bounce rate up 2%!” 

As he expected, a developer was hired to create 

more landing pages. But when the master looked for a 

bounce rate improvement, it wasn’t found. 

A few days later the Web Analyst again shouted, 

“Conversions down 10%! Conversions down 10%!” 
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Again the developer was hired to add promotions, but 

no more conversions came. 

Then one evening as the sun was setting, the Web 

Analyst created segmented metrics for each business ob-

jective and discovered visitors from email don’t buy. 

The Web Analyst ran toward the master shouting 

“Targeted email promotions! Targeted email promo-

tions!” But though the master heard the cry, he did not 

pay for a developer as he had before. “He cannot fool 

me again,” he said and sent the poor performing email. 

The email was flagged as spam and a great many 

subscribers were lost. 
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. The Moral . 

Start with business objectives and map 

these to analytics metrics. High level 

numbers like bounce rate and conversion 

rate don’t give you enough data to imple-

ment and test specific improvements. 
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