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What do we mean by “SEO”?

Peter Virag/TNC Photo Contest 2021



SEO is a way of writing 
and structuring pages 
so that:
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1. They are visible in search 
engines

2. Your audience wants to click on 
them



SEO goals
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Google understands what our content is about to 
show it to people searching for that information.

People find our content authoritative and 
appealing in search results and click on it.

1.

2.



SEO Misconceptions
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1.

2.

Misconception Truth

SEO is just adding keywords 
and sub headers to a page.

Effective SEO starts with topical 
research that informs everything 
from content to meta data to images.

SEO is only relevant for the 
general public.

SEO helps every audience find your 
content.

Publishing a page is enough 
to bring in visits from 
Google.

Only if you’re lucky.

My audience doesn’t use 
Google. They do.



What does SEO do for me?

Chris Helzer/TNC



Nature.org cultivates a global community of conservation advocates by 
telling the story of TNC’s work to raise awareness, build trust, expand 

influence, and grow financial support to achieve our 2030 goals.

Cade Rogers/TNC Photo Contest 2021
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Think about something you recently googled

Willem Kruger/TNC Photo Contest 2022
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1. FIND ANSWERS TO YOUR QUESTIONS

What does Google want you to do?

2. TAKE ACTION

3. STAY ON GOOGLE

Donato Lioce/TNC Photo Contest 2022



How does Google know 
what you’re really 
searching for?

Angel Gabriel Barajas Rodriguez/TNC Photo Contest 2019
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Someone googling “nature” 
could want:

v The scientific journal Nature
v A definition of the word nature
v To find nature near them to visit
v Photos of nature
v Environmental news
v Nature-based organizations
v Nature Valley granola bars
v Local DNR or FWS
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What is their intent?

• Learn how to reduce their 
personal waste

• Manage household waste
• Find examples of waste reduction
• Learn how to reduce communal 

waste
• Learn about solutions for waste 

problems



17The 
picture 
can't be 
displaye
d.

There are so many 

places our audience 

can find our content
(and this is just in Google!)

Paid ad

Images

Featured snippet

Related questions

Regular link (traditional #1 position)



18The 
picture 
can't be 
displaye
d.

We want to be

here

(and also here)



What we get from SEO

Santiago Diaz Aragon/TNC Photo Contest 2021



SEO brings the most visits to the website
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Results compound 
year over year
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Ongoing investments in SEO drove an 
additional 3 million visits in FY23 
compared to FY20, a 137% increase, and 
compensated for reduced investments in 
other channels.
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300k+ search terms

• Nature preserves near me
• Carbon emissions
• Longleaf pine
• Virtual field trips
• 30x30
• Climate change solutions
• Nature news
• Sustainable farming
• Climate change facts

22k+ page 1 search terms

• IPCC
• Questions about climate change
• How to reduce waste
• Climate change NYC
• Why are mangroves important
• Facts about bats
• Climate change legislation
• New climate change report
• Consecuencias del plastico

$13,200,000 / year

It would cost over $13 million a year 
for this level of visibility in Google 
Ads. Instead, we get it for free.

Free visibility



$5,300,000 in revenue in FY23

Cade Rogers/TNC Photo Contest 2021



SEO Success 
Stories

Bobbi Marchini/TNC Photo Contest 2021



Pages with the most natural search visits in FY23
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Page Natural Search Visits % New Visitor

Carbon Footprint Calculator 313,709 84%

8 Ways to Reduce Waste 281,228 88%

Kudzu: The Vine That Ate the South 129,823 87%

Climate Change FAQs 127,525 82%

8 Formas de Reducir la Basura 116,450 90%

Detengamos el flujo de residuos plásticos 104,334 83%

Tree of Heaven 83,745 87%

8 Razones para Proteger y Preservar Nuestros Bosques 75,155 89%

3 Ways to Save the Earth 67,140 90%

Blowing Rocks Preserve 58,934 77%



Photo Contest
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SEO Success

#1
Google rank for 15

photo contest search terms

99%
of clicks were from non-
branded search terms 

+29%
increase in clicks to 
Spanish page YoY

232
email signups
(17% of total)

Tiffany Heymans/TNC Photo Contest 2022

https://www.nature.org/en-us/get-involved/how-to-help/photo-contest/


Why Are Florida’s 
Mangroves Important?
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Another SEO Success

91% 
visits from Google

54,000
visits from Google (2022)

80%
visits new to TNC

15th

most visited page

Rachel Davis/TNC

https://www.nature.org/en-us/about-us/where-we-work/united-states/florida/stories-in-florida/why-mangroves-important/
https://www.nature.org/en-us/about-us/where-we-work/united-states/florida/stories-in-florida/why-mangroves-important/
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Promotion Natural search

