++ MarketMuse & <> Sitebulb

e ===== - L ==mmm= l/l/ / I
i/ | |/II\ i | /I M
— A - .
7/ S

o R —— -~ F [ | ~f g
i T g I/
- nn 'Y  Ammmmw = E
i L/ \m/

----- ik .

el 1117 A\ T |
FTT i i i M/ il T

The Complete
SEO Content and
Technical Audit Guide



@ Guide

In this guide, we walk through a four-step process for conducting an SEO content and technical
audit, and then acting on that insight. Having crawled over 100,000+ sites, who better to help
put together this manual than Patrick Hathaway, Director of Sitebulb. If you missed it, Patrick
and MarketMuse co-founder Jeff Coyle got into a_deep discussion on content audits in a recent

webinar.

Basically, a content audit focuses on evaluating the quality, relevance, and effectiveness of a
website’s content. The goal is to identify issues like content gaps, poorly-performing pages,
outdated, irrelevant, or low-quality content, and opportunities for optimization. The process
involves collecting data about all the web pages across a website and making decisions about

whether to keep, update, merge, or remove pages.

:
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What is a content audit?

Content audits are the convergence of technical SEO and content strategy, where the result is a
comprehensive content inventory and corresponding action plan for every page.

A content audit focuses primarily on evaluating the quality, relevance, and effectiveness of a
website’s content. The goal is to identify areas for improvement — issues like content gaps,
poorly-performing pages, outdated, irrelevant, or low-quality content, and opportunities for
optimization.

The process involves collecting quantitative data about all the web pages across a website,
combining that with qualitative insights, then making decisions about what to do with each

page:

- Keep - keep the page as it is, no changes required

- Improve — work on changes to improve the page

- Consolidate — combine multiple pages together

- Remove - remove the URL from the site as the content has no value

Additionally, a content audit should also identify gaps in the content coverage, to help inform
the content strategy moving forwards.

Step 1 - Understand your content strategy

Your content marketing efforts are underpinned by your strategy, namely:
- Which buying personas you are trying to reach, and the relative important of each to your
content strategy
- What messages you are trying to communicate

It is important you have a clear understanding of this before you start any content audit project,
as this will play a key role in helping you determine the purpose of each content piece.

MarketMuse



@ Guide

You will need to be in a position to evaluate the content and determine
- Which buyer persona each URL is targeting
- Which buyer stage each URL is targeting: Awareness, Consideration or Decision

It also helps to have a good working knowledge of the website you are working with, as it is
often unnecessary to audit every single page on a website, and in some cases you will be able

to exclude entire subfolders and save yourself unnecessary work further down the line.

For example, the website could have a /[legal/ section that is a necessary evil(!), but that is not
designed to be ‘consumed’ by potential customers in the same way as general content is.

Step 2 - Creating your content inventory

Your content inventory is a big list of every single URL you plan to audit, and to do this stage
properly you need an SEO crawler, like Sitebulb.

Sitebulb is one of the leading SEO website crawlers, and as a result of their partnership with
MarketMuse, you can get a free extended trial from signing up via this page.

One of the benefits of a tool like Sitebulb is that it easily allows you to crawl and execute
JavaScript — which you can do by selecting the ‘Chrome Crawler’ - this renders the page HTML
and reflects what your customers actually see.

Crawler Type Chrome Crawler (Slower - executes JavaScript) v ?
Render Timeout 1 Seconds v ?
Instances of Chrome 5 v | ?

Limit URL Speed v

Max HTML URLs per Second 5 v ?
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As we mentioned earlier, you don’t always need to audit every single page on the website. So if
you are unfamiliar with the website you are working on, it makes sense to first perform an
exploratory crawl for the purpose of URL discovery.

How does a crawler work?

Website crawling works by (programmatically) downloading the HTML content of a webpage,
and extracting the internal link references from the HTML until no new links are found.

