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Abstract

Football has been around for more than a century and has gathered a large following,
creating a tremendous market for livescore applications. To gain users, companies
compete using Search Engine Optimization (SEO) and User Acquisition methods,
which are the topics of this thesis. The purpose is to explore how a livescore web
application with auto-generated content for women’s football can acquire users by
appearing on the Google search engine, as well as how users can be redirected from
the web application to download a livescore smartphone app. The web application
was developed through an iterative process and continuous improvements were made
following user feedback. The ranking on Google increased as more SEO techniques
were implemented, allowing users to find the web application. From this userbase,
the web application was able to get some users to download the smartphone appli-
cation. Ultimately, it was determined that more time and testing will be required
for any sure conclusions to be drawn.

Sammandrag

Fotboll har spelats i mer an ett sekel och har samlat ett stort antal féljare samt ska-
pat en enorm marknad for livescoreapplikationer. Genom att utveckla applikationer
for fotbollsresultat kan foretag tavla mot varandra for att fa lojala anvindare med
hjélp av hog ranking pa sokresultat. Sokmotoroptimering (SEO) ar déarfor en vital
del i en foretagsstrategi for att varva nya anviandare. I denna uppsats utforskas hur
en webbapplikation for damfotbollsresultat med autogenererat innehall kan utveck-
las for att optimera dess placering pa Googles sokmotor, samt hur man pa bésta
siatt kan overtala anvindare att ladda ner och anvinda en mobilapplikation med
hjélp av ndmnda webbapplikation. Applikationen utvecklades genom en iterativ
process och kontinuerliga forbattringar med hjalp av aterkoppling fran anvandare.
Det observerades att sidan rangordnades hogre upp for varje iteration dar fler sok-
motoroptimeringstekniker implementerades. Det gick ocksa att dra slutsatsen att
webbapplikationen lyckades fa anvidndare att ladda ner mobilapplikationen, men att
mer tid och undersokningar kriavs for att nagra sikra slutsatser om vilka metoder
som &r bast ska kunna dras.

Keywords: Search Engine Optimization, SEO, User Acquisition, Web Application,
Women’s Football.
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1

Introduction

This thesis aims to study how a livescore web application with auto-generated con-
tent can be developed and optimized for search engines and how the same web
application can be utilized to acquire new users to a livescore smartphone applica-
tion. The thesis is a continuation of Web Application for User Acquisition through
Search Engine Optimization [1].

1.1 Background

For a long time, the only way to follow a football match — unless physically attending
— was through live TV and radio. With increased accessibility through the use of
Internet, a whole new way of following football has emerged where fans can receive
live updates from matches in real-time [2] through Livescore applications. Today, all
that is needed to keep track of your favorite team is simply a livescore application
for desktop or smartphone.

Concurrently, the increased usage of search engines has created new ways for cus-
tomers to find what they are looking for [3]. Nowadays, it is more likely for a
customer to take the first step into an interaction with a company instead of the
other way around [4]. Therefore, it is increasingly important for companies to be
visible on the Internet. By using techniques for Search Engine Optimization and
User Acquisition methods, businesses and their products or services can get exposure
without having to pay for ads.

1.1.1 Search Engine Optimization

The topic of Search Engine Optimization or SEO, meaning the procedure of opti-
mizing online content for higher search engine rankings, has grown to become an
important field of improvement for companies in order to stay competitive. Tradi-
tionally, businesses could advertise their products by appearing in commercials or
advertisements on television, radios, and printed papers. However, thanks to ad-
vancements in the digital sector, search engines has emerged as a new medium for
customer interaction. Appearing in search engines for relevant search queries is an
effective way to generate traffic to websites, especially if a website is shown as one of
the top results. Research has shown that 90% of the users on Google’s search engine
only visit links displayed on the first page of results [5]. Therefore, ranking high
for relevant keywords in a search query results in a larger exposure for companies
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towards their potential future customers [6].

1.1.2 User Acquisition

Gaining new users is an important part for companies wanting to increase their
market share. Through various marketing strategies and techniques, referred to as
User Acquisition methods, the users are exposed to advertisements and offerings
provided by the company. With these methods, companies hope to acquire and
keep new users that invest in or use their products [7].

1.1.3 Forza Football

Forza Football is a company that provides a smartphone livescore application called
“Forza Football”, hereafter referred to as FF'SA (Forza Football Smartphone Applica-
tion). In FFSA | users can receive statistics from live and previously played football
matches. However, Forza Football’s website does not currently provide any statistics
or livescores for football matches and is used purely for marketing purposes [8]. The
smartphone application that this thesis’ web application aim to acquire users for is
FFSA.

1.2 Purpose

The purpose of this thesis is to create and develop a web application with auto-
generated content and to investigate how it can be utilized to acquire users to a
smartphone application. The purpose can be divided into two sub-areas. First,
known SEO techniques will be applied to see if the web application can achieve a
high ranking on Google’s search engine. Second, User Acquisition methods will be
implemented on the web application in order to acquire users to the FFSA. Figure
1.1 shows an illustration of the purpose.

Initially, the purpose of this thesis was not just to implement SEO and User Acqui-
sition methods, but also to evaluate the effect of different techniques and methods
individually. In the interest of time, the scope had to be reduced and the purpose
changed. Further discussion follows in chapter 7.1.
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Users

User Acquisition

GHE)
Ggf

Figure 1.1: Illustration of how users can be acquired to a smartphone application
through the use of SEO techniques and User Acquisition methods. The dashed
frame encapsulates the scope of this study.

1.3 Problem

In order to acquire a user from the search engine page to the smartphone application,
the user must perform two crucial actions. First, if the web application is shown for
a search query, the user needs to click the link and enter the web application. Sec-
ond, the user must choose to download the smartphone application when prompted
by the web application. If the user visits the site and downloads the smartphone
application, the purpose will be fulfilled. With the purpose in mind, the thesis will
focus on solving two main problems:

e Can SEO techniques be used to rank a web application with auto-generated
content among the top results for a given search query on Google’s search
engine?

o Using methods for User Acquisition, how can a web application with auto-
generated content be used in order to acquire users to a smartphone applica-
tion?

1.4 Limitations

Due to a limited time frame, limitations are necessary in order to complete the thesis
with clear results. Three main limitations have been defined.

1.4.1 Targeting of Women’s Football

There are two main reasons behind focusing solely on women’s football. First of
all, gender inequality is a big problem in football. The pay gap between male and
female football players is larger than in most other working sectors [9]. In Forza
Football’s smartphone application, less than 1% of all matches listed today are
women’s matches [10]. For this reason, this thesis has chosen to focus on women’s
football in order to counteract the marginalization of the sport and instead help
elevate it.
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The second reason for focusing on women’s football is because of Search Engine
Optimization. SEO is often a long, drawn out process which means that results
would potentially be hard to notice within the time frame of the thesis [11, p. 374].
However, if there is low competition and low search traffic on a search query, it is
easier to rank higher and results will be shown more quickly [12]. Comparing search
traffic for international men’s football with search traffic for international women’s
football reveals that the number of searches done for the latter is substantially lower
than the former [13]. This implies that it should be easier to see results when
focusing on women’s football instead of men’s football due to less competition.

