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To be able to understand how to succeed in 
enterprise SEO, we first need to define what it 
means. This is more challenging than you might 
initially expect, as many of the existing guides 
on this topic either refer to enterprise SEO as 
dealing with large corporate organisations or 
managing large websites.

We sent out a poll for the industry to try and 
clear things up, here are the results:

It’s interesting to see that, according to the 
majority of responses to our poll, the size of the 
organisation and the size of the website are 
often correlated in enterprise SEO. This makes 
sense because huge, international brands may 
need enormous websites to accommodate all 
of their different service offerings across the 
globe.

What is 
enterprise SEO?

IT IS HARD TO 
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IMPLEMENTATION 
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LARGE WEBSITES.
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However, you’ll still get gargantuan brands that have small websites spanning a couple of hundred or a few 
thousand pages. The scale of a website will always depend on the organisation’s business needs.

Take a look at eBay as an example:

Perhaps we can consider enterprise SEO as an umbrella term which is comprised of enterprise companies 
and enterprise websites, which have some natural overlap between them.
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Enterprise SEO

Enterprise 
companies

Enterprise 
websites

Other aspects that can feed into the definition 
of enterprise SEO is the scale of traffic. For 
example, you might refer to a website that 
receives millions of visits each month as an 
enterprise site. Also, the amount of people 
involved in approving SEO actions and activity 
can be a factor when classifying a business as 
an enterprise.

https://twitter.com/ChungFeiWu/status/1133721770652065792


No matter how you define it, the common 
theme within enterprise SEO is scale. Whether 
that’s the scale of the brand, the scale of the 
website, or the scale of traffic. In this guide we 
want to accommodate for these varying 
interpretations, so we will aim to address both 
the challenges of working as an SEO in a large 
organisation, as well as the challenges of 
managing large websites.
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Working on enterprise websites comes with its 
own set of unique challenges. In this section of 
our guide, we’ll explain what the main 
difficulties are that you need to watch out for 
when managing websites.

Here are some of the key challenges for 
enterprise websites to be aware of:

Corporate environments

Website scale

Legacy issues

Crawlability & indexability

Content quality

Identifying issues
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The biggest 
challenges of 
managing 
enterprise sites
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1Corporate environments

Enterprise companies usually have large, 
complex organisational structures spanning 
many different departments across many 
different countries. This means that there will be 
multiple teams with different goals and KPIs, all 
competing for buy-in. Sadly, the fight for 
resource is where SEO can often be 
overlooked.

Enterprise businesses are for-profit, meaning 
that their overarching purpose is to drive 
revenue. However, it is notoriously difficult to 
show the return on investment (ROI) of SEO, so 
it can be a huge challenge to prove the value of 
the channel within a company that is focused 
on making money.

As a result, it can be a long and difficult process 
to get SEO recommendations added into the 
development pipeline in the first place, let alone 
moved along in the queue with all of the other 
priority items from all of the other teams.

Enterprise SEOs therefore need to be able to 
navigate internal politics, effectively 
communicate with stakeholders and be 
persuasive enough to get buy-in for SEO 
activities. You need to know who is making 
decisions around roadmap prioritisation, and 
you also need to know how to collect data that 
tells a compelling story to grab the attention of 
stakeholders and decision-makers.

IN ENTERPRISE ORGANISATIONS, SEO CAN BE OVERLOOKED DUE TO 

TOUGH COMPETITION BETWEEN NUMEROUS DEPARTMENTS ALL 

VYING FOR RESOURCE.
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2Website scale

Enterprise SEO maintains the fundamentals of SEO such as optimising content, links and metadata, but it 
has the added complexity of scale. Whereas in a smaller company you might have access to make 
necessary changes on a page-by-page basis, on an enterprise site you will likely need to get the necessary 
approval to make any changes in the first place, and also find a way of rolling out changes to thousands, or 
even millions of pages.

Any challenges you face with your website are proportional to its scale. So the bigger the site, the bigger 
the problem, and getting SEO right is difficult enough for smaller sites.



Olga Szoke, 
Head of SEO at Tourlane
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“Whether you’re working with a small website or an international enterprise, the fundamentals of 
SEO don’t change much. What does change is the scale. Managing a website of a few hundred 
pages is very different from managing a site with thousands of pages. It’s not uncommon to invest 
resources in generating new content to target a specific group of high-value keywords, when 
there are existing URLs which could be re-purposed or optimised.

Attention to detail and prioritisation are critical in identifying where your efforts should be spent. 
Always ask yourself the question “which sections of the site drive the most value for the 
business?” Data-driven insights should be at the heart of your decision-making.”

Website scale can refer to either the size of one website, or the number of domains under the main 
company umbrella. For example, Johnson & Johnson is an enterprise company with a large number of 
smaller subsidiaries with their own websites.

https://www.linkedin.com/in/olga-szoke-15a0a617/
https://www.tourlane.co.uk/


Whether you’re dealing with one huge website 
or a lot of smaller websites, you’ll have 
considerably large datasets on your hands which 
require certain skills to be able to work with 
them. Relying on Excel which has a 1 million row 
limit to analyse data for a site with significantly 
more URLs than that just won’t cut it.

This means that you’ll need more powerful 
solutions for handling this amount of data, as well 
as efficient processes for collecting and 
analysing it as quickly as possible. We’ll discuss 
some methods for doing this later on in this 
guide.
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BE DAUNTING TO 
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TO BEGIN DUE TO 

THE SHEER 

NUMBER OF URLS 

WHICH NEED TO BE 

MAPPED OUT AND 

ANALYSED.
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3Legacy issues

Enterprise SEOs are often faced with the 
challenge of having to work with complex 
legacy tech stacks and unwieldy websites with 
years’ worth of platform alterations, code 
additions and URL restructuring. This is an issue 
from a day-to-day maintenance perspective, but 
this can also bloat pages for the end-user and 
make them slow to load.

All of this is to be expected in an enterprise 
business, with countless employees coming 
and going over the years across multiple 
departments, and implementing different 
technical strategies. In an ideal world, 
everything that is created within a website will 
be maintainable in the long run, however, it is a 
very rare scenario where the SEO who 
manages an enterprise site has been there to 
guide and steer the website setup from the 
start.

Legacy issues and poor technical foundations 
can really impact an SEO’s efforts to do their job 
and ‘move the needle’ in terms of performance, 
so it’s important to review your CMS and tech 
stack so you are fully aware of their limitations 
before you put all of your resources into SEO 
campaigns which could be doomed to fail.

ENTERPRISE SEO 
SUCCESS IS OFTEN 
LIMITED BY LEGACY TECH 
STACKS WHICH CAN 
CAUSE BOTH PAGE LOAD 
SPEED ISSUES AND 
ONSITE IMPLEMENTATION 
ISSUES.



Consistency of technologies and platforms 
across the websites you manage for easier 
implementation of SEO fixes.

Make sure the CMS has the capability to add 
and edit key SEO elements, including 
canonical tags, noindex meta tags, title tags, 
internal links, structured data and sitemaps.

Crawl errors

URL duplication

Internal linking

Redirects

Canonical tags

Server response time

Check that the database has clean data, 
including correct categorisation and 
population of necessary descriptive fields.

To set yourself up for success, try and ensure the following wherever possible:

4Crawlability & indexability

For a website’s important pages to be indexed 
and shown in the search engines’ results pages, 
these pages have to be crawlable. 
Unfortunately, this can be a significant problem 
for enterprise sites that have millions of pages 
that need to be sifted through to be able to find 
crucial pages.