A simplified version of the process looks like this:

1. The crawler visits the start URL (typically the homepage)

2. The HTML content from the homepage is downloaded, and <a href= links are extracted
3. The URLs from each extracted link is added to the crawl queue

4. The crawler selects a URL from the crawl queue

5. The HTML content from this URL is downloaded, and <a href> links are extracted

6. Any new URLs from the extracted links are added to the crawl queue

Steps 4-6 are repeated until no new URLs are discovered, at which point the full process of
URL discovery has been completed. The crawler will continue working through the rest of the

URLs to download the HTML content.

In addition to internal links, the crawler is also extracting key information from the HTML of
each page, which it will then use to form the website crawl data.

\ v
NP
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Performing a complete crawl

When performing a complete website crawl, you don’t want to limit the crawler, you want to
enable it to find as much as possible (the only exception to this is if you know the website well
and know you wish to exclude certain sections). Then, you can look through the data

afterwards and figure out which bits you don’t really need.
This means you give the crawler all possible crawl sources, including:
Google Analytics

Adding Google Analytics data means that when the audit is complete, we have accurate data
available regarding organic traffic and key engagement metrics.

‘ Google Analytics (optional)

Connect to a Google Analytics account to access visit, engagement and conversion data for each URL.

Google Analytics tracking ID found! During the pre-audit the tracking ID UA-91316635-1 was found embedded in the page.

Selected Google Account hathaway.patrick@gmail.com v ?

Select a Property Sitebulb - https://sitebulb.com (UA-91316635-1) v ?
Select a View All Web Site Data - https://sitebulb.com v ?
Select a Device All Devices v ?
Select a Sampling Level Default - Returns response with a sample size that balances speed and accuracy. v ?

Clear Selection

Configuration

ract and crawl any URLs found in the selected Google Analytics view, and include these in the crawl - the links from these pages will not be

followed.
Days of Google Data to Fetch 30 ?
Max Google Analytics URLs 100000 ?

Exclude Querystring Parameters when collecting data and/or extracting URLs found in Google Analytics
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Google Search Console

Adding Google Search Console data means that when the audit is complete, we have accurate
data available regarding organic rankings, clicks and impressions.

‘ Google Search Console (optional)

Connect to a Google Search Console account to access Search Analytics and Sitemap data
Selected Google Account hathaway.patrick@zmail.com v 2

Select a2 Property https://sitebulb.com/ v ?

Clear Selection

Configuration

ract and crawl any URLs found in the selected Google Search Console search analytics, and include these in the crawl - the links from these
pages will not be followed.

Days of Google Data to Fetch 30 ?

Max Search Console URLs 100000 ?

Analyse Google Search Console Keywords

Sitebulb will extract keyword data from Search Analytics, mapping keywords and rankings agzinst technical SEO indicators in 2 comprehensive
Keywords report.

Keyword Analysis @
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XML Sitemaps
Add in all XML Sitemaps that exist for the website.

XML Sitemap URLs to Crawl

XML Sitemap URL Actions

[ https:/sitebulb.com/sitemap/ |

Add Multiple XML Sitemap URLs

XML Sitemap Files to Crawl

XML Sitemap File Actions

There are currently no XML Sitemap files to crawl - add them below.

3 Click here to add XML Sitemaps files from your computer, or drag and drop files into this panel. Files must be valid XML files with a .xml extension
or gzip compressed files that have a .gz extension.

The point here is to try and include the entire universe of URLs that exist for the website, so
that you end up with a big long list of all the URLs on the site.