1.4.2 Search Queries

Due to a limited time frame, the web application will only be provided in one
language; English. However, even within the English language, there are some dif-
ferences to take into consideration. The major one is the difference between British
and American English which, coincidentally, relates to the topic of football. The
distinction between the two languages is relevant because in America, the equiva-
lent word for football is soccer. This thesis as well as the web application will use
the term football instead of soccer due to the former being the majority in terms
of usage around the world [14]. Another reason for this is because the name of the
smartphone application is Forza Football. The website will therefore be optimized
for British English search queries rather than American English ones.

1.4.3 Search Engine

Focus will lie on Google’s search engine because it is the most frequently used search
engine on the market with the most traffic [15]. Again, due to a limited time frame,
only one search engine was selected, so that valuable results can be collected and the
purpose fulfilled in time. Also, the optimization efforts will only focus on organic
search results and not ads, which is an entirely different subject (Search Engine
Marketing).

1.5 Societal and Ethical Aspects

With the rapid growth of technology and data along with gender equality becoming a
hot topic, these subjects will be brought up in this section and considered throughout
this thesis.

1.5.1 Gender Equality

As mentioned in 1.4.1, the fact that less than 1% of all matches listed today in FFSA
are women’s matches indicates that work is needed to improve gender equality in
the world of football. Besides salary and popularity gaps between the two genders
in football, the word football refers to men’s football by default. This goes along
with the general discussion about justice between the two genders in today’s society.

4
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1.5.2 Data and Privacy

During the thesis, data will be collected with the main purpose of improving the
platform by understanding how users interact with it. This evokes ethical challenges
since collecting data about users implies that the data and actions taken by the users
could be tied to real life persons. Due to this, the decision was made to not log or save
any data which can be tied to a person. Privacy concerns will not be investigated
further.

1.5.3 Exposing Underaged to Gambling Advertisements

Another aspect to take into account is that there could be underage people who
find the web application and end up downloading the FFSA. Since the smartphone
application contains advertisements, problems can occur such as gambling ads being
displayed to minors. Forza Football is working on this problem and plan to have an
age restriction by the summer of 2019 which ensures that inappropriate advertise-
ments will not be shown to minors [10]. The web application will not contain any
advertisement except promoting the FFSA.

1.5.4 Fair Play

Additionally, some SEO techniques can be considered unethical, such as hiding
text on the web page by making some text invisible for the users through color
adjustments. The web application should also not overuse keywords just for the sake
of more successful SEQO, since this would make the User Experience less enjoyable
(More on keywords, SEO and User Experience will be presented in chapter 2) [16].
Another way of attaining SEO success is by using paid services. Such techniques are
strongly discouraged by Google and will negatively affect site ranking [17]. These
techniques will not be investigated or applied on the web application. Instead, focus
will lie on creating high quality content with the user experience in mind.
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Theory

This chapter aims to explain the theory behind Search Engine Optimization and
User Acquisition as well as introduce concepts and terminology that are often used
within the subjects. The fundamental aspects of SEO will first be presented, followed
by Keyword Research. After that, the chapter will go into detail about On- and
Off-site SEO as well as specific SEO techniques which can be used to enhance a
web page’s competitiveness on Google. Lastly, methods for User Acquisition and
enhancing the User Experience will be introduced.

2.1 SEO Fundamentals

In the following section, essential concepts of SEO will be explained. These concepts
are integral to any SEO research and will be used continuously throughout the thesis.

2.1.1 Search Engine Results Page

A Search Engine Results Page, SERP, is a web page which is displayed as a response
to a search query on Google [18]. The page typically contains links to ten different
web pages relating to the search query. The vast majority of clicks from Google
searches go to links displayed on the SERP [19].

2.1.2 URL Rating

Google uses an algorithm to calculate a relative score of a web page’s authority on
a zero to ten scale, resulting in a score called PageRank, PR, named after Google’s
co-founder Larry Page [20]. The PageRank can be seen as a measurement of a spe-
cific page’s weight to the algorithm and its ability to show up on the SERP [21].
However, Google stopped officially updating the PageRank algorithm in 2016, and
since then the actual ranking algorithm remains a secret [22]. Because of this other
metrics such as Ahrefs” URL Rating, UR, are used to determine the importance of
a web page [23]. The URL Rating is a continuation of the PageRank formula and
is likely to have a high correlation with the page’s ranking for search results [24]. A
fresh page usually starts with a URL rating of 10, where 100 is max.
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2.1.3 Domain Rating

While PageRank and URL Rating are measurements of each specific page or URL’s
success, the domain authority is a measurement of the entire website’s weight [25].
This paper will use the definition of domain authority provided by Ahrefs, called
Domain Rating, DR [23]. The domain authority is one of the most important factors
when it comes to achieving a high rank for search engines and one of the main site
attributes studied in the field of SEO [26].

2.1.4 HTML tags

HTML is a computer language used when creating websites. Since web browsers
use HTML to interpret a web page, tags serve the important purpose of explaining
to Google what the site as a whole and its specific elements are about [27]. With
the use of HTML tags, site components can be enhanced by adding certain fea-
tures or information to them [28]. The five most important tags in relation to SEO
are Title tags, Meta Description tags, Heading tags, Anchor tags and Image tags [29].

Title tags are the clickable text shown to the users before entering a website from
Google or another search engine. It is also the text displayed in the web browser
tab (see Figure 2.1) [30]. Creating unique Title tags is a major factor to get the
users attention towards a website and thus generate traffic for it [30]. Title tags are
also the first to be noticed by Google’s search engine crawler (explained below) and
therefore plays a big role in getting a high rank on the SERP [31].

The Meta Description tag is displayed under the Title tag in a search engine re-
sult. It conveys additional information about the website and is usually more of a
running text than the Title tag [27]. It can be used to convince the users to click the
link by presenting a detailed description of the website’s functionality or its content
(32, p. 33 ].

(® Google
https://google.com/ *

Search the world's information, including webpages, images, videos and more. Google has many
special features to help you find exactly what you're looking ..

Figure 2.1: The blue text shown at the top of the search result (A) is defined by the
Title tag and the description at the bottom (B) is defined by the Meta Description
tag.

Heading tags provide structural information about the data on a site. There are six
types of Heading tags, ranging from level 1 header (<h1>), representing the highest
level, to level 6 header (<h6>), representing the lowest. A higher level indicates a
higher priority [32, p. 35].

