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About SCORE
Successful and experienced executives 
acting as volunteer consultants

Webinars and workshops, most are free

Free personal mentoring via video,  
phone, e-mail, or in-person

Resources for small business:
score.org
siliconvalley.score.org

Follow us on social media:  Facebook       LinkedIn       Instagram

Request Mentoring:

https://www.score.org/
https://www.siliconvalley.score.org/
https://www.facebook.com/SCORESiliconValley
https://www.linkedin.com/company/silicon-valley-score/
https://www.instagram.com/scoresiliconvalley/


What is a website audit?

Google search performance

Positive user journey

Areas of concern

Areas of opportunity

Prioritizing updates and changes

SEO audit from a pro will cost $650 to $14,000 
per audit depending on size and purpose of 
your website

Simple audit is a few top pages, plus a 
handful of product/service pages will run 
to lower end

Ecommerce audit with hundreds of 
product pages will run to the higher end

Examination of your website to determine:

Learning outcomes for today:

1. Learn what a website audit is and what tools you 
can use to conduct one 

2. Find out how to tell if your site is getting scraped 
and indexed by Google 

3. Prioritize the missing pieces of your technical& 
UX SEO findings to make the best choices in 
using your SEO time and budget
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What kinds of website audits are there?

Kinds of website audits:
v Competitive website audit

How are you performing compared to your competitors
Actual businesses you compete with for customers
Other website you compete with for search traffic

v Lead conversion audit
See where traffic is coming into your site and ltook for opportunities to 
increase this
See how effective your lead gen is
Go to GA4

Engagement>pages and screens
This shows where people are coming in, how deep they are 
going,  and how long they are staying.
Think about what you can offer from the pages they enter on to 
keep them moving through the site
Budget checklist? Wrie and link and article about how to best 
use that budget – priorities for  allocating $$, etc.

Do you use forms to get info for lowwow up? 
Are you curating an email list for new article notifications?
Is the design sn layout of those pages welcoming and easy to acces? 
With clear CTA?
Is it easy to book, buy, or opt-in?

What is a conversion?

v On-page user journey audit
This is the one we will spend our time on first today

 

v SEO link audit
Who is linking to your site

URL source, domain, anchor text
Is each link helping or hurting your site value
https://search.google.com/search-console/ “links to your site” under 
“Search traffic”

If you have spammy link (Viagra, porn, gambling) disavow here. 
Do it carefully, though https://search.google.com/search-
console/disavow-links

v Social media audit
What are you company accounts & pages?
Are at least 2 people owners/admins
Is it branded like your website (logo, images treatment, etc)
Do you have a following and are you engaging them?
Do you have too many accounts to keep up with

Which are the best ones for your business
Photos: Instagram
Writing: Medium and Facebook
Products: Facebook and Pinterest
Services: Nextdoor and Thumbtack

v Technical audit
This will be our second focus today

Page load speed
Broken links
Hidden content

https://search.google.com/search-console/
https://search.google.com/search-console/disavow-links
https://search.google.com/search-console/disavow-links


Why do an audit?

Question 1: What is the purpose of my website
Question 2: What is a “conversion” for my business
Question 3: What is my goal (what do I want to “win”)
 Organic search
 Market share
 Email list sign ups
 Sell products
 Subscribers
 Book appointments

Website audit goals
Identify issues and opportunities
See what is holding me back from ranking for important searches
Find where I can do better

Opportunity to align your business goals with your digital goals

What to look at:
1. User experience
2. SEO content
3. Technical issues



Things to keep in mind as I start my audit
Find out all the info, but prioritize action steps

Limit yourself to 3 to 5 important next steps

Don’t spread yourself too thin

Determine what is harming your search result the most

Weigh importance vs investment

1. Easy & cheap & fast w/results

2. Results that take resources/time

3. Cheap but not all that effective

4. Expensive and not impactful

2
Yup

High importance
High investment

4
Nope

Low importance
High investment

1
Yes! Now!

High importance
Low investment

3
Maybe

Low importance
Low investment

Importance
1. Impact on search
2. Impact on bottom line

Investment
1. Your time
2. Budget
3. Employee time
4. Agency resources



Step 1: User Journey Audit
Look at the big picture
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Open an incognito browser window
Open your home page

Is it a clean font, easy to read? 
No more than 2 fonts

Is it clear what you do/sell in under 3 seconds?
Does your pop up disappear within 30 seconds?

Use a timer
Is your site architecture user (and SEO) friendly?
Are your menus intuitive?

Limited drop downs
Easy to follow

Is the text free of grammar and spelling errors?
Is my NAP on the footer?
Is it HTTPS vs HTTP?