The crawlability of a website depends on a 
number of different factors, including:

It can be more harmful than you might think if 
Google and the other search engines are left to 
crawl as many URLs as they can find without 
proper restrictions in place. Not only does 
excessive crawling add to the business’ server 
cost, but also if search engines find and crawl 
too many low quality or auto-generated URLs, 
they could completely miss the new, valuable 
content on your site that you want to have 
indexed.

10

Pages with long download times can 
reduce Googlebot's crawl budget.

John Mueller, 
Google Webmaster Trends Analyst

1

DeepCrawl, https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-november-16th-2018/, 16th November 20181

https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-november-16th-2018/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link10
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-november-16th-2018/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link10


5Content quality

The scale of enterprise websites means that 
content quality analysis can be neglected, and 
pages with duplicate or thin content can go 
unnoticed. This can cause problems for both 
users navigating the website as well as the 
search engines trying to crawl and index it.

Duplicate content can get out of hand very 
quickly on an enterprise website which has 
elements like complex faceted navigation and 
internal search pages which auto-generate 
thousands of new URLs which have no unique 
or valuable content.

This can make it much more difficult for search 
engines to be able to crawl a website and find 
relevant content to add to its index.
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The key to encouraging search engines to crawl 
more of a site’s important pages is to increase 
the visibility and importance of these pages on 
the site through internal linking, and restrict 
their access to low quality pages that provide 
no value for the business.

URL duplication is an issue on larger sites 
as Google is more likely to miss new 
content.

John Mueller, 
Google Webmaster Trends Analyst

2

ENTERPRISE SEOS NEED TO TAKE MORE CONTROL OVER SEARCH 

ENGINE CRAWLING, AS LARGE SITES CAN BE DIFFICULT FOR SEARCH 

ENGINES TO PROCESS UNLESS CRAWL BUDGET IS MANAGED 

CORRECTLY.
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DeepCrawl, https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-august-25th-2017/, 25th August 20172

https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-august-25th-2017/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link2
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-august-25th-2017/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link2
https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
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DeepCrawl, https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-december-6th-2016/, 6th December 2016

DeepCrawl, https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-august-25th-2017/, 25th August 20174

3

Duplicate content makes large sites harder 
to crawl.

URL duplication is more of an issue on 
larger sites as Google is more likely to miss 
new content.

John Mueller, 
Google Webmaster Trends Analyst

3

John Mueller, 
Google Webmaster Trends Analyst

4

It can also make it more likely that Google will 
completely miss seeing new content, which can 
be a significant issue.

Writing out unique, descriptive content for every 
single page on an enterprise site would take a 
tremendous amount of time and resource. 
Instead, you need to focus on improving the 
content on pages that add value to your 
business, and prevent the ones that don’t from 
being accessible to users or search engines.

Pages that will be worth prioritising and 
investing time into for improving content 
include:

Not every page with thin content on a website 
can be improved, and there are solutions out 
there for handling pages that provide no value, 
such as redirecting them to a relevant page or 
noindexing them.

Pages receiving a lot of traffic.

Pages that are crucial to the current 
conversion journeys across your site.

Pages receiving a lot of impressions in 
organic search.

Pages covering topics that are valuable to 
your business and have a realistic 
opportunity of ranking for them.

https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-december-6th-2016/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-august-25th-2017/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link2
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-december-6th-2016/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-august-25th-2017/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link2
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6Identifying issues

When managing either an enormous site or a 
multitude of smaller sites, it can be difficult to 
be able to easily spot issues at a glance. This 
process can often take up a significant amount 
of time unless you have set up an efficient, 
streamlined approach to be able to drown out 
the noise of large datasets and highlight 
problem areas.

In enterprise SEO, it’s crucial to be able to 
maintain a top-level view of performance and 
technical health for a large portfolio of URLs or 
domains, to be able to detect issues before 
they arise. Being able to mitigate errors on a 
site before they become problematic enough to 
start affecting the bottom line will save the 
business both time and money in the long run.

Here are just a few examples of some of the 
key elements that need to be monitored on an 
ongoing basis:

Increases in non-indexable pages

Increases in server errors

Increases in broken links

Increases in pages with high fetch times

Increases in pages with duplicate content

If any of these elements start to fluctuate 
significantly, this can act as an alert to a 
significant technical issue which could impact 
performance if left unfixed.

Website crawling tools are incredibly useful for 
ongoing site monitoring across a number of 
different websites, especially when you 
schedule regular crawls which will allow you to 
see positive or negative changes between 
crawls at a glance.

MAINTAINING A 

TOP-LEVEL VIEW OF 

KEY ISSUES ON AN 

ONGOING BASIS 

THROUGH WEBSITE 

MONITORING IS 

ESSENTIAL FOR 

STAYING ON TOP 

OF THE TECHNICAL 

HEALTH OF 

ENTERPRISE SITES.
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Try out DeepCrawl’s monitoring capabilities for yourself

https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/free-trial/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper


Now that we’ve outlined some of the main pitfalls in enterprise SEO which can impede performance, let’s 
explore some of the areas which can help you achieve success for the websites you manage.

“Working on enterprise SEO doesn't always mean you have a big SEO team! In my experience you can still 
achieve a lot with a small team by being strategic with your SEO projects and asks. Here are my top 13 tips 
to supercharge your enterprise SEO:

Understand the Technology Used: Providing SEO recommendations that can't 
be implemented due to limitations in technology will make it harder for you to get 
buy-in on future asks. Understand your CMS, frontend, tech stack, etc. so when 
you provide recommendations you will have answers on how to implement them.

Build Relationships: Having great connections with the major stakeholders in 
your company can help you push your asks up the queue. There’s nothing more 
frustrating than having almost all your SEO asks in the backlog waiting for 
resources. Make sure you have great connections within the tech team.

Quick Wins First: No one wants to work on huge projects that take forever if they 
are not sure about the outcome. You need to build trust by getting the SEO low 
hanging fruit (low effort, high impact) first, and show great results. This way you 
gain the trust of other teams, then you can ask for your bigger projects.

Development/Engineering Teams - Greatest Ally or Worst Nightmare: Make 
sure you train the engineering teams on SEO and the importance of having SEO-
friendly implementation. You also need to develop an appreciation for their work 
and understand their production cycle.
Align your Goals with the Company's: Yes, you have many SEO projects that need 
support, but find the ones that align with the company's goals and show how 
these goals can be achieved by integrating SEO into the project.

Align your Goals with the Company's: Yes, you have many SEO projects that 
need support, but find the ones that align with the company's goals and show 
how these goals can be achieved by integrating SEO into the project.

Find Hidden Resources: You need to understand your organization well to find 
available resources that can help you with SEO projects that you don't have the 
bandwidth for. For example, the PR team can help a little with outreach and link 
building.

Develop Analytical Skills: It is extremely important to show the results of your 
work to get more resources and funding. Waiting for other teams to analyze the 
data for you can take forever. Sharpen your Excel/Google Sheets, SQL and 
Google Data Studio skills, you will definitely need it.

Show Value & Communicate Results: You need to promote your work within the 
company via data and story-telling. You can create an SEO newsletter or get 
invited to other team meetings where you share the results of the SEO projects 
they worked on. Know your audience and make sure you share stories they care 
about in a language they understand.

5
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How to succeed in enterprise SEO

15



John Shehata, 
VP of Audience Growth at Condé Nast

Choose your Battles Wisely: Not every SEO recommendation is worth fighting 
for. Can't get your H2s in places and the semantic layout is broken, so what. 
Fight for the ones that will make a huge difference, not the nice-to-haves.