The visible text used in a clickable link is called Anchor text and is produced by
using the Anchor tag, <a>. The Anchor tag is used to hide a link’s URL and in-

8
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stead display a text of choice, generally describing the page which the link leads to
[33]. The nofollow attribute can be added to an Anchor tag in order to tell search
engines not to follow the link.

The Alt attribute is used in an Image tag as a way of describing images and videos
by text. Other than for the purpose of SEO, which will be brought up in later
chapters, it is often used for visually impaired people that would otherwise not be
able to tell what the image is showing. Other cases could be when the browser is
unable to load the image for some reason [34].

2.1.5 Crawler

A Crawler is a robot or bot searching, also known as crawling, through the web. The
crawler goes through all the content on each web page and stores it in a database.
The data is then analyzed by Google’s algorithms and the page is given a PageRank
[18]. Without the crawlers there would be no way for Google to understand what a
web page contains.

2.1.6 Backlinks

Backlinks are links appearing on sites around the web, leading back to the website
of interest. Backlinks are considered a powerful instrument both for SEO as they
are essentially recommendations for users to visit other sites than the one they are
currently on [35]. The concept of backlinks will be further explained in the section

about Off-Site SEO.

2.1.7 Keyword Difficulty

Keyword Difficulty, KD, is a metric which gives an indication about how difficult
it is to rank for a given search query [23]. There are different ways to calculate
a keyword’s difficulty. This paper uses Ahrefs’ definition, which is calculated by
checking the number and quality of backlinks to the web pages that is ranking on
the first 10 pages of Google for a given search query [12].

2.1.8 Bounce Rate and Time on Site

The percentage of visitors who leave the website after only visiting one page is called
the Bounce Rate. A high Bounce Rate can be an indication of bad user experience
[36]. The amount of time a user decides to spend on a website, such as by navigating
from subpage to subpage, is called session duration or Time on Site. It can be used
as a measurement of the site’s usability and its ability to capture the users interest
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2.2 Keyword Research

Most SEO professionals agree that the most important thing to do before commenc-
ing with any other SEO-related activities is to do Keyword Research [38]. According
to SEO practitioner Gustaf Alstréomer, ignoring to do Keyword Research is the num-
ber one rookie mistake when working with SEO [26]. Therefore, it is essential to
explain what Keyword Research is and why keywords are so important.

Keywords can be described as the words or search terms which users put into the
search engine when they are looking for a certain site or piece of information [5].
If a website includes many of those keywords, it is more likely to show up among
the top results for the search [39]. That is why Keyword Research is important;
knowing which keywords the intended users of the website might use can assist in
acquiring those users to the website.

The first step when approaching Keyword Research should be to identify the seed
keywords (also known as primary keywords) [26]. This can be done by describing the
product in one’s own words and by thinking of what other people might search for
[12]. Once the primary keywords have been identified, secondary keywords should
be added to the list. This can be done by looking up what keywords the site already
ranks for (presuming there already is a site up-and-running) or by researching what
keywords one’s competitors rank for [40]. Talking to potential users of the website
and getting to know what they deem important when searching for information is
also a good way of generating keywords [12]. In order to maximize the number of
relevant keywords or phrases, the keywords can then be combined in a spreadsheet,
creating a mammoth list of all combinations of keywords [12][26].

Once a satisfyingly large number of keywords have been targeted, they can be tracked
using a keyword analysis tool such as Google Keyword Planner or Ahrefs’ Keyword
Explorer. This will display information about each keyword and the list can then
be filtered by removing keywords with little or no search volume. Other pieces of
information, such as number of clicks and Keyword Difficulty, also help determine
the strength of that keyword.

When the Keyword Research is finished, the Search Engine Optimization can com-
mence. With knowledge of which keywords potential users include when searching

for information, websites can be optimized by incorporating these keywords on sites
using On-Site SEO.

2.3 On-Site SEO

On-Site SEO deals with optimization techniques which can be executed on the
website itself and usually revolves around the structure and content of a website
[18], presented in the upcoming section.
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2.3.1 Title Tags

As mentioned in 2.1.4, Title tags are a major factor in SEO and the most powerful
On-site SEO technique [41]. Since the Title tag is the first thing seen by both the
users and Google’s crawlers, it should be designed with care. With the importance
of a good Title tag in mind, the question of what constitutes a good Title tag arises.

Keywords play a major part in the Title tag. Keywords closer to the beginning
of the Title tag will have more impact on the search ranking [32, p. 33]. The users
will also get a quicker impression for what the application contains. Just like with all
other content on a website, a Title tag should not overuse keywords [42]. Although
Title tags are important to SEO, the main purpose of a Title tag is unfulfilled if it
fails to attract clicks from targeted users [43].

Google’s search engine will cut off long Title tags. It is therefore recommended
to keep the Title tag between 50-60 characters long, or more precisely 512 pixels
(since not every letter has the same width). Using only upper case letters should be
avoided since it can seem annoying to users. If a Title tag is interpreted as such by
Google, it will often be replaced [44].

2.3.2 Meta Description

Since 2009, Meta Description tags are no longer crawled by Google and are therefore
not included as an attribute in their algorithms for ranking websites [45]. Conse-
quently, it is not as important to include keywords in the Meta Description as it is
in the Title tag [32, p. 33]. Since Meta Descriptions usually have more of a running
and coherent text than Title tags, they aid users by providing a better overview of
what the website contains. Therefore, the Meta Description is still an influential
factor in SEO since it can convince the users to click on the link and enter onto the
website [46].

Every page on a website should have a different Meta Description [31]. An optimal
Meta Description should be between 50-300 characters long, employ keywords rel-
evant to the users, and, most importantly, be a compelling and unique description
of the website. This will help the site differentiate itself from similar search results
[47].

2.3.3 Content

One of the fundamental SEO requirements is that the content on a website should be
qualitative and relevant. Word choice is important because well chosen words have
a way of connecting with the users and give an authentic impression of the website
[18]. Including keywords in body text on a website is a good SEO technique, but
the content should be written for the users’ readability and not for Google’s crawler.
Overdoing keywords will decrease the quality of the text from the users’ perspective.
Sloppy language will be disparaged both by Google and the users [48].
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Google’s search engine uses sophisticated algorithms which calculates a page’s rele-
vance with consideration of the page’s overall topic. Coherent content throughout
the website is appreciated and rewarded by Google via higher rankings [18].

Heading tags are another good way of providing a better structure of the content on
a site [30]. The Heading tags should reflect the page’s topic and include keywords
for better SEO. Further, the Alt attribute is important for On-Site optimization.
By using the Alt attribute, Google can easily understand what type of content is
being shown and will thus contribute to the rank of the website. However, using too
many images or videos should be avoided due to decreased page loading speed [30].

Aside from the ranking purpose, content optimization is also important for pro-
viding a good experience for users. The content on a site should make the users
want to stay and utilize the website, as well as performing activities related to
traffic generating such as clicking through different subpages. Good content also
increases the chance of the users returning to the website and could prompt them
to recommend the site through blogs, forums, or social media [30].