Slow and steady wins the race



Amazing Facts About 
Bats
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Yet another SEO Success

#1
Google rank for 

“bat facts”

139
websites that link to 

this page

23%
click through rate

for “bat facts”

$5,000
cost to pay for these visits 
in Google Ads each month

Karine Aigner/TNC

https://www.nature.org/en-us/about-us/where-we-work/united-states/arizona/stories-in-arizona/top-10-bat-facts/
https://www.nature.org/en-us/about-us/where-we-work/united-states/arizona/stories-in-arizona/top-10-bat-facts/


30

Seasonal content attracts new visitors year after year



Results:
Gopher Tortoise
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#2
Google rank for 

“gopher tortoise”

14,000
visits from Google
since June 2022

3
pages consolidated (and 
marketers collaborated)

82%
of visits are from 

new visitors

Karine Aigner/TNC

https://www.nature.org/en-us/get-involved/how-to-help/animals-we-protect/gopher-tortoise/


How SEO influences other channels

Jason Houston/TNC



Email
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Pages with lots of natural search 
visits can get email sign ups. 
Many of these visitors are new to 
TNC and aren’t already signed up 
for email.

The Earth Day page earned 11 
email signups from natural 
search. These leads would have 
cost $1,683 if they came from 
paid social.



Paid Search
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People can be influenced to click 
on an organic result after seeing 
the same website in a paid 
position.

This is confirmation bias.



Broadcast
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We know that our audiences use 
Google to find more information 
about TNC after hearing about us 
on another channel, such as radio 
or TV.

Two recent examples are the NPR 
radio spot and DRTV spot.

nature.org/solutions



Media
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Members of the media can learn 
about our work from a search 
and create new stories that 
introduce our work to new 
audiences.

One example is the conservation 
work on the Cumberland forest.



Social Media
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Social media and SEO have a 
cyclical relationship: visits and 
engagement on one can lead to 
visits and engagement on the other.

Engagement on social media is an 
indicator that the page would get 
engagement from search. And lots 
of natural search visits can indicate 
that social audiences would 
resonate with the content.

Social engagement bump
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Promote first for initial awareness

Strategic promotion drives a lot of 
visits in a short amount of time.

But those visits drop off when 
promotional efforts end.
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Promotion Natural search

Then natural search takes over



Pop quiz time!

Pietro Rojas/TNC Photo Contest 2021



Getting started
with SEO

Liliana Saeb/TNC Photo Contest 2021



Erich Schlegel/TNC

If you build it, they will come.



Do basic keyword research before you start writing

Peter Virag/TNC Photo Contest 2021



The “don’t hit enter” method
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1. Type a word or phrase into the search 
bar but don’t hit enter.

2. Google will suggest common modifiers 
based on what others search for.



People Also Ask
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These are actual questions that people 
google!

• Consider including any relevant 
questions from this section in your 
article.

• Click and see how the other 
websites are answering these 
questions. Can you do it better?



Related searches
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Find this section after the 
first 10 or so results in a 
Google search.

Could you include any of 
these topics in your article? 
Or in your next article?



Which variation has more interest?
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• Compare up to 5 words or phrases

• Get historical data back to 2004

• See trends by geographical region

• Compare breakdown by sub region

• See related searches

• See the best time to publish on a 
topic

Google Trends – Free tool!

https://trends.google.com/trends/?geo=US


How to structure your pages

Thomas Sayers/TNC Photo Contest 2019



Help people find 
your page by 
demonstrating its:

49

Trust

Authority

Expertise



Is the content high 
quality?
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Does the page provide original information, reporting, 
research, or analysis?

Does the content provide a substantial description of 
the topic and thoughtful analysis beyond the obvious?

Does the headline/title provide a descriptive and 
helpful summary and avoid exaggeration or shock?

Would you bookmark this page or send it to a friend?

Would you expect to see this page referenced by a 
printed magazine, encyclopedia, or book?

Does the page seem to be serving the genuine 
interests of readers?



Does the content 
come from an 
expert?
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Does the site give the impression that it is well-trusted 
or widely-recognized as an authority?

Is the content presented in a way that makes you trust 
it? (Clear sourcing, author background, evidence of 
expertise)

Is it written by an expert or enthusiast who 
demonstrably knows the topic well?

Is it free of easily-verified factual errors?

Would you feel comfortable trusting this content for 
issues related to your money or your life?

Does the page provide substantial value compared to 
other pages on the topic?



People don’t read pages. They scan pages.
An uncomfortable truth about digital  audiences

Craig Kenyon/TNC Photo Contest 2019



Scanning can deliver almost the 
same amount of information as 
reading, but with significantly 
less time and effort.

53

Nielsen Norman Group

https://www.nngroup.com/articles/text-scanning-patterns-eyetracking/
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I get the gist of 
the story just by 

reading the 
subheads!