Internal URLs

Q Y Adv.Filter @M Add/Remove Columns ? Export ~

URL ¢ H Scheme ¢ i HTTP Status Code &= i Content Type ¢ 1;

|

= https://www.timeatlas.com/ & https 200 HTML }
= https://www.timeatlas.com/about-us/ @ https 200 HTML
= https://www.timeatlas.com/add-outlook-html-signature/ & https 200 HTML
= https://www.timeatlas.com/alexa-voice-recognition/ & https 200 HTML
= https://www.timeatlas.com/audacity-tutorial-speed/ & https 200 HTML
= https://www.timeatlas.com/author/anneh/ & https 301 HTML
= https://www.timeatlas.com/backup-internet-explorer-settings/ & https 200 HTML
= https://www.timeatlas.com/best-webinar-tips/ & https 200 HTML
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Filtering out unwanted pages

For the purpose of a content audit, you are typically only interested in pages that are indexable,

which means that search engines are able to index and potentially include the pages in their

search results.

Indexable pages are:
- URLs that return a 200 status code
- URLs that do not have a canonical pointing at a different URL
- URLs that do not include a noindex robots directive
- URLs that are not disallowed in robots.txt

Crawled Internal ~ External ~ Page Resources ~ Indexability ~ MetaData ~ Content ~

|'_'V'i::'.i~:- 'I All

Not Indexable (25)

Canonicals »
Row URL
1 = https:/sitebulb.com/ Noindex (9)
2 = https:/sitebulb.com/discovery/ Noindex Nofollow (4)
3 = https://sitebulb.com/use-cases/ecommerce/ Nofollow (4)
4 = https:/sitebulb.com/use-cases/freelance-seos/
5 = https:/sitebulb.com/use-cases/in-house/
é =  https:/sitebulb.com/use-cases/publishers/
7 = https:/sitebulb.com/product/links/

Performance ~

0 Add/Remave Colu

UR

96

96

96

96

96

96

96

At this point, you will now have a filtered list of all the URLs you wish to consider, along with

important quantitative data:

- Title, h1 and meta description

- Word count of the content

- Crawl depth of the URL

+ No. of internal incoming links (+ URL Rank)

- Visit and engagement data (from GA)

- Ranking, clicks and impressions data (from GSC)
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At this point you will want to export this data into spreadsheet format, to add in the extra

qualitative layers. You may also wish to supplement the data with additional 3rd party metrics,

such as Majestic or Ahrefs backlink data.

The extra columns you’ll need to add could include:

- Content type
- Buyer persona
- Buyer stage

Populating this data will take a reasonable amount of manual inspection, although it won't take
long before you start to spot patterns in the URL paths that can help you make decisions in

bulk.

A B C D E F
WL |ContentType BuyerPersona BuyerStage UR Craw Depth
https://sitebulb.com/ Homepage N/A Awareness 96 0
https://sitebulb.com/discovery/ Commercial Primary Awareness 96 1
https://sitebulb.com/use-cases/ecommerce/ Commercial Primary Awareness 96 1
https://sitebulb.com/use-cases/freelance-seos/ Commercial Primary Awareness 96 1
https://sitebulb.com/use-cases/in-house/ Commercial Primary Awareness 96 1
https://sitebulb.com/use-cases/publishers/ Commercial Primary Awareness 96 1
https://sitebulb.com/product/links/ Product Secondary Consideration 96 1
https://sitebulb.com/features/audit-comparison/ Product Secondary Consideration 96 1
https://sitebulb.com/use-cases/agencies/ Commercial Primary Consideration 96 1

Assessing your data

Finally, you will also want to add in a ‘Recommendation’ column, that should then be filled in

with one of the four status options we defined earlier on.

Using all the data you have collected, make an assessment about each page and assign one of

the following statuses:
- Keep

+ Improve

- Consolidate

- Remove
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It is normally also helpful to have a ‘notes/instructions’ column alongside, to add more depth
and clarity to the recommendation.

This is the most time-consuming step, but also the step with the biggest potential impact. The
recommendations made during this stage of the process will help define your page-level
content strategy moving forwards.

We’ll go through each of the options to help you understand which best fits for each page.

Keep

Select this option when the page is performing to expectations, and no changes are required.
This is the case when the page content remains topically relevant and does not need to be
updated to bring it up to date.

Common examples: Case studies, evergreen ‘pillar’ content, FAQs, recent blog posts.