2.3.4 URLs

Another aspect of ranking high on Google is to have URLs, Uniform Resource Loca-
tor, which can be easily understood by humans and effortlessly indexed by Google’s
crawlers. For this reason, putting effort into parsing a clean and informative URL is
an important aspect of SEO. If the users can understand the content of a web page
just by reading the URL, he or she is more likely to click that link [49].

@ @ https://en.wikipedia.org/wiki/Search_engin

optimizaticn

® Not secure | www.example.com/index.php?id_sezione=3608sid=3a5ebc944141daa6f849f730f1

Figure 2.2: An example of a short and informative URL (A) versus a long and
cluttered URL (B).

According to Google themselves, a site’s URL structure should be logical and simple
[50]. To make the users’ experience even better, sub pages should follow the same
pattern throughout, thus giving the website a structured and thought-out feeling
[48]. An example of what an URL should and should not look like is shown in figure
2.2 were the URL labeled as A is the preferred URL.

2.3.5 Internal Linking

Internal links are links which navigate the users to other pages on the same site
[30]. These links help Google crawl the site and ensure that every page on the site
can be found by the crawlers. Internal Link Structure is one of the most important
SEO factors, especially for sites with many sub pages [51, p. 77]. Thankfully, it is
also one of the easiest to attain since the link building activities can be completely
controlled by the search engine optimizer [41].
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Figure 2.3: An illustration of an Internal Link Structure, with the most visible
page at the top of the hierarchy.

The internal link structure can be illustrated as a hierarchy of pages on a website
(see Figure 2.3), where the page with the most internal links can be considered to be
in the top of the hierarchy and therefore the most visible page. The internal links act
as bridges between the pages. These bridges make sure that PageRank is transferred
between pages, allowing for synergy effects where pages with low PR can be lifted
by pages with high PR [52]. Moreover, they aid site users by making navigation on
the site easier [51, p. 85]. Web pages should never be more than three clicks away
from the home page and every subpage should have a link back to the home page [41].

Internal links should preferably be displayed using Anchor text [52]. Including
relevant keywords in an Anchor tag tells both the users and Google what to expect
on the other side of a link and generally increases the weight of the link [52].

2.3.6 External Linking

FExternal links are links which redirect the users to pages outside the current website
[30]. Page links can be seen as votes, where incoming links are votes in favor of
the website receiving them. When giving external links, these votes are given away
which will reduce the ranking of the site on Google’s SERP [53]. External linking
should therefore be avoided from a SEO perspective.

2.3.7 Loading Speed

The Web Performance or Loading Speed of a page or website is defined as the time
it takes for the web page to fully load its content and is included in the Google al-
gorithm when ranking websites [32, p. 38]. The loading speed of a website depends
on its size, which in turn depends on the size and type of the content on the site.
Thus, including a large amount of images is not a good idea with regards to SEO, as
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it will slow down the website. Besides being unfavorable for Google’s ranking algo-
rithm, a slow website is also off-putting for the user due to bad User Experience [21].

There are different methods of reducing the time and size of data sent to the users
of a web application, gzip being one way. Gzip allows the server to send compressed
files to the client which can then decompress them [54]. Furthermore, minifying
files is another thing that can be done to decrease the loading speed of the web
page. Minifying means that the files that are sent are made smaller by removing
comments, spaces, and new lines from the code [55].

2.3.8 Sitemap

From an SEO standpoint it is important that Google’s search engine is able to find
all the content that a website has to offer and get an overview of the content that
is provided. This can be done with a Sitemap, which is a file that provides infor-
mation about the pages or resources on a website [18]. The Sitemap should contain
information about all the pages of the website. This information should contain the
URL of the page, when it was last modified, how often the content of that page
tends to update, and the priority of the page relative to other pages on the web site
[18].

According to Google, if a website’s pages are linked properly, the crawlers are usually
able to find their way around a site without a Sitemap when indexing the web page
[56]. However, there are a few cases where Google recommends using a Sitemap [56]:
o When a website is large.
o When a website has content that is isolated or not well linked to each other.
o When a website is new and has few external links.

If a website meets at least one of the criteria above, it should have a Sitemap in
order to make sure that Google can easily find the content on the website [56].

2.3.9 Mobile Friendliness

One of the things that Google takes into account when ranking websites is the site’s
Mobile Friendliness [57]. Mobile Friendliness means that the website is easy to view
and use on a mobile device. While being easy to view and use is subjective, there
are a few things that Google present as making the mobile experience better [58].
According to Google, a website has to have text that is readable on a smaller mobile
device and clickable elements should be easy to press and not be too close to each
other. For a site to be mobile friendly, there should also be no need to zoom in and
out on a web page.

When making a website mobile friendly, Google recommends using a Responsive
Website Design, RWD [59]. A RWD uses the same code for the website regardless
of what device is being used (smartphone, tablet, desktop, or laptop), displaying
the website differently depending on the screen size of the user’s device [59]. RWD
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is recommended because it allows users to share the website more easily since the
same URL can be utilized for both desktop and mobile devices. This also means
that Google only has to crawl the website once in order to index the page [59].

A responsive web page design can be achieved using nothing more than Cascad-
ing Style Sheets, CSS, and CSS media queries. CSS is a language used in web
development for styling a web page’s appearance. CSS media queries are filters
which apply different styling depending on the size of the screen [60].

2.4 Off-Site SEO

Off-site SEQO, also called backlinking, can be defined as all activities related to link
building actions, i.e. the obtaining of backlinks [35]. According to Google, each
reference from one web page to another is counted as a vote for that page [61]. The
impact of the referral depends on the domain authority and the total number of
outgoing links on the referring web page, meaning that references from pages with
high domain authority and few outgoing links hold more weight [21]. It also depends
on whether the link is defined as a nofollow link, as nofollow links do not contribute
towards a page’s rank [62]. According to most SEO practitioners, backlinking is the
most important factor of SEO [26][39][63].

There are two ways in which backlinks can be attained; Natural link building and
Strategic link building (referred by Google as unnatural link building) [35]. The
procedures for each of these are further described in the upcoming sections.

2.4.1 Natural Link Building

Natural link building is the process of users independently sharing content and link-
ing to the website, usually obtained by creating high quality content and providing
a satisfying experience for users [61]. Shareable content is desirable on a website, as
it is a way of nudging users who enjoy the site towards linking to it. For example,
this can be done by adding shortcuts to share functions on social media sites [64].
However, it should be noted that links from sites without editorial control, such as

forums or social media platforms, usually do not have a significant impact on SEO
[65].

