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*Introduction & Overview
-----------------------------------------------------
Archaeological Research Services (ARS) are looking to maximise their existing website’s potential. They currently believe that the site is not fully optimised and is therefore not easy to find for potential clients or stakeholders. 

In order to remedy this, a full technical audit has been carried out to understand fully how the website is built, how it is currently being ranked by the leading search engines, why it is being ranked so high/low and how current visitors use it/ARS want visitors to use it.

The aim of this document is to provide ARS with a set of recommendations that will allow them to make a few small changes to their existing platform and increase their footfall appropriately over the next 6 months and beyond.

Based on our initial discussions it is clear that ARS are targeting specialist audiences some of whom are high level decision makers. These range from FTSE and Blue Chip businesses through to the general public and school children.
It is clear that within these sectors the target audiences have very different needs. It was agreed that the website should accommodate for these needs through adopting various keyword options incorporated into the copy throughout their clearly defined sections.

The importance of social media was also discussed and a series of blogs were suggested to help meet the requirements of ARS’s many audiences. These will be discussed in more detail later.

*Technical Audit

-----------------------------------------------------
A site score report was carried out on www.archaelogicalresearchservices.com using silk tide software. Of the 34 test’s that were carried out (a full copy of this audit can be found in the appendix) the main areas highlighted for improvement are;

* Use of keywords
* Popularity rank
* Analytics software
* Metadata
* Readability

* Incoming links

* URL format
The following section discusses the issues raised by the audit and provides detailed recommendations outlining how to overcome each of these issues using ARS’s existing team and skill set.
*Use of Keywords
-----------------------------------------------------
No defined keywords were found on this site. Because of this, search engines such as Google will struggle to rank the site and therefore users will struggle to find it.

ARS have provided a list of their chosen keywords – which are based on what they believe visitors will be searching on. What ARS now need to do is tie these into the existing copy as well as the websites URL’s wherever possible and relevant to do so. 
Before doing this, it would be a good exercise for ARS to go through their competitor’s websites and list the keywords used on these sites to ensure that all relevant words are included. (To do this, ARS need to right click whilst on a competitor’s web pages (mainly homepage and services pages) and select ‘View Source’. This will show a notepad page and keywords can be found here. If more assistance is needed with this it can be provided free of charge).
Another recommendation for how to build an exhaustive list of keywords is to type the chosen keywords into Google and see first of all how popular those keywords are (displayed in the top right hand corner of the page – Archaeological Research Services – 1,020, 000 entries) and which sites (which may not actually be competitors’) are topping the ranks. By employing the same process above to these pages ARS can look at other keywords that might have been missed/not thought of and this might also flag up some websites which ARS can link to and from.

As a word of caution, ARS’ current keyword selection does seem to be quite limited and technical – i.e. Archaeological Unit. The only danger with this is that ARS may be excluding some users by pitching the copy and keyword optimisation too high for their audience. 
*Popularity Rank
-----------------------------------------------------
The ARS website is outside of the top 5 million most popular world ranking websites. Therefore it is currently too low to detect which is having a negative impact.

I firmly believe that all ARS need to do in order to overcome this, is to remedy the issues listed within this document and work on adding extra items such as reciprocal links and blogs into the online marketing mix to increase their popularity organically.

*Analytics Software
-----------------------------------------------------
Although ARS have used analytics software in the past, they currently do not use any to monitor traffic to the site. This is not only detrimental to the websites search engine rankings, but also means that ARS are unable to gain an insight into user behaviour which can help drive future campaigns.

To remedy this quickly and cost effectively ARS could use a free version of analytical software and I would recommend Google Analytics. As well as being free, it is simple to activate and will have a positive impact on the websites Google ranking.

In order to set this up, please visit www.google.com/analytics  and sign up for an account. Once this has been done (if further help is needed doing this it can be provided free of charge) ARS will be able to monitor all traffic to the site and produce tailored reports to help monitor the effectiveness of the recommended changes in this document. 
All that is required is a small change to the websites URLs. By doing this, ARS will be also be able to keep track of popular keywords and activate other Google products such as e-blogger accounts to help with social media campaigns (should ARS wish to implement them). 