Improve
This is the right option for pages that are not performing well enough, are not correctly targeted
or are out-of-date.

Examples of how you can improve pages include:
- Adjust the persona targeting
- Adjust the keyword targeting
- Add or update a CTA
- Add extra content elements (e.g. video)
- Improve internal linking (this is again where Sitebulb can help)

- Re-write sections to bring them up-to-date
- Re-do outdated screenshots or images

We will explore further below how you can use Marketmuse to improve content to make it more
competitive in the SERPs.

Common examples: Low traffic pages, older blog posts, pages with poor conversion metrics,
good pages with few incoming internal links.
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Consolidate

Choose this option when you have multiple pages that are performing the same task or
targeting the same set of keywords. If you have any two pages that are designed to satisfy the
same keyword intent, then these pages have the potential to cannabalize one another in the

search results.

The amount of work required to consolidate two pages will depend on how similar the pages
are in the first place. If they are almost identical, then you should pick the stronger page, and
add a 301 redirect from the weaker page into the stronger page.

If there is some overlap, but there is still some valuable content on the weaker page(s), then the
best course of action is to take this content and add it to the strong page, before removing/
redirecting the other pagel(s).

Common examples: Articles with similar themes, old blog posts, thin content pages.

Remove
This option is for pages that provide no ongoing value, or where the resources required to
improve them would outweigh the benefits of doing so.

Candidates for removal can be easily identified by looking at the data you have collected:
- Pages with very little content (e.g. less than 150 words)
- Pages that did not receive any search traffic
- Pages that didn’t receive many impressions
- Pages that rank for irrelevant keywords
- Pages that aren’t targeted at any of your buyer personas
- Pages that do not have any incoming backlinks

Whatever you do, don’t make decisions based on one dimension alone. A comprehensively
written high-quality page can still receive little search traffic, or links, yet still fill a vital role in
exhibiting your site’s expertise. Removing these pages could have a negative effect on your
topical authority.
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Removing a page often means deleting it from your CMS, so that it now generates a 404 (Not
Found) or 410 (Gone) HTTP response. If this is not carried out carefully, it will then generate
‘broken links’, as the website will still contain internal links that point at the deleted page -
which causes a bad experience for users and search engines alike.

To ensure that this does not cause ongoing issues, you should remove all link references to the
removed pages. If you are not sure how to find these, run another crawl with Sitebulb, and it
will find them for you (guide on how to find broken links with Sitebulb).

Common examples: Location ‘doorway’ pages, discontinued products, duplicate content, old

‘event’ pages.
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Step 4 - Creating a plan of action

Bigger sites offer more opportunities but come with additional challenges. How do you know
what to do and what actions are most likely to succeed?

Resource-constrained content teams don’t have the luxury of guessing and this is where
MarketMuse’s predictive personalized metrics come into play. Unlike the generic metrics that
most SEOs use, these ones are personalized — based on your site, its content, and performance.

Take that long to-do list of content you want to improve and prioritize it based on Topical
Authority and Personalized Difficulty.

B Topics Q (2 Export e
-

n 2 3 8

Topical Authority is your competitive advantage — you want to do things that are most likely to
succeed. Personalized Difficulty indicates the extent of work required. That could be a simple
update to the page, but it could mean creating a whole new page and even additional
supporting content.

Again, these are personalized metrics and are based on your site and its existing content. That
means your plan will be unique to your site.
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Research And Analyze The Main Topic Of
Your Page

A page can rank for many different topics so your first objective is to ensure it’s optimized for its
main subject. So you’ll need to:

- Determine what the page is about.

- Research that topic.

- Analyze the page.

