
Introduction to natural 
referencing (SEO)



The MAIN objective of a website is to convince its clientele

Attract
More traffic

Convert
Internet users

Engage
Prospects

Retain
Customers

Users Visitors
Satisfied

Customers
Customers



Components of natural referencing 

Your responsibilty



Google’s mission is to list and rank all websites to propose the 
best possible results to Internet users.

There are 

81,000 
Google searches

per second

Crawling
Google searches the web with automated 
programs called crawlers, looking for pages that 
are new or updated. 

Indexing 
Google visits the pages that it has learned about 
by crawling, and tries to analyze what each page 
is about.

Google analyzes the content
This information is stored in the Google index, a 
huge database that is stored on many computers.

Serving search results
When a user performs a Google search, Google 
tries to determine the highest quality results.



What is natural referencing?

Search Engine Optimization (SEO), also known as
natural referencing, includes all techniques
intended to improve the positioning of a page, a site
or a web application in the search results page.

Natural

Paid 80%
Ignore paid search 

results

Paid referencing refers to the creation and
optimization of advertising campaigns on search
engines. For Google, advertisers resort to a bidding
system to run their ads through Google Adwords.



Advantages • Regular traffic
• Free
• Long term
• Better brand image

• Instant and guaranteed 
traffic

• Qualified traffic
• Detailed follow-up

Drawbacks • Time-consuming
• Slower positioning

• Costly
• No guarantee of results
• Short term
• Instant positioning

Why natural referencing?

67%
Of clicks go to 

the 5 first

natural results

Natural referencing Paid referencing



Do everything to impress upon crawlers that your site content is great and important in order 
to appear on the first page.

Target your 
audience

User 
experience

Key words

Header 
and title 

tags

Image 
optimization

Meta tags



Know your 
target and 

their 
objectives

https://quiz.canada.travel/cafr


Target specific key words and insert in your product description

Generic
An isolated and very competitive word

Example: trip

Medium tail
A rather generic (2- or 3-word) expression

Example: travel in Canada

Long tail
A specific expression that generates quality traffic
Example: Travelling as a family in Alberta, Canada

50%
Of queries 

consist of
4 or more words



1890words

First page 
content has

A GOOD MAIN TITLE
Find an interesting title with a key word, 
which creates an urge to click on your page.

DEVELOP CONTENT
Develop intelligible and interesting content. 
Provide concrete information.

ORGANIZE THE TEXT
Structure your articles with clear 
sub-titles and paragraphs

SPREAD OUT THE PARAGRAPHS
Space out your texts to make your content easier to 
understand.

User 
experience

On average



Establish a logical structure

User 
experience

Page title – Title tag
Sub-title of paragraph 1 – H1
Sub-title of paragraph 2 – H2



Meta tags
Good meta description

Bad meta description



Google see images, it can only read text.

Quality image related to your product

What Google sees

Images account for 

Of searches
On Google

22,6%



Image 
referencing

3 things you must know about HTML tags to help Google with image referencing

1. The file name must be short and relevant
2. The title tag must be catchy like newspaper headlines
3. The ALT tag is a textual description assigned to an image and must provide an alternative to images. It literally means 

“alternative text.”

File name Title Alt tag
IMG-0056.jpg Empty Empty

File name Title Alt tag
Rose.jpg Garden rose White Brazilian garden rose

Before

After



THANK YOU!

of the success
of your natural referencing 

depends on reflection, 
thoroughness and continuous 

monitoring.

100%
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