Providing Keywords is Not Your Main Job: Don't get me wrong, it is important, 
but if this is all what other teams are asking from you then something is wrong. 
You are their "strategic partner". Understand their goals and success metrics and 
deliver strategic recommendations that will help their projects to succeed in 
terms of search.

Ongoing Training & Refreshers: Don't get frustrated if the editorial team forgot 
to implement what you taught them in your SEO training. Their main goal is to 
produce quality, accurate content and they have so many other fighting priorities. 
Train and train again and show results until SEO becomes top of mind or second 
nature.

Integrate SEO into the Product Cycle: Work with your product managers and 
make sure SEO is integrated into the product cycle (kick off, content 
recommendations, design recommendations, technical recommendations, and 
most importantly QA). Define what are the important touchpoints so SEO is not 
just an afterthought.

Make Them the Hero: Communicate results of your SEO projects to participating 
teams. Make a big deal of giving public acknowledgement of their vital 
contribution. Highlight their hard work and emphasize how SEO helped with the 
project success. When you focus on making other teams successful, you’ll earn 
their trust and they will be looking for the next opportunity to work with you.”

5
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Building a culture of SEO 
The most important place to start to be able to succeed in enterprise environments is to build a culture of 
SEO. This involves educating stakeholders and your colleagues about the importance of SEO.

TO BE SUCCESSFUL IN ENTERPRISE SEO, YOU HAVE TO BRING 

STAKEHOLDERS AND INTERNAL TEAMS ON BOARD AND GET THEM 

TO CARE ABOUT SEO BY BUILDING A CULTURE AROUND IT.
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https://twitter.com/JShehata
https://www.condenast.com
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Bringing everyone working on a project 
together under the common goal of ensuring 
strong website performance from the start, can 
really pay off in the long run. This way you won’t 
have to force people to consider SEO 
implications at the end of the project as an 
afterthought; they’ll be keeping them in mind 
throughout the project as it progresses. The 
way to make this happen is to get people to 
care about SEO.

Luckily, there is a common theme of SEO that 
everyone in the company can get behind. 
Today, SEO could stand for Search Experience 
Optimisation, because we optimise for the user, 
not the search engine. Google’s ranking 
algorithms have been gradually shifting more to 
favour UX. It’s all about searcher happiness and 
serving searcher intent as this is what’s 
impacting algorithms most.

The website is the core anchor of many 
marketing strategies, so when the SEO team 
implements fixes aimed at increasing the site’s 
performance in organic search and user 
happiness and conversions, the business as a 
whole benefits.

For enterprise companies, SEO can’t succeed 
within a silo, it needs to have visibility within the 
rest of the company.

“Over the past decade plus I have been 
welcomed into the world’s largest 
enterprise organizations to help them 
improve SEO. One of the lessons that I’ve 
learned is that the siloed mentality of 
treating SEO as a tactic when its success is 
so dependent on the organization and 
cultural acceptance of multiple disciplines 
(such as IT, content, marketing, product and 
others) is a sure-fire recipe for failure. Treat 
SEO as a culture, not a tactic.”

Stephan Bajaio, 
VP of Professional Services 
at Conductor

Page Speed

Content

UX

Paid Media

PR

Affiliates

Email

Social Media

Development

SEO Focus Business Area

User Journey Optimisation

Keyword Targeting

Onpage Optimisation

Technical Improvements

Link Building

IMAGE  SOU RC E :  R AC H E L  C O ST E L LO

https://www.slideshare.net/DeepCrawl/the-toughest-battles-in-seo-are-internal-rachel-costello-technical-seo-deepcrawl
https://twitter.com/stephanbajaio
https://www.conductor.com/
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To get others to care about and buy in to SEO, 
they need to:

To begin the process of building a culture of 
SEO, you first need to build credibility and 
respect within your company by proving 
yourself to be the go-to resource for anything 
SEO related. This means keeping your finger on 
the pulse of the SEO industry and keeping up to 
date with the latest news and developments, 
and then sharing them internally.

For people to pay attention to what you’re 
saying about SEO, you need to prove to them 
that you know what you’re talking about.

As much as we would probably all enjoy having 
the time to browse through a variety of different 
publications to find impactful news within the 
search landscape, this isn’t always possible due 
to packed schedules and workloads.

However, rather than doing all of the research 
and collation yourself, make use of other 
sources out there that curate this information 
for you by setting up automatic alerts for new 
posts on your favourite publications, or 
subscribing to newsletters such as The Moz 
Top 10, Tech Bound, The Weekly SEO or 
DeepCrawl’s coverage of the Google 
Webmaster Hangouts.

Growing your authority 
internally as an SEO

Understand what it is

Understand why it’s important

Trust you as an authority

Want to work with you

FOR YOUR COMPANY 

TO TAKE YOUR 

RECOMMENDATIONS 

ON BOARD, THEY 

HAVE TO BE ABLE TO 

TRUST YOUR 

POSITION AS AN 

AUTHORITY ON SEO.
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https://moz.com/moztop10
https://moz.com/moztop10
https://www.kevin-indig.com/the-newsletter/
https://theweeklyseo.com/
https://www.deepcrawl.com/blog/tag/google-webmaster-central-hangout/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://
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How you then raise awareness and share this information internally is up to you, as it depends on what best 
suits your company and its teams. For example, you could create a company-wide SEO newsletter collating 
the key developments in the industry each month, or you could even set up a Slack channel where you can 
share articles with one another.

Sign up to our newsletter to receive the latest news from Google

https://marketing.deepcrawl.com/acton/form/31628/0002:d-0001/0/-/-/-/-/index.htm?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
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“Impactful SEO isn't executed by a lone wolf. You need buy-in for resources. Problem is, decision 
makers often see SEO as a mystical box with unknown value inside. Stop writing detailed, multi-
page SEO strategy documents. Executives won't read them. Break complex, overarching 
projects down into small, incremental changes.

For example, if you need to improve on-page SEO site-wide. Start with something super simple, 
but that will show a result. Say, changing the homepage title tag. When your quick wins produce 
a positive impact on KPIs, call them out (being sure to thank any developer who helped 
implement them) and in the same email/meeting/presentation, give the clear next step of 
another snackable SEO task.

This approach makes SEO tasks easy to slot in around other 
business priorities and builds trust you can leverage for 
larger projects.”

BECOME A STEWARD 

OF SEO FOR THE 

WIDER COMPANY 

AND TEACH THEM 

WHAT SEO IS, AND 

MORE IMPORTANTLY, 

HOW IT CAN IMPACT 

BOTH THE WEBSITE 

AND THE BOTTOM 

LINE.
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Take the time to bring people on board by 
educating them about the importance of SEO 
and how it can be valuable for the business to 
follow best practices. Stakeholders won’t buy in 
to a project if they don’t understand it, care 
about it or believe in its value, so avoid using 
technical jargon and instead use language that 
will resonate with them.

Rather than jumping into the technical details of 
canonicalisation configurations, explain the 
concept of page authority and how this can 
sometimes be diluted when you have too many 
pages trying to fulfil the same purpose, and that 
one stronger page has a better chance of 
ranking and bringing in revenue.

Educating your 
company about SEO

Jes Scholz, 
International Digital Director of Ringier

https://twitter.com/jes_scholz?lang=en
https://ringier.com/en


“No matter the flawlessness of your planned SEO strategies, these will 

struggle to properly get off the ground if you have limited resources and 

no prioritisation. This becomes a difficult task, especially in a larger 

company where demands are high and the SEO team might be perceived 

as a basement dwelling team of keyword stuffers.