2.4.2 Strategic Link Building

When backlinks to a page are acquired by reaching out to other websites and ac-
tively asking them to link to one’s page, it is referred to as Strategic link building.
Strategic links can be obtained in a number of ways. For example, they can be paid
for or traded in exchange for linking back to the other page. There are ways to
obtain backlinks which are free, such as posting social networks or other forms of
online communities, but these links will not weigh as heavily in the Google algorithm
as links obtained from sites with higher DR [35].
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The more backlinks that are acquired, the higher a page will generally rank on
the Google search engine, especially if the sites from which the backlinks originate
themselves have a large number of backlinks leading to them and therefore a high
DR [35]. However, a backlink from a website with low DR can sometimes have a
larger influence than a website with a high DR, as the transferred Domain Rating
is distributed evenly among all of its external links [66].

Although strategic link building undoubtedly is an important aspect of SEO, it
should not be overdone. Google claim that they can distinguish natural from un-
natural links and that only natural links are counted when rating domains [61]. In
reality, it is probably harder to distinguish natural from strategic link building than
Google will admit [35]. However, if there are too many unnatural links without an
obvious connection to a web page it can be punished by Google and in the worst
case, banned from appearing in search results all together [61].

Google does not have anything against the promoting of web pages, but they warn
that overdoing strategic link building can be harmful for the site [48]. Current or
potential users may be annoyed by the shameless promotion and may decide to not
use the site. It is therefore important to only post where relevant, and not spam
forums and online communities with links [30].

2.5 User Acquisition

User Acquisition is described as the science of gaining new users or customers. The
goal is to find the most optimal way to convert an average visitor or temporary user
to a core member of the userbase. This can for example be applied to a subscription
based service, convincing the user to sign up for a newsletter or to persuade the user
to download some sort of software or application [7].

2.5.1 Methods for Acquiring Users

There are various methods to convince users to consume a product. One of the most
common methods include notifications or pop-ups of some sort, the notification-
component is often called Snackbar [67]. Another method is to limit the available
content in a product or platform and in order to receive the full experience the users
have to purchase a service or download some kind of software.

G It's better in the app
Get the latest Google app for Android

NO THANKS USE THE APP

Figure 2.4: An example of a Snackbar from Google, prompting the user to down-
load a smartphone application.
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2.5.2 Conversion Rate

A Conwversion Rate is the percentage of users that perform some given action, i.e. a
conversion event. This action is usually something that brings some sort of profit,
such as downloading an application [68].

#conversionFEvents

ConversionRate =
H#users

2.6 User Experience

User Ezperience, henceforth referred to as UX, is the process of enhancing user
satisfaction with a platform or a product by improving the usability and accessibility
provided in the interaction between the user and the product [69]. Studies of UX
often apply a psychological approach, where the behavioural patterns of different
types of users are studied in detail. It is an iterative process of creating, designing
and re-researching [70].

2.6.1 Presenting Information

Many applications provide logical interfaces which help the user find information,
answer their questions, and complete tasks. However, others may lack the necessary
organization of data which can lead to the user not being able to find the product
he or she desires. Even worse, the user possibly cannot locate important documents
or vital information that they seek. The goal is to provide the user with a pleasant
experience using the platform. However, if the information hierarchy is poorly de-
signed, the user might be left feeling frustrated.

Presenting information in a structured and well thought out way is its own science,
named Information Architecture. It usually focuses on the following things [71, p.
2-3]:
o A blueprint and navigational aid to the content of information-rich systems.
e The combination of organization, labeling, search, and navigation systems
within web sites and intranets.
e Shaping information products and experiences to support usability and find-
ability.

Figure 2.5: Illustration of The Cake of Information.

One of the most famous analogies about Information Architecture is the Cake of
Information (see Figure 2.5). Imagine a big birthday cake. The way a person
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usually consumes the cake is with the proper cutlery in small slices. The same thing
applies to presenting information to users. You provide the user with the necessary
tools, UX design for instance, in order for the user to properly consume the product
and information.

2.6.2 Response Time

One of the most important aspects in interaction design is Response Time. The
product should never feel slow when responding to a user’s actions. This should
be applied to everything; from fetching information from a server to animations
displayed to the user. If the technology feels slow and clunky, chances are that the
user will quickly lose interest in the product. The basic advice regarding Response
Time has been about the same for thirty years [72, p. 135]:
e 0.1 second is enough of a response time in order to make it feel natural and
that the system is reacting instantaneously.
e 1 second is roughly the limit of the user’s flow of thought to stay uninter-
rupted, even though the user will notice the delay.
» 10 seconds is about the limit of keeping the user’s interest. For longer delays,
the user will want to perform other tasks while waiting for the process to finish.

If a platform cannot provide immediate response, continuous feedback should be
provided to the user with the help of a Progress Indicator. This will reassure the
user that the platform has not crashed and is working on the user’s request, as well
as indicating how long the user approximately can be expected to wait. Finally,
providing users with something visual to look at helps keep their patience [73, p.
134].

2.6.3 User Interface Design Heuristics

The 10 User Interface Design Heuristics were developed by Jacob Nielsen with
colleagues. The heuristics are a rule of thumb to guide designers when making
decisions about the user interface for a product and are as follows [74]:
o Visibility of System Status: The system needs to keep the user informed
about the state of the system by some feedback within some reasonable time.
o« Match Between System and the Real World: The system should use
words and phrases that are familiar to users.
o User Control and Freedom: Let users use the system freely by making it
easy to leave an unwanted state.
o Consistency and Standards: Differentiate enough between actions to not
confuse users.
e Error Prevention: The system needs to prevent errors that the user makes,
stemming from both lack of focus and from a misunderstanding of the system.
e Recognition Rather Than Recall: Minimize the workload on the user’s
memory by implementing interfaces that support recognition.
» Flexibility and Efficiency of use: Give users the possibility to increase the
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performance in the way they do their tasks by including features for experi-
enced users such as keyboard shortcuts.

Aesthetic and Minimalist Design: Remove unnecessary content that does
not support the users in doing their tasks.

Help Users Recognize, Diagnose and Recover from Errors: Display
error messages clearly and in a non technical way so that users understand
what the problem is and how to proceed from there.

Help and Documentation: Provide concise and easy-to-use help tools and
documentation.
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Technologies and Tools

In this chapter, the technologies and tools used during the project will be presented.
The technologies refer to software libraries and frameworks used in the development
of the web application, as well as the architecture used.

3.1 Libraries and Frameworks

Using frameworks and libraries is often beneficial when building an application since
it allows developers to reuse already written code for parts of the application. This
is done in order to prevent having to write everything from scratch, in turn greatly
speeding up the development process.

3.1.1 Node.js

JavaScript is a popular programming language used for developing web application.
Node.js is an environment that allows JavaScript to be used to create applications
that run on a server [75]. Node.js also provides a package management system
known as Node package manager. The package manager allows developers to share
and use others packages in their own applications. This makes it possible to re-use
other’s code in an easy way [76].