*Metadata
-----------------------------------------------------
The majority of pages on the ARS website (98.2%) do not include metadata, which is invisible information about the content of a page. 
Further analysis shows that only the homepage contains metadata and therefore search engines are unable to filter effectively through the site and display the text in its results.

Recommendations for overcoming this are to reduce the metadata on the homepage to maximise its search engine friendliness and add meta-tags to the other pages to increase the sites optimisation.
These meta-tags should contain keywords again wherever possible (if relevant) and be concise. (Example; Archaeological geophysics in action in Bakewell).
*Readability
-----------------------------------------------------
Although archaeology is a technical subject, not all of ARS’s target audiences have the high level of technical knowledge that the websites current readability score indicates. 

With this in mind ARS could either re-write some content, or segment its website more in order to provide clearer sections for its various target markets. 

However, to maintain the tone, flow and simplicity of the site, I believe the first option of re-writing smaller sections of the site is the most appropriate course of action to take initially.

*Incoming Links
-----------------------------------------------------
Although ARS have a fantastic ‘Useful Links’ page, unfortunately the site does not have any links which the search engines classify as ‘quality’. For example, of the 124 links that the site score test has flagged up, only 5 of them are classified as quality by Google. 
Not all of ARS’s links can or should be linked to, but where possible the following guidance should be adhered to when building and maintaining future links pages;

*
Link only to websites that are well ranked themselves

*
Only link to relevant sites

*
If possible get online publications to link to your site on publication of stories

*
Check the build quality of the sites you are linking to. If they are not built correctly (use frames, excessive use of flash etc.) then your site will be penalised
*
Look at ways to maximise exposure of the site by mentioning topical projects that ARS may not be working on in a section of the site, such as news. 

*URL Format
-----------------------------------------------------
Less than 95%of the URLs on the ARS website are ideal. The actual main web address (www.archaeologicalresearchservices.com) is deemed to be too long by silk tide’s software. However, no other appropriate shorter URLs are available. 
The downside to lengthy URLs (54 out of the 56 on the website are classified as ‘bad’) are that they are often ignored by search engines, difficult to remember/type in for users and as a number of the URLs on the ARS website also include file extensions (such as .htm) the underlying structure of the site becomes vulnerable to hackers. 
The site could benefit from some URL re-writing as not only is this a good way of maximising effectiveness of your keywords, but will also help to make URLs more ‘human’ user friendly. 

*Further Recommendations
-----------------------------------------------------
As well as the recommendations above, there is also another suggestion that I believe can help maximise the ARS websites online visibility and raise the company’s offline profile. 

* Use of Social Media 
Social media is no longer regarded as a fad and is being widely adopted throughout the business world. However, just as with offline tools, not all social media options are applicable for ARS. 

One key social media tool that ARS can use, not just for the website, but for profile raising in general, is Blogging. ARS can use blogs for topical content (as discussed earlier in this document), but also for keeping their audiences up to date with projects in specific tones designed to meet their individual needs. 
By inviting key stakeholders to ‘follow’ the ARS blog(s) including Press and Thought Leaders, their websites online and offline visibility will be much improved and their positioning as a dynamic, innovative and leading provider of archaeological services will be solidified.  

As mentioned earlier, I would suggest using Google for this purpose and an account can be set up quite simply via either your analytics account or separately via www.blogger.com/start . (Help with this can be arranged if required).
*Conclusion
-----------------------------------------------------
From this document, it is clear that overall ARS’s website is well built, well laid out and in terms of its competitors, in a much stronger position to cement its online presence. 

By following the guidance laid out within this document, ARS will be able to build upon their existing framework using their internal skill sets very easily. This will ensure a fast and constantly improving web presence for the business.

Conclusion