Not only do you need to defend your cases, provide ROI evaluations, and 

generally prove why you deserve new features developed, you need to 

preach the "good word of SEO" (i.e. how your work drives crucial website 

traffic and conversions, and helps the whole product grow).  At SIXT, we've 

worked hard on our internal awareness and better communication over 

the years and it's made serious improvements to the acceleration of SEO 

projects. We've achieved this by a number of means involving varied 

internal learning sessions where we hear about other department's work, 

and can in turn educate and motivate others regarding the impactful and 

diverse projects the SEO team create.”

Izzi Smith, 
SEO Manager at SIXT

07

https://twitter.com/izzionfire
https://www2.sixt.com/
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During your education process, you need to make sure that internal teams know:

A developer should be made aware of the fact that noindex tags can prevent users from finding the 
website they’ve worked so hard to build. No one wants to build something that nobody will end up using!

How SEO can impact them. How they can impact SEO.1 2

“When you’re managing an enterprise website, there are plenty of moving pieces. Because SEO 
is a channel that is affected by many other departments, it’s important to have SEO team 
collaborating with cross-functional stakeholders:

Development & Operations – Whenever a new feature is being developed, it’s important to 
make sure the SEO team is providing business requirements and acceptance criteria. Once 
the feature is built, the SEO team needs to perform User Acceptance Testing (UAT) using a 
Googlebot simulation, like DeepCrawl, to ensure the feature is operating as planned.

Content / Creative Production – When new digital assets are created for the website, it’s 
important that they’re responsive and well optimized for the web. SEO team oftentimes 
provides topic research, editorial review, and tagging standards to ensure the new digital 
asset can perform the best that it can be.

Social Media – The social media team also can indirectly lead to blogging opportunities with 
publishers. The SEO team assists with Outreach by making sure our website is featured 
through high-quality links from influencers that are from our target audience.

Retail / 3rd Party Ecommerce – How and where we sell our products online and offline creates 
an ecosystem for our products and services. As a brand, it’s important to ensure we’re selling 
in the right place for our customers.”

Kathryn Parsons, 
Head of SEO at Philip Morris 
International

https://www.linkedin.com/in/kathrynkatz/
https://www.pmi.com/
https://www.pmi.com/
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Getting SEO wrong can also lead to huge 
negative impacts for a website. Think about 
sweeping algorithm updates which can 
immediately wipe out a site’s hard-earned 
organic traffic. There is a lot at stake and this 
needs to be communicated effectively so that 
decision makers won’t be able to shrug off SEO 
as a ‘nice to have’ bonus, but as a fundamental 
‘must-have’ part of the business strategy.

You’ll know that you’re doing a good job once 
people start coming to you with questions 
about the impact of SEO performance before 
they undertake a project. For example, if a 
merchandiser asks you about best practices for 
handling out of stock pages before they start 
removing products at will, that means that they 
understand the consequences of broken pages 
which is great.

If the rest of the company is educated about the 
potential risks and rewards of SEO, they can 
help you in spotting issues and raising concerns 
around the different projects across the 
business. This will lighten the burden on the 
SEO as they won’t have the pressure to be all-
knowing and go out of their way to keep up-to-
date with every single potential issue for every 
project in every department that will impact the 
website; these issues will be brought to you.

In enterprise SEO, having the skills to build 
relationships and persuade people can be far 
more powerful than having technical 
knowledge alone. To be able to get SEO fixes 
prioritised and implemented, you need to have 
a strong internal network which is built on 
communication, empathy and trust.

Establishing relationships

“Your internal network is key to get stuff 
done. Going beyond the prioritization and 
getting your product teams go the extra mile 
really is helped by close, personal 
relationships. A beer and pizza budget is 
one way to get there, but real relationships 
are built through personal interest. As an in-
house enterprise SEO, you need to have a 
lot of empathy to be able to build such 
relationships.

Also, your external network can help you in 
getting information on any algorithmic 
changes your peers see in their data. Having 
a large rolodex of people you can trust is a 
big advantage for any enterprise SEO.”

YOU CAN BE A 

TECHNICALLY 

SKILLED SEO, BUT 

WITHOUT INTERNAL 

RELATIONSHIPS 

WITHIN YOUR 

COMPANY YOU MAY 

STRUGGLE TO BE 

ABLE TO GET 

ANYTHING 

IMPLEMENTED.
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Dennis 
Goedegebuure, 
VP of Growth & SEO 
at Fanatics

https://twitter.com/TheNextCorner
https://www.fanatics.com/
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Getting others on your side will be much easier if you commit to SEO education and helping them 
understand why you need whatever it is you’re asking for, and then sharing how they in turn helped your 
project to achieve success.

Once you’ve begun the process of building a culture of SEO and educating your company about its 
importance, you’ll need to analyse your website to make sure that it is technically sound and won’t impede 
any SEO campaign efforts through poor optimisation.

Analysing & managing enterprise sites

“The solution to the challenge of scale is always having a wide angle view of the total picture of 
the organization and SEO performance. Utilizing tools that support this wide view are a huge help 
for traffic metrics and for the human challenges, it is vital to build relationships across the entire 
organization. 

Coupled with this wide view, it is critical to employ a process of ruthless 
prioritization and don’t get stuck in the weeds.

For example, fixing every 404 on a huge site is akin to playing arcade 
whack-a-mole, and it is far more important to know what creates the 
404’s and prevent a recurrence. Similarly if there is a rogue engineer or 
product manager that insists on doing things their way, it is not always 
necessary to prove them wrong and bring them into the fold. My 
experience in enterprise SEO has taught me that it is always better to 
win the war than win the battle.”

Eli Schwartz, 
Director of 

Growth & SEO at 
Survey Monkey

Stronger internal relationships allow for more cross-collaboration between 
teams, which increases the chance of success in enterprise SEO. An 
enterprise SEO has to be good at integrating with other channels and working 
with other teams.

“As an in-house SEO you won't get far without buy-in from the cross-
functional teams that you depend on for implementation of your 
recommendations, such as the engineering, design, site 
merchandising and editorial teams. It's important to walk them through 
the "why" as you communicate. When they come on board and 
execute for you and as a result you drive success, be sure to celebrate 
their contribution. This will pay off the next time you have an ask.” William Sears, 

Acquisition 
Marketing at 

Disney

https://twitter.com/WKSears
https://www.thewaltdisneycompany.com/
https://twitter.com/5le
https://www.surveymonkey.com/
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In this section of the guide, we’ll explore the methods you can use for analysing your website and 
collecting meaningful data that can help inform your SEO strategy, even for the largest websites. We’ll 
also look at how you can use this data to build a strong technical foundation for your site to ensure 
success in the long run.

Before any meaningful optimisation work can 
take place, you’ll need a detailed picture of your 
website’s technical health. This can be difficult 
to achieve, however, due to the size of 
enterprise sites and the time it can take to crawl 
them and process all of their data.

However, being able to run smaller, more 
regular targeted crawls means that SEOs 
managing even the largest sites won’t have to 
wait around before they can start building their 
strategy; they’ll be able to get their data much 
more quickly meaning that they’ll be able to be 
much more agile.

The method of tactical crawling is based on the 
idea that you don’t need to crawl every single 
URL of a site every time. You only need to 
gather enough data to validate issues. With 
tactical, targeted crawling methods, you can 
use segments to build a representative picture 
of site health as a whole.

There are two main methods of tactical 
crawling: sampling and slicing.

By sampling data, the aim is to get a smaller 
percentage that’s representative of the entire 
website. Here are some methods for doing so:

Start a small crawl of around 10,000 URLs 
and find areas of crawl waste to exclude for 
the whole crawl. E.g. UTM tracking and 
parameter URLs.

1.