In researching the topic, use SERP X-Ray to understand how top-performing content is
constructed. Some things to look for:
- Primary Intent (informational, transactional comparison, etc.) that Google serves.
- Whether the intent is fractured (multiple intents seen in top 20 results).
- Content Score and Word Count vs. the Targets for these values — help understand the
content quality playing field.
- The types of pages (product, service, landing page, blog post, etc.) appearing in the SERP.
- Images and video usage — affects your content budget and may provide a differentiation
opportunity.
« Internal linking — may reveal possible content clusters.

topic clusters™ B o
“I* SERP Stats (2 Export Y Filt
Images Per Page g Intent

Pages With Video tics represent the average Avg. Content Score
1@ top 20 results on the

he term topic clusters. Avg. Word Count

Internal Links Per Page
External Links Per Page - H2s Per Page
Organic Results
Images © blog.hubspot.com Intent
Videos Topic Clusters: The Next Evolution of SEO Content Score
he tof T model, at its core » way of organizing a site tent pages using a cleand i re deliberate site a tecture.
Internal Links Word Count
External Links o H2s Per Page
Images emrusk J Intent
Videos What Are Topic Clusters and How Do They Work? o —
Topic clusters are a group of tent that revolves ar i a central tog nd r page t k to and from. In short, topic clusters
Internal Links Word Count
External Links H2s Per Page
Images ahrefs.com Intent
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Then use Heatmap to conduct competitive analysis and find ways to differentiate your content.
Each of the top 20 results has a content score just like in SERP X-Ray. But here it’s easier to
conduct a competitive content quality analysis. Pay special attention to the topic gaps as those
offer an opportunity to differentiate your content and make it stand out from the crowd.

topic clusters”

Explore: The SERP A Website Order by: Relevance Gaps Must Haves 2 Export

~ @000 0000000000
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Optimize the page for its main subject

Use Optimize after you’ve done the research to better understand the topic and your

competition. You want to update the page ensuring it at least meets the Target Content Score

and falls within a reasonable range of the Target Word Count.
‘:] Op!imize topic clusters L blog. marhmmusocomy'whax-arc-loplc~crus(m§ m Save to inventory

B I = : [T X x? By @

What are Topic Clusters?

A topic cluster is multiple pieces of content grouped by a shared topie and related subtopics. As a whole, these pages offer
comprehensive coverage of a specific subject. That enables visitors to satisfy their search query while visiting your site.

Your rankings are suffering, and you're not getting the traffic you thought you would. You've optimized your pages using every
trick in the book. You've gone after less competitive keywords, and still, nothing works. It feels like your content marketing
strategy is stuck in the mud, wheels spinning with no forward progress.

If you've been publishing content based solely on individual keywords , it might be time to start thinking about topic clusters.
Topic clusters are the not-so-secret weapon that content strategists are using to lay claim to high rankings in search engine
results pages.

What is a Topic Cluster?
A topic cluster consists of three components:

1. A pillar page on a core topic. This page should cover a wide range of user intents . That will give readers enough value to

make them click through to the appropriate next piece of content for them no matter where they are in their buyer’s journey.

. “Cluster” or supporting pages that cover related topics in more depth . A cluster page tends to have a narrower focus on a

specific user intent. This approach isn't just “find a long-tail keyword and write about it.” It's about going deep on a
particular topic.

3. Internal linking between all of the pages . Links from the cluster pages to the pillar pages are a signal to search engines that
the pillar page is the most important in the group. Links from an authoritative pillar to cluster content pass authority to the
rest of the cluster. Each link should also have an appropriately descriptive anchor text . This description helps search
engines better understand what's “behind” every link .

N

Here's an example of a topic cluster on the topic of “Information Architecture”.

Topic cluster illustration on the topie of Information Architecture.

Research

topic clusters

topic cluster

content marketing

pillar content

cluster content

content

cluster

content cluster

keyword research

topic

social media

search engines

topic cluster pages

search engine

cluster page

google search console

core web vital

search intent

kevword

)

Content Score is calculated in a way that encourages broad topical coverage. Meeting the

Target Content Score, within the Target Word Count will result in a concise yet topically rich

piece of content. The suggested ranges for topic mentions serve as a guide to better understand

how deeply to cover an issue.
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Every situation is unique but here’s a basic approach you can use:

- Check that your term usage aligns with the model — a common issue is using acronyms
instead of complete spelling. Remember, MarketMuse’s topic model is based on hundreds of
articles written on the subject. So it’s best to follow convention and use words that resonate
with your audience.