3.1.2 React.js

React.js or React is a library that uses JavaScript to create user interfaces [77, p.
11]. According to Alex Banks and Eve Porcello, React is able to solve the problem of
displaying large amounts of data while still being able to update a web site efficiently
[77, p. 88]. For example when navigating from one page to another, if the navigation
menu stays the same then React will not apply any changes to the navigation menu
so that the web browser will not re-render that part of the web page.

3.1.3 Next.js

Next.js is a framework that enables React to be rendered on a server, a concept
known as Server-Side Rendering, SSR [78]. This means that the content of a web
page gets put together on a server and that the web page is delivered to the users’
web browser containing all the content without running any JavaScript [79, t.11:00].
Because of SSR, Next.js is able to speed up the time it takes to access a web page
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on slower devices. That is because the server is putting the web page together so
that the client only needs to display what the server generated, meaning that the
computation is off-loaded from the slower device to the server [80].

Google recommends that SSR is used because the first time the crawlers index a web
page, they do it without running any JavaScript, only returning the non-JavaScript
content [81]. The page might then get revisited at a later time to execute the
JavaScript and update what Google has indexed [79, t.13:00].

3.1.4 Representational State Transfer

Representational State Transfer, hereafter referred to as REST, is a software archi-
tectural style that applies a set of standards for how requests for information and
information is sent over the Internet [82, p. 7].

When using REST, the communication is done using Hypertext Transfer Proto-
col, usually shortened as HTTP. The communication is done by the client sending
HTTP requests to the server which it responds to. REST can also be used to add,
update or delete information on a server [82, p. 7]. Nowadays its recommended
to use HTTPS instead since this adds encryption to the traffic which makes the
exchange of data secure [83].

3.2 Tools

There are many tools that can be used to aid in the development of the web appli-
cation and data gathering, of which some will be presented in the following section.

3.2.1 Docker

To ensure that the web application behaves exactly the same on every device, Docker
is used to create Docker Containers that simulate and deploy code in identical
environments for all operating systems [84]. Docker Containers are similar to virtual
machines, except more lightweight [85]. By running on the same operating system
as its host, containers are able to use many resources shared by the host operating
system.

3.2.2 Heroku

The web application will be built, hosted, and scaled using the Heroku Cloud Plat-
form. Applications hosted on Heroku can be accessed using a URL. Heroku provides
a simplicity compared to other hosting services [86] [87]. By not having to worry
about infrastructure management, efforts can instead be fully put into development.
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3.2.3 Google Analytics

Google Analytics is a tool developed by Google which is used to analyze how users
behave and interact with a platform [88]. Google Analytics is able to collect different
kinds of user data, such as how many have accessed the platform, which pages they
have accessed and how the platform was found (via search engine or directly via
an URL) [89]. Moreover, Google Analytics can be used to filter and visualize the
collected data [90].

3.2.4 Google Search Console

Google Search Console is used to understand and improve what Google knows about
a website [91]. Search Console provides a way to suggest to Google that a web page
should be indexed [92]. Furthermore it also allows the owner to submit or update
a Sitemap to Google [93]. The tool also collects data about how often the website
is displayed in the Google search engine and how many times a link to the site has
been clicked on from the SERP [91].

3.2.5 Google’s Lighthouse

Lighthouse is a tool developed by Google that is used to improve the quality of
websites [94]. Lighthouse is able to audit a website, examine the performance and
accessibility of the website, if best practices are being used, and if the website is
SEQO friendly. Furthermore, the tool produces a report which contains information
about what audits were passed and which were not. In the report it is also suggested
what could be done in order to solve these problems [94].

3.2.6 Ahrefs

One the most popular tools for analyzing traffic and SEO related data is Ahrefs [26].
It has a wide range of functionalities such as the Site Ezplorer, where a website’s
UR, DR, and other metrics can be tracked. Another functionality Ahrefs has is
the Keyword Explorer, which allows the analysis of search queries. The Keyword
Explorer makes it possible to track and receive information about keywords, such as
how large the search volume is for that keyword or the amount of backlinks needed
to rank among the top results [23].
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4

Method

The following chapter describes the steps that were undertaken in order to address
the thesis’ problem statements. To recap, the following were mentioned in chapter
1.3:

o Can SEO techniques be used to rank a web application with auto-generated
content among the top results for a given search query on Google’s search
engine?

o Using methods for User Acquisition, how can a web application with auto-
generated content be used in order to acquire users to a smartphone applica-
tion?

To cover these topics, this chapter will first explain how the livescore web application
was intended to be developed and then go on to describe how the site could be
optimized to meet the intended objectives.

4.1 Development of the Web Application

The development of the web application was carried out iteratively, where each
iteration added new features and improvements. These features and improvements
were intended to help enrich UX and help with the SEO of the web application.

The web application was built using the Next.js framework, which allows for Server-
Side Rendering. Since Next.js is built using React, several re-usable components
that are created could be used on various pages for the web application. Since
Node.js is also at the base of the web application, it will be possible to use modules
already available online instead of needing to create everything from scratch. This
form of code reuse helped advance development at a rapid pace.

For the backend, Node.js and Heroku were used to make the web application avail-
able to users. The communication between the web application and the external
data source was done using the REST architectural style.

Throughout development, the web application was hosted online using the Heroku
cloud platform and launched iteratively. After compiling the project and successfully
running it locally using Docker, it was then uploaded to Heroku, from where the
web application can be accessed via a URL.
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4.2 Optimizing for Search Engines

The theoretical aspects of SEO have been discussed at length in the theory part of
this thesis. In order to optimize the web application for search engines, the three
focus areas are Keyword Research, On-Site SEO, and Off-Site SEO.

To begin with, an extensive Keyword Research was carried out. By brainstorm-
ing for keywords and conducting user research, a list of seed keywords relating to
the topic of women’s football was created. A large amount of relevant keywords
was added to the list and then combined with the seed keywords into a mammoth
list of keywords. The keywords were then checked for search traffic and Keyword
Difficulty in order to pick out the keywords of focus.

With the chosen keywords at hand, specific HTML tags were carefully chosen to
comply with the requirements specified in chapter 2.1.4. The web application’s
URLs were styled in a short and informative manner. The amount of internal links
on the site were maximized whereas external linking was kept to a minimum. Modifi-
cations of the On-Site SEO were performed throughout the thesis as new information
and feedback was received from Ahrefs and Google.

When the web application is deemed suitable for public use, potential backlink-
ers will be contacted and asked to add a backlink to the web application from their
website.

4.3 Designing for User Acquisition

In order to persuade users to download the smartphone application, the User Ac-
quisition methods were discrete but at the same time determined. A small and
subtle component nudging the users to download the smartphone application was
implemented, appearing only once in a while. An algorithm was developed to decide
when the notification should be displayed to avoid it sparking annoyance with the
user and negatively affecting the UX.