Repeat for other top pages

Repeat for PDPs and services page templates



Things that decrease trust
Lack of information about your brand, product or services
Lack of images & bios of your team
Bad UX

Unreadable fonts
Flashing letters and graphics
Scrolling, blinking, spinning text

Slow loading
Spelling errors and grammar mistakes
No customer testimonials or reviews
No SSL certificate
Asking for too much info from visitors
Pop up ads that block on-page content

Add trust with social signals
GMB profile

Images
Reviews
Correct info

Social media tie-ins and engagement
 Only pick a couple of social platforms
 Stay involved
 Respond to customers

Build trust: Look for issues



Step 2: Run some reports to dive deeper
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1. Google search console
https://search.google.com/search-console/
Free

2. Screaming Frog
https://www.screamingfrog.co.uk/seo-spider/
Free to download/use
Can’t save crawls without a license

3. Adresults headings
https://adresults.com/tools/heading-tag-checker-check-
h1-t-m-h6-tags
Free

4. Deadlink checker
https://www.deadlinkchecker.com/website-dead-link-
checker.asp
Free

5. Google Meta Inspector extension 
META SEO inspector

6a. Gtmetrix
https://gtmetrix.com/ 

6b. Page load speed
https://pagespeed.web.dev/
Free

6c. Pingdom
https://tools.pingdom.com/ 

Free

7. HubSpot audit
https://website.grader.com/
Free

8. SEMrush
SEMRush’s Site Audit Tool 
Free, but you need to make an account and give them info

Skip trial to create a free audit report

9. Sitechecker
https://sitechecker.pro/
Free

https://search.google.com/search-console/
https://www.screamingfrog.co.uk/seo-spider/
https://adresults.com/tools/heading-tag-checker-check-h1-t-m-h6-tags
https://adresults.com/tools/heading-tag-checker-check-h1-t-m-h6-tags
https://www.deadlinkchecker.com/website-dead-link-checker.asp
https://www.deadlinkchecker.com/website-dead-link-checker.asp
https://chrome.google.com/webstore/detail/meta-seo-inspector/ibkclpciafdglkjkcibmohobjkcfkaef
https://gtmetrix.com/
https://pagespeed.web.dev/
https://tools.pingdom.com/
https://website.grader.com/
https://www.semrush.com/siteaudit/
https://sitechecker.pro/


Keywords are how Google knows to serve your content 
to answer a search query typed in by a visitor

Open GSC
Look at the overview
 Performance
 Indexing
 Experience
 Enhancements 

1. Google Search Console



Indexing: Full report
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• Why aren’t pages indexed 
Blocked by robots – behind paywall or error?
404 broken links (run Dead Link Checker)
Soft 404 (redirect with a 301 or beef up the content)

• Is sitemap successfully submitted

Find it on yoursite.com/sitemap.xml 
Submit all your sitemaps 



Submit pages to GSC
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• After you do any actions to fix issues, tell GSC 
you did it

“Validate fix”
“Request indexing”



Screaming Frog Scrape

1 Open Screaming Frog

2 Open your sitemap 

3 Copy all your URLs

4 Upload (top bar)

5 Paste/From a file

6 Internal tab (top left)

7 Filter HTML

8 Export (excel/Google)

2. Run your Screaming Frog scrape

4876



What Screaming Frog can tell you
You’ll have tons of info. What’s important?

Title – Super-duper important & easy
H1 – Very, very important & easy
H2 – Very important & easy 
Meta descriptions – Important & medium
Tags – Important & easy
Page word count – Very, very, important & super hard



Word count for each type of page
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Home, Contact and Product pages 100 min, target over 350 words
Make it easy to understand 
What you do and why you are good at it

Blog articles 350 word min, target 800-1500
Again, not part of getting started, but a great way to get 
noticed in your industry so plan to incorporate it later

About page 400 word min, target 600
May be your most important page
Builds trust

People buy from those they trust, and 
they trust those they know

Be yourself
Be personal and vulnerable
Review it every year – do I still feel this 
way?



Create engaging page title and 
meta descriptions 
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1. Your page title is different from your H1
2. Make sure you have both
3. Each meta description needs to be unique. 
4. If you have an ecommerce site with multiple similar 

products, make sure each page has a different meta 
description, even by a small amount (size, color, 
usage, etc.)