Effective crawl management Collecting data by sampling

HOMEPAGE

CATEGORY PAGE

SUBCATEGORY PAGE

SOCIAL TAG URLS

TRACKING URLS

PAGINATION URLS

PRODUCT PAGE PARAMETER URLS
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IMAGE SOU RCE :  D E E P C R AW L

Use level limitation to assess site breadth without getting lost in the weeds. E.g. only crawl up to 3 
levels deep.

2.

LEVEL 1

LEVEL 2

LEVEL 3

CATEGORY PAGE

SUBCATEGORY PAGE

HOMEPAGE

CATEGORY PAGE

SUBCATEGORY PAGE

CATEGORY PAGE

SUBCATEGORY PAGE

LEVEL 4 PRODUCT PAGE PRODUCT PAGE PRODUCT PAGE

IMAGE  SOURCE :  D E E P C R AW L

https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
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Crawl a certain number of examples of each page type to analyse page templates. E.g. crawl a handful 
of category pages, product pages and blog posts.

3.

CATEGORY PAGE 4 PRODUCT PAGE 4 BLOG POST 4

CATEGORY PAGE 3 PRODUCT PAGE 3 BLOG POST 3

CATEGORY PAGE 2 PRODUCT PAGE 2 BLOG POST 2

CATEGORY PAGE 1 PRODUCT PAGE 1 BLOG POST 1

IMAGE SOU RCE :  D E E P C R AW L

Collecting data by slicing

When you slice data you are looking to get a smaller, distinct section in isolation rather than a percentage of 
the site as a whole. Here are some methods for doing so:

Crawl a distinct section that serves a separate function. E.g. the blog or a separate mobile site.1.

https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
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LEVEL 1

LEVEL 2

LEVEL 3

CATEGORY PAGE

SUBCATEGORY PAGE

HOMEPAGE

CATEGORY PAGE

SUBCATEGORY PAGE

BLOG

BLOG CATEGORY

LEVEL 4 PRODUCT PAGE PRODUCT PAGE BLOG POST

A horizontal slice of one subsection of the website. E.g. all of the products but none of the categories.2.

LEVEL 1

LEVEL 2

LEVEL 3

CATEGORY PAGE

SUBCATEGORY PAGE

HOMEPAGE

CATEGORY PAGE

SUBCATEGORY PAGE

CATEGORY PAGE

SUBCATEGORY PAGE

LEVEL 4 PRODUCT PAGE PRODUCT PAGE PRODUCT PAGE

https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper


29

IMAGE SOU RCE :  D E E P C R AW L

Try out these tactical crawling methods with DeepCrawl

These tactical crawling methods allow you to 
create an agile solution for website crawling 
which allows you to be flexible and proactive 
when managing even the largest websites. This 
comes in handy when you need to gather data 
to build an SEO project proposal quickly, or if 
you need to be able to prioritise the biggest 
issues to tackle first within your workload at 
short notice.

Tactical crawling also allows you to get to know 
your website and its structure better. Once you 
establish patterns such as internal linking 
between key page sets, you no longer need to 
crawl everything because you understand the 
overall structure. This allows you to build up 
your own process that works for you and your 
site and crawl more efficiently in the future.

Remember to also run annual or semi-annual 
full crawls and tech SEO audits, as the data 
from these will form the primary baseline for 
planning any tactical crawls.

USE TACTICAL 

CRAWLING 

METHODS TO GET 

FASTER INSIGHTS 

INTO YOUR SITE’S 

TECHNICAL 

HEALTH, WHICH 

WILL ALLOW YOU 

TO BE MORE AGILE 

AND PROACTIVE IN 

YOUR WORK.
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https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/free-trial/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
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Now that you’ve got some advice on crawling 
your own site, here are some tips on ensuring 
better crawl efficiency for the search engines 
visiting your site:

Use robots.txt or directives like noindex to 
control which of these pages are available 
for crawling and indexing.

Implement canonical tags to consolidate 
rankings for duplicate URLs.

Have sitemaps that only include indexable 
pages to make sure search engines are 
being sent up-to-date pages to crawl.

Make sure only necessary faceted pages 
that provide value to users are indexable.

Google only needs to crawl facet pages 
that include otherwise unlinked products or 
content.

John Mueller, 
Google Webmaster Trends Analyst

5

Google Search Console Help
6

The key to better understanding the technical 
health of an enterprise site and gauging the 
success of particular fixes is to break it down 
into smaller, more manageable segments. 
Categorising a website can help you better 
analyse and understand it.

A website should be able to be split into around 
5-7 categories, such as:

Categorising a site for internal purposes isn’t 
enough, this should also be reflected by a 
consistent site structure with understandable 
URL paths and subfolders, such as /products/ 
or /articles/, to allow for easy grouping, crawling 
and analysis.

This makes it more straightforward to be able to 
segment data in sitemaps:

“Break up large sitemaps into smaller 
sitemaps to prevent your server from being 
overloaded if Google requests your 
sitemap frequently. A sitemap file can't 
contain more than 50,000 URLs and must 
be no larger than 50 MB uncompressed.”

Segmentation & 
targeted analysis

Product pages

Category pages

Blog pages

Vanity pages

Navigational pages

Transactional pages

FAQ pages

1

2

3

4

5

6

7

DeepCrawl, https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-april-16th-2019/, 16th April 2019

Google Search Console Help, https://support.google.com/webmasters/answer/183668, 29th May 2019 (last accessed)6

5

https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-april-16th-2019/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-april-16th-2019/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://support.google.com/webmasters/answer/183668
https://support.google.com/webmasters/answer/183668
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IMAGE  SOU RC E :  D E E P C R AW L

You can also segment data within external 
sources such as log file tools, Google Analytics 
and Google Search Console, by creating 
custom properties and inclusion rules to 
analyse particular website categories:

Another use of segmentation for website 
analysis is to select subsets of pages for close 
analysis. This involves selecting a handful of 
pages from different categories on your site 
which have:

When you see the needle move for these 
pages this will be much more meaningful 
because you will be able to more accurately 
attribute performance improvements back to 
changes that you have made. In a small way, 
this can help you prove the value of SEO fixes.

By analysing small groups of pages like this and 
carefully documenting key metrics and any 
changes made to them on an ongoing basis, 
you can drown out the noise of the rest of the 
site and start to be able to identify fixes that 
bring about performance increases. 

A strong history of organic traffic.

Consistent levels of user engagement.

Close monitoring and documentation of all 
changes made.

1.

2.

3.

https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://search.google.com/search-console/
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BETTER UNDERSTAND ENTERPRISE SITES BY BREAKING THEM DOWN 

INTO SMALLER SEGMENTS, AS THIS ALLOWS YOU TO DRILL DOWN 

AND START SPOTTING MORE TRENDS AND OPPORTUNITIES.

BETTER UNDERSTAND ENTERPRISE SITES BY BREAKING THEM DOWN 

INTO SMALLER SEGMENTS, AS THIS ALLOWS YOU TO DRILL DOWN 

AND START SPOTTING MORE TRENDS AND OPPORTUNITIES.

“Keep meticulous records of what you 
changed and when, as well as short- and 
long-term impact. Reporting is critical. I 
suggest using the annotation feature in 
Google Analytics to help you keep track of 
changes.

It can be far too tempting to just start 
making changes according to best 
practices, and then report an increase in 
organic traffic a few weeks later only to 
have another department argue that it’s 
actually due to some other campaign they 
did at the same time. Do your best to 
isolate your achievements.”

You can then test out implementing changes 
that saw positive results on more subsets of 
pages. It’s important to roll out changes 
gradually across enterprise sites to minimise 
ranking fluctuations and any impact on 
performance.