Students Take on a Piping Plover Mystery

o Piping Plovers: Rare Bird in Rare Habitat

o Studying Hydrology to Detect Changes in Nesting 

Habitat

o Surveying Plover Nests Using Drones

o Back in the Lab, Connecting the Dots

o Why Are Plover Nesting Sites Decreasing?

Work with this knowledge!

https://www.nature.org/en-us/about-us/where-we-work/united-states/north-dakota/stories-in-north-dakota/piping-plover-habitat-mystery/


Will your audience 
read on their phone? 
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ü Yes, if you promote it on social 
media

ü Yes, if you share it via email
ü Yes, if they search on the go 

(or on a couch)
ü Yes, if they only or mainly use 

a smartphone 



Make the most of 
page properties

Chris Helzer/TNC
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Influence how your page appears in search results

External search Results Title

External Search Results Description

Sitelinks (related articles)

Hero image

URL
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Influence how your page appears in search results

URL
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https://www.nature.org/en-us/about-us/where-we-work/united-states/indiana/stories-in-indiana/kudzu-invasive-species/

Parts of a URL

Subfolders
(there are 5)

Domain

PathLanguage folder

URL
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URL (page creation, Basic tab)
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External search results title (SEO tab)

External search Results Title
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External search results title (SEO tab)
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External search results description (SEO tab)

External Search Results Description
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External search results description (SEO tab)
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Preview how the 
SEO tab will look

SERP preview tool

https://www.portent.com/serp-preview-tool/
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External search 
results title

Page title 
(& H1 header)
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Influence how your page appears in search results

Hero image
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Image Alt Text (Image tab)



69

Image Alt Text

Every image must have alt text that describes what 
the image actually shows.

Think of alt text like you are describing a photo to 
someone on the phone. What would you want 
them to know about the photo?

ü A close-up of a jumping spider on a blurry flower.

Always end alt text with a period!

Allison Gentry Szuba/TNC Photo Contest 2015



Peter Virag/TNC Photo Contest 2021

Good: Close-up of a white-banded 
jumping spider on a dandelion.

OK: Spider on a flower.

Bad: Peter Virag Photography

Worse:
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Image Alt Text: Pictures of People

• If you know the person’s name, use it in the 
alt text.

• If the person is simply posing for the camera, 
the alt text can be “Person’s Name 
Headshot” or “Person’s Name Portrait”.

• Describe what the person is doing IF it’s 
relevant for understanding the image.

• Skip mentions of perceived gender, race, 
age, relationship, clothing.

ü Matt Hanson stands next to a flooded portion 
of his farm. His arm is outstretched just below 
shoulder height to indicate past flooding 
levels.
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Image Alt Text vs Captions

Alt text: describes what the image shows, as if to 
someone who can’t see it.

A close-up of a jumping spider on a blurry flower.

Captions: adds context and meaning to the photo 
and the article.

Like better known pollinators such as butterflies and 
bees, jumping spiders play an important role in the 
health of their habitats.

Allison Gentry Szuba/TNC Photo Contest 2015

Like better known pollinators such as butterflies and bees, jumping 
spiders play an important role in the health of their habitats.



Thank you!

Yancarlos Roncal Huaman/TNC Photo Contest 2019



74The 
picture 
can't be 
displaye
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Fun pages to bookmark on GD Central
Page Name & Link Page Summary

Web Guide Hub for all web resources

SEO Guidance Learn how to make your pages appealing to your audience in Google!

Choosing a URL How to write your page’s URL

Global Digital University All the GDU courses in one spot!

AEM Page Proofing Checklist The checklist we use to review all pages in workflow

Image Optimization How to use images on your pages for SEO, accessibility, and engagement

Vanity URLs When to use a vanity URL and how to request one

Monsido Training How to find and fix broken links and images on your pages

Web Accessibility Guidance How to make your content accessible for everyone (and Google)

How to Request New & Updated Web Content Content production requirements, processes

How to Audit a Site Group Guide to review pages in your site group to improve performance

https://digital.nature.org/resources/web/
https://digital.nature.org/resources/web/seo-guidance/
https://digital.nature.org/resources/web/aem-support-docs/choosing-url/
https://digital.nature.org/resources/global-digital-university/
https://digital.nature.org/resources/web/aem-support-docs/page-proofing-checklist/
https://digital.nature.org/resources/web/wa-image-optimization/
https://digital.nature.org/resources/web/vanity-urls/
https://digital.nature.org/resources/web/monsido-training/
https://digital.nature.org/resources/web/web-accessibility-guidance/
https://digital.nature.org/resources/web/centralized-services-governance/
https://digital.nature.org/resources/web/how-to-audit-site-group/