5. Duplicate meta description will confuse Google

Check each page’s current ones with
https://www.highervisibility.com/seo/tools/serp-snippet-
optimizer/

Title 70 characters
Meta description 156 characters
Use Keywords in each

If it’s boring rewrite it
If it’s too long shorten it
If it’s missing, add it

Check spelling and grammar.
Have someone else review it
Almost impossible to edit your own 
stuff

Check and standardize your NAP
Name, address, phone number
Exact same every time
St. vs Street
(215) 527-2810 vs 215-527-2810
95120 vs 95120-8463
Company vs Co.

https://www.highervisibility.com/seo/tools/serp-snippet-optimizer/
https://www.highervisibility.com/seo/tools/serp-snippet-optimizer/
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3. Headings: 
One page at a time



4. Dead Link Checker



5. Install: META SEO Inspector extension
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Gtmetrix
https://gtmetrix.com/ 

Page load speed
https://pagespeed.web.dev/
Free

Pingdom
https://tools.pingdom.com/ 

6a & b. Check your site speed

https://gtmetrix.com/
https://pagespeed.web.dev/
https://tools.pingdom.com/
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6c. GTMetrix scan

If you have a web developer:

This is data to hand off to your web developer for 
them to explore and address

If you maintain your own website:

The ”biggest” offenders are generally images
You should be aware of page load speed
 Note image size and format
 



Size matters 
when it comes to 

your website images

Resize images before you upload them so they don’t slow down your site
 Everything always 72 dpi

 Choose 70% to 80% when exporting from your editing software
• Panoramic or full width images: 2560 pixels wide

• Header images: 1200 pixels wide

• Background images: 1920 x 1080 pixels (16:9 ratio)

• Other images: under 1000 pixels wide

• Thumbnails 800-900 pixels wide

• Logos: 250 x 100 pixels PNG

Choose the right file type for the image
 JPG for images

 PNG for charts, graphs, logos 
 PNG for transparent backgrounds

GIF for animations
SVG for logos, illustrations, drawings



Use a compression tool on your 
website to keep images sizes small so 
your images load quickly

Wordpress plugins:
ShortPixel (recommended)
Imagify (no longer has one-time credits)
EWWW Image Optimizer
Kraken
Robin Image Optimizer
Optimole
ImageRecycle
Optimizilla
Smush Image Compression and Optimization
Optimus (limited to 100 KB images in the free 
version)
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https://www.foregroundweb.com/out/shortpixel/
https://wordpress.org/plugins/imagify/
https://wordpress.org/plugins/ewww-image-optimizer/
https://wordpress.org/plugins/kraken-image-optimizer/
https://wordpress.org/plugins/robin-image-optimizer/
https://wordpress.org/plugins/optimole-wp/
https://wordpress.org/plugins/imagerecycle-pdf-image-compression/
https://imagecompressor.com/
https://wordpress.org/plugins/wp-smushit/
https://wordpress.org/plugins/optimus/


7. Run HubSpot Audit 
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8. Run SEMRush Audit 
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9. Run Sitechecker

34

Free to run
Need to pay to export a PDF
Good to recheck data
Review and note discrepancies 

Bottom line:
not worth $41/mo for a report
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Search in a Web page: Press Ctrl + F on Windows or ⌘ Command + F on Mac 
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Where do I put my time and effort today?

Manual walk-
though of your 
site

Look for places to fix

Look for opportunities to 
improve

Review user 
experience (UX)

Home page first

About page second

PDPs & service pages

Check your titles, 
headings, 
subheadings

Title for each page

H1s on every page

H2s and H3s where it 
makes sense

Run a broken 
link report on

Google Search Console

Fix important 404s

Fix soft 404s

Check tech 
issues and fix 
glaring ones

Page speed

Images

Redirects

SSL certificate



Your Own SCORE Mentor
Take advantage of this free service to 
help you make great business decisions.

When challenges arise, you can find 
mentors with relevant skills.

Review mentor profiles and request a 
free consultation with your choice.

score.org/find-mentor

siliconvalley.score.org/find-mentor

Request Mentoring:

Follow us on social media:  Facebook        LinkedIn        Instagram

https://www.score.org/find-mentor
https://siliconvalley.score.org/find-mentor
https://www.facebook.com/SCORESiliconValley
https://www.linkedin.com/company/silicon-valley-score/
https://www.instagram.com/scoresiliconvalley/


Spread the Word
Thank you for attending our class!

If you have any issue with our class or SCORE, please email:  
workshop405@scorevolunteer.org

If you believe that we have helped you, please tell business 
acquaintances or write a Google Review.  This will help other 
entrepreneurs find SCORE and access resources.

Follow us on social media:  Facebook        LinkedIn        Instagram

mailto:workshop405@scorevolunteer.org
https://g.page/SCORESiliconValley?share
https://www.facebook.com/SCORESiliconValley
https://www.linkedin.com/company/silicon-valley-score/
https://www.instagram.com/scoresiliconvalley/


Questions?

Cecily Whiteside

Sora Creative Content

soracreative.com