It’s fine to make large scale site changes all 
at once, but this can cause bigger SERP 
fluctuations than phased changes.

John Mueller, 
Google Webmaster Trends Analyst

8

Jenny Halasz, 
President of JLH Marketing

7

Search Engine Journal, https://www.searchenginejournal.com/large-enterprise-seo/, 18th July 2017

DeepCrawl, https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-october-17th-2017/, 17th October 20178

7

https://twitter.com/jennyhalasz
https://www.jlh-marketing.com/
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-october-17th-2017/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link7
https://www.searchenginejournal.com/large-enterprise-seo/
https://www.deepcrawl.com/blog/news/google-webmaster-hangout-notes-october-17th-2017/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper#link7
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Technical onsite optimisation should be at the forefront of any enterprise SEO strategy, and this should form 
the foundations upon which you can then build campaigns.

Building solid technical foundations

Three crucial elements that should form the 
technical foundation of any enterprise site are 
internal linking and site architecture, site speed 
and web performance, and internationalisation. 
However, these are also elements that enterprise 
sites struggle the most with. This is something 
that the DeepCrawl team has seen from working 
with our biggest enterprise clients.

Internal linking & site architecture:                 
This is of the most powerful elements that 
enterprise sites can leverage to increase 
crawlability of important pages, improve 
navigation for users, and pass PageRank to 
important pages that you want to rank in SERPs.

Site speed & web performance:             
Site speed sits at the top of the UX 
hierarchy in terms of what users want most 
from a website, however, it can be a huge 
challenge to optimise the performance of 
enterprise sites.

Internationalisation:                            
Global websites need to be able to reach 
and speak to wide international audiences, 
but this is only possible through the correct 
targeting and localisation.

1.

2.

3.

https://searchenginewatch.com/2017/12/07/the-highs-and-lows-of-enterprise-seo-which-strategies-paid-off-best-in-2017/
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“Success in enterprise SEO is not 
something that can be only measured 
through your website 's ranking. It is also 
based on the foundation of your SEO 
efforts, which is the structure of the 
website, multilingual optimization, 
scalability, automation and accessibility of 
the content since the website consists of 
million pages. Therefore, good indexing 
and accessibility are important points of 
concern for enterprise SEO.”

That’s why we’ve put together comprehensive 
guides on each of these topics so you can fully 
understand their importance and how you can 
make sure your website has a fully optimised 
technical foundation that will put you in good 
stead for the SEO campaigns you’ll go on to 
launch. Get the technical side in order first so 
you have a solid foundation to go after your 
tactical goals around long-term ranking 
strategies.

Rafay Qureshi, 
SEO Manager at 
Tajawal

Read our guide to site architecture optimisation

Read our guide to site speed

https://www.linkedin.com/in/rafayqureshi/
https://www.tajawal.com/
https://www.deepcrawl.com/knowledge/white-papers/site-architecture-guide/
https://www.deepcrawl.com/knowledge/white-papers/site-speed-performance-guide/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
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Read our guide to international SEO

You might think that the biggest challenges in enterprise SEO are analysing large datasets and identifying 
issues within them, however, this is often only half the battle. The next step is to get your recommended fixes 
added into the company’s development roadmap and eventually actioned.

With large numbers of different items from teams with competing priorities, getting SEO fixes moved up the 
development queue can be a monumental challenge. That’s why we’ve put together some advice on how to 
pick your battles and choose the issues that matter most to push ahead with, and how to get them signed off.

Getting SEO fixes implemented

“There are two key aspects in enterprise SEO. The first is driving things forward, which can be 
challenging when the risk of breaking things and conflicting priorities of the business often 
supercede your own requirements in a fast moving company. To do this, you need to provide a 
business case for what is required, often it isn't about monetary value directly, but it can be 
reducing the number of calls received by the call centre, it can be about avoiding loss if a 
competitor starts doing something. It can be about maintenance rather than growth.

The second part is about ensuring that all development is monitored. 
Developers are good at checking in when they think something will 
impact SEO, however, it is often more challenging to teach them that 
some minor code changes can have a significant impact. Training 
colleagues is a significant part of the role from both a technical and 
marketing discipline.

One of the best skills that any SEO within an enterprise company 
requires is the ability to manage both upward and downward. This 
involves stakeholder management, as well as making sure developers 
are informed about why SEO action is taken.”

Gerry White, 
SEO Manager at 

Just Eat

https://www.deepcrawl.com/knowledge/white-papers/international-seo-guide/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://twitter.com/dergal
https://www.just-eat.co.uk/
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SEOs want to ask for everything we possibly 
can to get audit tasks actioned, because we 
don’t have any control over the search 
landscape; our rankings are decided by Google 
and the other search engines. This means that 
we often throw everything we possibly can at a 
site to try and move the needle, hoping that at 
least one of those actions positively impacts the 
bottom line.

That isn’t realistic in an enterprise company, 
however. You need to be nimble and pick your 
projects and battles carefully in order to make 
the biggest impact possible. Find the easiest 
path to success by speccing out any projects 
first to make sure they give the maximum value 
for minimum effort.

Issue prioritisation

Here are some of the factors to consider when 
prioritising your SEO tasks:

Will search engines care about this 
change? Invest your efforts in the areas that 
impact Google’s ranking algorithms, as these 
are focused around UX which will also 
improve the quality of your website as a 
whole.

Will this change impact crucial business 
KPIs? Adding a new sitemap won’t help to 
increase conversions directly, however, 
refining keyword targeting and improving 
content relevance can.

How many projects will this change 
positively impact? Create a map of all your 
SEO actions to visualise common fixes 
between them that will impact multiple 
projects, and also map this against all of the 
other projects in the company roadmap to 
see if your changes will have a wider impact 
on the business.
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What will be the impact of leaving this 
issue unfixed? Issue prioritisation isn’t just 
about adding value, it’s also about mitigating 
risks and thinking about how performance 
will be negatively impacted if an issue is left 
without implementing a fix.

“Before investing in any SEO tool or fix (or 
any platform/service for that matter), one 
should always consider the actual value it 
will add to their traffic/performance. 
Always assess any new investment in 
terms of its expected contribution to time 
saving, resource efficiency, and actual 
return on investment (both in the short 
term and long term).”

You need to be ruthless when prioritising the 
tasks that will get onto the roadmap. SEOs 
almost need to become project managers as 
they need to set out clear expectations of 
delivery dates, the teams involved in 
implementing the fix, and being a central point 
of communication between these teams to 
ensure the fix is completed.

Consider elements like current traffic, 
impressions and CTR, ease of implementation, 
the time that it will take to implement, the 
conversion potential, the cost of the fix and the 
size of the growth opportunity.

Simone Farah, 
Digital Marketing 
Manager at 
Mövenpick Hotels 
& Resorts

https://www.linkedin.com/in/farahsimone/
https://www.movenpick.com/
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Initiative

A

B

Traffic Ease of implementation Time Conv. Potential Cost Growth

C

Total

IM AG E S OURCE :  E L I  S C H A R W T ZRuthless Prioritization

“In enterprise SEO, it is important to leverage the myriad data 
sources that exist externally, integrating them, and making 
impactful decisions. There is so much actionable data available to 
us as digital marketers. There is so much of it in fact, that finding 
the needles in the haystack that should be prioritized is the 
challenge. But it can be done. 

Modern tools can help you aggregate massive data sets, score, 
and rank the data. You can go even further—and drive even more 
value—when you join the datasets that you can get from your 
tools. For example, your organic search data can inform your paid 
search tactics, and vice versa.”