4.4 Data Collection and Validation of Results

In order to validate the results of the thesis, data was collected using Google An-
alytics, Google Search Console, and Ahrefs. The data gathered was then used to
determine the web application’s performance in terms of how well it ranked on
Google and how many users converted from the web application to the smartphone
application.
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Implementation

Acknowledging the theoretical aspects previously discussed in chapter 2, the follow-
ing chapter will describe how the web application was developed and designed for
SEO and User Acquisition.

5.1 Developing the Web Application

Through an iterative process, the web application was reviewed and made better at
a steady pace. Every update to the web application in its production stage brought
more features for users and improvements to the design. By using Lighthouse, im-
provements in regards to performance, accessibility, best practices, and SEO were
considered and put into production. The releases that the web application under-
went are presented in Appendix A.

5.1.1 Content of the Web Application

The web application contains livescores and statistics for women’s football matches.
It is also possible to access information about different teams and leagues around
the world. The content of the web application is automatically generated from an
external data source, without which the web application would be missing most of
its content. This essentially means that the large amount of pages existing on the
web application are not created manually by the developers. Instead, a template for
each sub page has been developed, allowing auto-generated content to fill the page.
The different types of pages that the web application contains are:

o Home page

o Match page

e Tournament page

o Player page

o Team page

« World Cup page

5.1.2 Integration of Data Collection

Google Analytics and Google Search Console were used to collect data about the
web application. In order to track how many users downloaded the smartphone
application directly from the web application, a special link connected to the web
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application was added. Other than simply taking users to the download page of the
smartphone application, this link also tracks how many users have clicked the link
and how many ended up downloading the smartphone application.

5.2 Conducting Keyword Research

As described in chapter 2.2, the first step of any proper SEO implementation should
be Keyword Research. First of all, a list of seed keywords was made by discussion
and brainstorming. Another, larger list was then created by adding secondary key-
words to the list of seed keywords. Secondary keywords were acquired by meetings
with employees of Forza Football with specialization in Women’s football. Fur-
ther keywords were acquired by conducting a Competitor Analysis, which identified
what keywords other Livescore application sites with focus on women’s football rank
for (see Appendix C). Lastly, the most popular female football players, teams and
leagues were added to the list.

After that, the seed keywords were combined with the larger list of keywords in
a spreadsheet, resulting in a mammoth list consisting of over 30 000 keywords and
phrases. In order to sort out the relevant keywords, the list was analyzed using
Ahrefs” Keyword Explorer, and all keywords with a search volume of less than 100
searches per month were removed. The remaining keywords were saved to a spread-
sheet and further analyzed by removing keywords with high KD and low search
traffic. The process of running the keywords through Ahrefs’ Keyword Explorer
was done three times in order to test a difference between British, American and
Australian search trends (see Appendix D).

5.3 Implementing On-Site SEO techniques

In chapter 2.3, a number of On-Site SEO techniques were introduced, of which most
have been applied on the web application. The implementation of these techniques
will be presented in the upcoming section.

5.3.1 Page Optimization

Once the web application was live, each sub-page was given individualized Title and
Meta tags, and the content was analyzed for further optimization possibilities. The
main target of the Title tags was to fit the primary keywords into each tag while
retaining the optimal length of 50-60 characters. The pages were given original Title
tags relating to the content of the page with the aim of appearing attractive to the
user, which turned out to be hard to do in a short and compressed sentence.

Since the Title tags would often include team or tournament names of differing
lengths, the tags were at times too long and parts of it did not show on the SERP.
Match pages with two team names in the Title tag were especially problematic if
both club’s names were long. The Title tags were therefore adjusted to fit better
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with varying lengths to reassure that the entire Title tag would show on the SERP.

Just like Title tags, Meta tags were optimized in the same manner by going through
each sub-page and adding a qualitative description of the page. Here, additional
keywords could be added which were missed out in the Title tag due to limited
space. Initially, the implemented Meta tags were too short according to Ahrefs’
recommendations of 50-300 characters. The length of Meta tags for player, team
and match pages were therefore increased, adding more keywords and descriptive
sentences. The landing page also got its meta tags optimized (see Figure 5.1).

Forza Women's Football: LiveScore, Results and Fixtures
https://womens-livescore.forzafootball.com/ ¥ Oversitt den har sidan
Get live scores, results, fixtures, tables, statistics and news for Women's Football. We believe in

equality and our focus is to provide quality statistics for Women's

Figure 5.1: The Meta tag for the landing page after it was changed. Many more
keywords such as results, fixtures and statistics were added for better SEO.

Lastly, the page content was scrutinized for SEO opportunities. Keywords, especially
in the form of player, team and tournament names, were put into Heading tags. Alt
attributes were applied to every image, and as much extra text as deemed reasonable
was added on all pages. However, the inclusion of in-depth text is rarely called for
on a livescore implementation and only the landing page was deemed fit for the
purpose of adding body text.

5.3.2 URL Structure

The main URL of the web application is womens-livescore.forzafootball.com. The
URL was chosen because it contains the word livescore, which is a popular search
term, and since it contains a common misspelling of the word “women’s” (as in
women’s football). Keyword Research showed that many users will leave out apos-
trophes in search queries, and since apostrophes are not compatible with URLs it is
a clever way of optimizing for a common search query without including any mis-
spellings on the web application itself.

Effort was put into parsing short and descriptive URLs on all pages of the appli-
cation. Any URL will consist of the main URL followed by the type of page, such
as ’/match/’ or’ /team/’, and a specification of the identity of the specific subpage
such as a team name or a match-id. The reasoning behind the URL-structure is
that users should be able to make informed decisions of whether to enter the site or
not just by reading the URL. Figure 5.2 shows an URL from the web application.
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@ Puebla FC vs UNAM - Forza Wor X =

Ay 1 e

<« C & https:;//womens-livescore.forzafootball.com/match/2500874-puebla-fc-vs-unam

Figure 5.2: Example of an explanatory URL, showing what type of subpage it is
(match) as well as the match-id and the teams that are playing.

5.3.3 On-Site Link Building

One objective with the web application was to make the entire page clickable. There-
fore each team, player, match etc. was made clickable to ensure a correlated network
between each sub-page and to receive higher PR on all pages of the web application.
This also results in every page on the web application being able to be found by the
crawlers.

Since external links reduce the Domain Rating, as mentioned in chapter 2.3.6, exter-
nal links have been avoided. The only external links on the web application are to
Forza Football’s website and to the download page for the smartphone application.

5.3.4 Decreasing Page Loading Speed

As described in chapter 2.3.7, avoiding large files and excess lines of code are key
to delivering a site with fast-loading pages. These two guidelines were followed in
the construction of the web application. To ensure fast page loading speed, each
image on the web application was compressed, resulting in smaller images file size.
Despite the file size being reduced, the difference in image quality was barely visible.
Moreover, minifying and gzip was used to reduce the size of the data being sent.