- Look for opportunities to expand coverage of an existing topic — add content and provide
additional clarity. Sometimes a sentence or two is all you need but other times it may
require a paragraph.

- Add a section to cover topics you may have missed. Heatmap is especially helpful in
surfacing topic gaps, giving you the opportunity to differentiate your content.

Update the page for related ranking topics
(and create supporting content)

A well-written and highly authoritative page can rank for many other terms as well. But they
may not align well with the topic of the page. If you find such a term that’s valuable and want
to improve its ranking, don’t optimize the page for that term. Optimizing a page for multiple
terms that are loosely aligned will end in disaster — you end up changing a great page about
one subject into a mediocre page about many, trying to serve competing intents.

Instead, create a new page specifically targeting that phrase (use Research and Optimize).

@ Research  topic clusters i

Topic Navigator SERP X-Ray Heatmap Connect

topic clusters”

topic clusters 720 $353 50 Variamts
topic cluster 720 $353 50 Variants

content marketing 18,100 $1215 50 Variants

pillar content 320 $4.13 50 Variants
cluster content 320 $5.10 32 Variants

content 135.000 s1.10 50 Variants n
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Remember to update the existing page with some connective content. It could be a sentence, a
paragraph, or a section — anything to create a contextual relationship. Link to that newly
created page to cement that context and pass authority to your new creation.

This assumes you have some Topic Authority (at least 10+) and acceptable Personalized
Difficulty (anywhere between 20 and 35).

Create content clusters

When Personalized Difficulty goes north of 35, you'll need to update and expand your current
content cluster. In cases like this it’s not enough to simply optimize the one ranking page.
Reflect shows your current coverage of the topic cluster and updating existing content is
always a good place to start.

@ Research  topic clusters . u

Topic Navigator SERP X-Ray Heatmap Connec t

topic clusters”

cluster topics 720

=
o

topic cluster 720

topic cluster model 40

s

topic cluster seo 10

topic cluster template 40

s

topic clusters 720

=

topic clusters examples 170

m
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If you have significant coverage, as in hundreds of ranking topics, consider prioritizing using a
combination of Personalized Difficulty, Topic Authority, Rank, and Volume.

Looking to add new content pages to the cluster?

You can get some good ideas by reviewing variants of the head (main) term of the cluster. This
gives you a better understanding of the buyer journey and what else searchers are looking for.

Take it a step further and make sure you internally link these relevant pages together.
Whenever you’re creating new content or updating an existing page, use Connect to get linking
suggestions. Simple, yet powerful, it ensures a tight connection between semantically related
content.

@ Research topic clusters . u o

Topic Navigator SERP X-Ray Heatmap Connect

topic clusters”

Connect uses the topic model to find appropriate anchor text and analyzes your site to find the
best matching pages. The more content you have the more choices are available — MarketMuse
provides up to 10 anchor text suggestions each with up to 10 links. This gives you a great
amount of editorial discretion while still being optimized for SEO.
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Use content briefs

All the information garnered through Research can be bundled together into a set of
instructions for a writer — called a content brief. Here are a few reasons to consider using
MarketMuse content briefs:

- Eliminates confusion and the back and forth conversation between writer and editor.

- Ensures a writer produces top-quality content on the first draft and not the third rewrite.

- Serves as a source of truth to which everyone can refer.

Takeaways

A content audit is a critical step in ensuring that your website is optimized for search engine
visibility and user engagement. By understanding your content strategy, creating a content
inventory, and performing a comprehensive audit of each page, you can identify issues and
opportunities for improvement. With the right tools, such as Sitebulb and MarketMuse, you can
easily complete a content audit and develop a comprehensive action plan for your website.
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