“For me, the main challenges in enterprise SEO are prioritisation and 
resource. For example, knowing which products to prioritise when 
looking into content creation and balancing SEO needs vs business 
needs. You need a lot of investment to develop a new product while 
maintaining a certain level of effort around existing core products, so 
it can get tricky sometimes to allocate time and resource to the likes 
of several product managers.

To tackle this issue, think about what can be done internally, and 
what can be outsourced in order to support all products in the best 
conditions. It’s also important to explain that SEO is not an "instant 
results" acquisition channel, however, this can be challenging 
because a lot can be expected from SEO traffic.”

William Sears, 
Acquisition 

Marketing at 
Disney

Anthony Prive, 
Head of SEO at 
LesFurets.com

To gather the data you need to be able to prioritise tasks in this manner, it’s crucial to make use of the 
different data sources available to you.

https://twitter.com/AnthonyPrive
https://www.lesfurets.com/
https://twitter.com/WKSears
https://www.thewaltdisneycompany.com/
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IMAG E S OURCE :  D E E P C R AW L

In order to get an SEO fix actioned within an enterprise organisation, you’ll need to carefully 
plan a proposal and create an impactful business case that demonstrates why the project is 
important and what value the business can expect to gain from actioning it. This stage is 
crucial for getting anything done.

If you can demonstrate the following three key elements for your 
business case, you’ll have a much easier time winning over stakeholders 
and getting the buy-in and resource you deserve:

Creating an impactful business case for SEO

“You might be the best in the world in terms of identifying and 
debugging SEO issues, but unless you know how to work with 
internal teams, develop business cases, communicate with 
clarity, and really sell the value of your channel, you will struggle 
to get anything done at all.”

Being able to integrate data from your different tools makes this process a lot easier, as you can see all of 
the metrics you need for prioritisation in one place.

Rory Truesdale, 
Managed Services 

Strategist at WeWork
9

Search Engine Journal, https://www.searchenginejournal.com/build-seo-business-case/, 5th December 20189

https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://twitter.com/RoryT11
https://www.wework.com/
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I MAGE SOURCE :  T W I T T E R

1. SEO knowledge: Compile best practice 
advice from Google, as this is a big name to 
have on your side. Use official 
recommendations and documentation from 
search engines where possible to support 
your suggestions.

Example: Page speed is a ranking factor, and 
really slow sites won’t be shown prominently 
to users in Google’s search results.

2. Conversion impact: To create more urgency and immediacy, highlight what is failing on your site now. 
Especially the customer’s journey to conversion.

Example: Google Analytics data shows a correlation between page load time and bounce rate. When 
site load times spiked, customers abandoned the site more frequently and didn’t go on to convert.

IMAGE  SOU RC E :  G O O G L E  A N A LY T I C S

https://twitter.com/googlewmc/status/1016276644321996800
https://analytics.google.com/analytics/web/
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3. Website data as evidence: Show data from a recent crawl of your site to show how many pages are of 
concern. This can help to show the scale of the issue.

Example: Over ⅓ of all pages on the site take too long to fetch, let alone load.

IMAG E S OURCE :  D E E P C R AW L

These three elements are crucial because the most compelling business case is the one that is both 
impactful and understandable.

Tie SEO efforts back to revenue wherever possible, and create models for 
doing this if they don’t currently exist within your company.

“Building a case which clearly articulates the cost and benefits of 
a project for the organization is key to get your projects 
prioritized. Your features will always compete with other groups’ 
priorities. Having a clear ROI calculation, backed up with a good 
hypothesis and data, will set you up for success in the 
prioritization discussions. At the same time, be flexible if your 
projects don't make the cut, but take your goals down with the 
upside the project would have given you. You don't want 
unrealistic objectives for you and your team because you didn't 
secure the resources on the product roadmap.”

Dennis 
Goedegebuure, 

VP of Growth & SEO 
at Fanatics

https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://twitter.com/TheNextCorner
https://www.fanatics.com/


Jes Scholz, 
International Digital Director of Ringier

“When SEOs report on results it's often in ranking changes, GSC 
impressions or organic sessions. Stop this! Tie your SEO results 
directly to business KPIs. Users, conversions, revenue - what is the 
metric the CEO of the company cares about? Impact that and 
getting resources will become much easier.”
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INCORPORATE SEO KNOWLEDGE, CONVERSION IMPACT AND 

WEBSITE DATA AS EVIDENCE WITHIN YOUR BUSINESS CASE TO 

DEMONSTRATE HOW SEO ISSUES ARE IMPACTING THE BOTTOM LINE.

INCORPORATE SEO KNOWLEDGE, CONVERSION IMPACT AND 

WEBSITE DATA AS EVIDENCE WITHIN YOUR BUSINESS CASE TO 

DEMONSTRATE HOW SEO ISSUES ARE IMPACTING THE BOTTOM LINE.

You can map SEO metrics to website conversion. Using site speed as an example SEO metric, calculators 
such as the one in Google’s Test My Site tool can help you demonstrate the impact that page load times 
are having on your bottom line. You can show stakeholders exactly where SEO improvements, such as 
increasing site speed, can have a positive impact on the business’ KPIs and revenue.

IMAGE SO UR CE :  T E ST  M Y  S I T E

https://www.thinkwithgoogle.com/feature/mobile/
https://ringier.com/en
https://twitter.com/jes_scholz?lang=en
https://www.thinkwithgoogle.com/feature/testmysite
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In some cases, enterprise SEOs hit a dead-end where they can’t progress their project no matter how hard 
they try. Some development pipelines are just too long. Luckily, there are more methods available to SEOs 
today, such as Edge SEO and CDNs, which allow us to take back more control over implementation.

Distilled's ODN and Sloth by Dan Taylor are great examples of some of 
the options out there for technical implementation for even the most 
complex CMSs. Make sure you check them out if you’re looking for a 
solution for getting around long development queues.

“One constant scenario with enterprise clients when executing 
SEO programs are delays. Delays in getting technical resources. 
Delays in key page template alterations or programmatic 
modifications. Delays in the development queue.

In the past, there was little that an SEO agency or in-house 
specialist could do in these situations without having the 
development resources prioritized at the executive level. As a 
result, SEO improvements from a technical perspective were left 
in limbo, for months, years, if done at all.

Your business can conceptually leverage Google Tag Manager, as well as server-side CDN 
modifications to impact your SEO in a positive fashion. Although not as ideal as “hardcoded” 
changes, this option provides a level of opportunity to affect change when technical resources 
are limited or a CMS isn’t capable.”

“I’ve seen dev queues that span, literally, for years. I’ve also seen 
organizations that are completely unable to change the most basic 
information on their sites, such as opening times or title tags. In 
fact, it was this exact issue that prompted the development of our 
ODN platform a few years ago as a way to circumvent technical 
limitations and prove the benefits when we did so.”

Utilising Edge SEO & CDNs

Craig Smith, 
Founder & CEO of 

Trinity Insight 10

Tom Capper, 
SEO & Analytics 

Consultant at Distilled
11

DeepCrawl, https://www.deepcrawl.com/blog/best-practice/how-to-leverage-javascript-and-cdns-to-optimise-enterprise-seo/, 8th November 2018

Moz, https://moz.com/blog/legacy-brands-seo, 13th March 201911

10

https://www.linkedin.com/in/craigsmithtrinityinsight/
https://www.trinityinsight.com/
https://www.deepcrawl.com/blog/best-practice/how-to-leverage-javascript-and-cdns-to-optimise-enterprise-seo/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://odn.distilled.net/
https://sloth.cloud/
https://twitter.com/THCapper
https://www.distilled.net/
https://moz.com/blog/legacy-brands-seo


To learn more about Edge SEO, read the recap 
of the webinar we held with Dan Taylor, where 
he walked us through the ins-and-outs of the 
concept and how it can be used to help 
implement fixes for sites with legacy issues.

To be able to get more resource allocated to 
SEO in the future and get even more of your 
fixes implemented, you’ll need to prove its 
value. One of the best ways you can 
communicate this is through reporting.

Successfully reporting 
SEO results

44

“Edge and serverless technologies focus on closing the gap between the user and the 
source of data in order to reduce latency and bandwidth use as much as possible. By 
utilising serverless applications such as Cloudflare Workers, and the soon to be released 
Akamai EdgeWorkers, we can reduce the obstacles of implementing SEO fixes and making 
onsite changes posed by some legacy (and modern) platforms and tech stacks. This is what 
we call edge SEO -- and whilst not an entirely new concept, it's one becoming 
rapidly more accessible through the advent of edge SEO tools such as Sloth 
and Spark, and one more in need as marketing and development budgets 
become more strained.”

Dan Taylor, 
Technical Consultant & Account 
Director at SALT.agency

EDGE SEO AND 

CDNS CAN BE 
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WORKAROUND FOR 

IMPLEMENTING 

FIXES DESPITE THE 

LIMITATIONS OF A 

HARD-TO-WORK-

WITH LEGACY TECH 

STACK OR A LONG 

DEVELOPMENT 

QUEUE.
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“While enterprise level organisations are 
well familiarised with the costs of PPC, they 
are usually surprised to discover that SEO 
comes with a cost as well (from paid 
monitoring & crawling tools, to outreach, 
digital PR and content marketing or 
developer resources.) 

https://twitter.com/TaylorDanRW
https://salt.agency/
https://www.deepcrawl.com/blog/webinars/webinar-recap-seo-on-the-edge-dan-taylor/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/blog/webinars/webinar-recap-seo-on-the-edge-dan-taylor/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
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In enterprise SEO, there is a requirement for 
robust, flexible reporting that suits the specific 
needs of multiple stakeholders that require 
different levels of detail and shows them 
metrics that will be of most interest to them. 
This means that it’s crucial to understand how 
to create quality reports for the different tiers of 
your organisation.

A content writer, a head of digital and a CMO 
will all want different things from a report. The 
content writer will be interested in keyword 
opportunities and content performance, the 
head of digital will be focused on brand 
exposure and lead generation, and the CMO 
will be more interested in ROI and profitability, 
for example.

In some cases, stakeholders are surprised 
to such an extent that they won't finance 
these tools, or will provide only minimal 
budgets. This is when it is up to the SEO to 
get the most they can out of an initial 
budget and the resources allocated, 
showcase success across the organisation, 
and grow SEO awareness slowly and 
steadily.”

“Focus on showing each team/person 
metrics they can control:

Dev teams: Technical crawl reports with 
issues such as internal redirects or 404 
reports are relevant things that they can 
control. We like DeepCrawl for crawl 
reporting.

VPs and directors: High-level 
performance reports like M/M and Y/Y 
traffic and conversions give them a bird’s 
eye view of the site and the effects of 
your SEO efforts. Tying this data to a 
dollar figure will help make your case. 
This can include simple analytics data 
from Google Analytics, or more advanced 
tools such as our favorite BI tool, DOMO, 
or its competitor Tableau.

Product owners/business units: 
Keyword-level data and traffic to a 
specific site section that a team works on. 
An enterprise SEO tool like BrightEdge or 
Conductor can make these reports easy 
to manage.”

Orit Mutznik, 
Head of SEO at SilkFred

Jared Gardner, 
Head of SEO at Qualtrics

Moz, https://moz.com/blog/enterprise-seo-efficacy, 7th August 201712

12

https://twitter.com/OritSiMu
https://www.silkfred.com/
https://twitter.com/digagardner
https://www.qualtrics.com/
https://moz.com/blog/enterprise-seo-efficacy
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Here are some of the things to consider when 
creating reports for your colleagues and 
stakeholders:

To learn more about improving reporting and 
dashboarding in enterprise SEO, read the recap 
of our webinar with Nick Wilsdon.

Show how SEO is performing, including 
which efforts are working and where there 
are opportunities for growth.

Automate this process where possible 
through dashboarding.

Integrate data sources into tools like Google 
Data Studio for easy management of large 
website portfolios.

Use tool APIs where possible to get access 
to more data and be able to customise the 
way you use it.

“To overcome the key challenges that 
enterprise businesses face, you need to 
implement a process that incorporates the 
following:

Community-driven data analysis and 
mashups have lessened the need for 
the time of the Analytics and Data 
teams at Vodafone.”

Taking a data-first approach can 
reduce costs and increase capability. 
Focus more on tool APIs rather than 
their UIs. The data is important, not the 
interface, not least because using APIs 
reduces cost.

A common reporting structure is key. 
Senior stakeholders like knowing 
which reports to look at and the added 
level of organisation means teams are 
clear on the metrics that are relevant to 
them.

Different markets and teams may use 
different toolsets, but delivering an 
internal toolset will drive 
standardisation.

Drive automation by leveraging tools 
like Google Data Studio, which is 
crucial.

5.

4.

1.

2.

3.

Nick Wilsdon, 
Group Search 
Programme Project 
Lead at Vodafone
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DeepCrawl, https://www.deepcrawl.com/blog/webinars/owning-enterprise-seo-with-dashboards/, 25th April 201913

13

https://twitter.com/nickwilsdon
https://www.vodafone.co.uk/
https://www.deepcrawl.com/blog/webinars/owning-enterprise-seo-with-dashboards/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/blog/webinars/owning-enterprise-seo-with-dashboards/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper
https://www.deepcrawl.com/blog/webinars/owning-enterprise-seo-with-dashboards/?utm_source=white_paper&utm_medium=content&utm_campaign=enterprise_white_paper


Rachel Costello is a Technical SEO & Content 
Manager at DeepCrawl and spends her time 
researching and communicating the latest 
developments in search, as well as driving the 
DeepCrawl brand forwards.

We don’t believe in fads, we believe in building 
solid foundations which you can build upon. In 
our opinion, your site’s architecture is the 
foundation needed for optimal SEO 
performance.

Originally there were no options out there for 
crawling the largest, hardest-to-manage 
websites, so our founders created a new, tailor-
made tool that could meet their needs from an 
SEO perspective. DeepCrawl was built by SEOs 
for SEOs.

We aim to build a comprehensive search 
marketing platform with a unified vision by 
delivering, growing and innovating together 
with the marketing and tech communities.
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Enterprise SEO isn’t easy; it comes with its own 
set of unique challenges around managing 
large datasets and navigating complex 
organisational team structures. This requires 
both strong analytical skills to collect and 
interpret data, and interpersonal skills to build 
internal relationships and get things done.

Despite these challenges, enterprise 
businesses’ websites also have a lot of power 
which we can harness. They have a lot of 
authority and brand recognition which will help 
with user trust and click-through rates. The 
significant amounts of traffic coming through 
enterprise sites means that you can perform 
effective data gathering and testing for spotting 
performance trends and feeding into business 
intelligence. Finally, enterprise companies also 
have huge teams and budgets available to help 
you in your efforts, once you’ve managed to 
convince stakeholders about the power of SEO.

In conclusion

https://twitter.com/rachellcostello
https://www.linkedin.com/in/rachel-costello/
https://www.deepcrawl.com/?utm_source=white_paper&utm_medium=content&utm_campaign=internationalisation
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