5.3.5 Constructing a Sitemap

Since the web application is new and contains a large amount of content, a Sitemap
is an important factor. As stated in chapter 2.3.8, it is recommended that the
Sitemap contains all the web pages of a website. Due to this, the Sitemap for the
web application contains most of the content that is available to the users. The only
pages which were excluded from the Sitemap were the pages for individual players,
due to a technical limitation of how player data could be retrieved from the external
data source that was used to supply the web application with information.

5.3.6 Optimizing the Site for Mobile Devices

As stated before in chapter 2.3.9, Mobile Friendliness is an important factor of
SEQO. Therefore, a Responsive Web Design was used in accordance with Google’s
recommendations and implemented using CSS media queries. This made it possible
to use the web page on different kinds of devices with different screens.
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5.4 Implementing Off-Site SEO techniques

As mentioned in chapter 2.4, Off-Site SEO is the most important part of Search
Engine Optimization. For this reason, a lot of effort was put into producing shareable
content and reaching out to other domains in order to obtain backlinks.

5.4.1 Share Function

In order to allow for the natural sharing of content, the ability to share a page to
social media was added to almost every page of the application. The reasoning
was that the process of sharing the web application should be as simple as possible
in order to nudge the users into sharing the application. Figure 5.3 shows the
implemented share function on the match page.

Search for teams, players and tournaments Q WOMEN'S WORLD CUP 2019 ABOUT

Arsenal LFC 2-1 Manchester United

W W W w Ww FT W W L w D

Kick-off: 2019-02-07 20:30
Tournament: EA Women's | eague Cup
Attendance: Unknown

Stadium: Unknown

Referee: Unknown

i LINEUPS (&) MATCHEVENTS iZ TABLE W, STATISTICS

Figure 5.3: On the right hand side, users can click the icons in order to share the
page on their choice of social media.

5.4.2 Strategic Link Building

Research was conducted in order to acknowledge opportunities for attaining back-
links to the web application, resulting in a list of different courses to pursue. First
on the list were online football forums, where the link was posted with an expla-
nation and a request for feedback, and social media channels, through which the
link was distributed. Secondly, bloggers were contacted and asked if they would
be inclined to promote the link on their blog. Which bloggers to contact was de-
cided based on how regularly they write about women’s football and by studying
the Competitor Analysis, which identified bloggers who had previously shared links
to similar Livescore web applications. Lastly, football clubs in the Gothenburg area
were contacted. Ahrefs’ Site Explorer was used daily to follow up on the strategic
link building activity.

5.5 User Acquisition driven by UX Design

The platform design was based on the research on User Experience and inspiration
was taken from the FFSA design. The main reason for the web application to
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resemble the smartphone application is so that the user can get a familiar experience
after downloading the application. Therefore, some components were introduced to
the platform, which were directly inspired by the smartphone application as well as
the work from last year’s thesis [1].

5.5.1 Snackbar

In order to provide a way for the user to download the smartphone application, a
Snackbar was implemented reminding the user that more information is available in
the smartphone application. The design of the Snackbar is shown in figure 5.4. The
Snackbar will not appear on every page to avoid annoying the user as discussed in
chapter 4.3. If the user is using a mobile device, the Snackbar will appear at the top
of the screen and when interacted with redirect the user to the App Store or Google
Play depending on which type of device is being used. Furthermore, if the user
already has the application installed, the link will instead open up the application.
When using a desktop, the Snackbar will instead appear in the top right corner and
redirect the user to Forza Football’s website when clicked.

e Download the VIEW CLOSE

Forza app!

Figure 5.4: One instance of the dynamic Snackbar.

5.5.2 Search Bar

A Search bar can be found in most modern websites and applications. It allows
the user to navigate easily and freely between all the pages and information on the
platform. A specific tournament or perhaps a player are only clicks away, which
supports flexibility and efficiency and is proven to be good UX [37]. The same
search function can be found in FFSA. The implemented search bar is shown in
figure 5.5.

Search for teams, players and tournaments Q

Figure 5.5: The search bar displayed in the navigation bar on every single page
for easy access.

5.5.3 Sidebar

The Sidebar works as the main component for navigating between matches. The
information hierarchy is designed in the follow schema: Date — Tournament —
Match [Time, Score, Teaml, TeamZ2|. The Sidebar can be viewed in figure 5.6.
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Together with the Search bar, the two components gives the user the ability to
quickly navigate between all of the matches, tournaments, and players. Which
covers all content on the platform. In order to prevent errors when entering a date,
a date picker component was used to make it impossible to enter an invalid date.

2019-05-08

Campeonato Brasileiro, Women ~

0 Vitoria PE
20:00
0 FozCataratas PR

0 Sao Francisco BA
20:00

0 Gremio Osasco Audax SP

0 SCDoRecife
20:00 )
0 Minas Icesp DF

0 Kindermann SC
01:00

0 Sao Jose Dos Campos SP
Urvalsdeild, Women N

0 ThorKa Akureyri
20:00 ) L
0  Fylkir Reykjavik

0 KR Reykjavik

21:15
0  Valur Reykjavik
U17 Euro Championship, Women v
Elitedivisionen, Women v

Figure 5.6: One instance of the Sidebar. It is displayed to the far left of every
page.

5.5.4 Layout

The layout of the pages containing the main content was designed with a tab layout.
This was chosen over a layout in which all content on a page would be displayed
at the same time, for several reasons. The first is to remain consistency across
platforms since the FFSA also uses a tab layout. The second reason was that a
tab layout easily can be converted to fit a small screen, which could not be done
with the other layout. The third reason for implementing a tab layout was to avoid
information overload. Each tab on the web application has been labeled with unique
icons fitting all screen sizes. On larger screen sizes, the tabs also contain descriptive
texts.

5.5.5 Progress Indicator

The web application provides continuous feedback using a progress indicator in
the form of a loading bar, this provides the user with visibility of system status as
presented in chapter 2.6.3. Whenever an action is performed on the web application,
such as clicking on a link, the loading bar shows up at the top of the page. While
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retrieving information, the loading bar confirms that the application is responsive
and is currently working on the request.

5.5.6 Error Page

An error page was implemented to indicate to the user if something has gone wrong.
The text displayed on the error page states that the requested page does not exist
and gives the user a possibility to recover from the error by supplying a link back to
the landing page. This helps the user recover from errors and allows them to continue
to use the web application, this is one of the heuristics presented in chapter 2.6.3.
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Results

The following chapter will present the results of the thesis. First, the appearance
of the User Interface of the web application will be presented after which data col-
lected from Google Analytics, Google Search Console and Ahrefs will be presented.
Lastly, the rankings on Google’s search engine and the number of conversions to the
smartphone application will be investigated.

6.1 User Interface

Applying the methods mentioned in chapter 2.6, the web application went through
a number of iterations before it reached its final form, presented below.

6.1.1 Desktop View

Using a web browser on a computer will most often render a landscape view of the
web application. Components displayed in this manner have ample space to occupy.
Screenshots of the match, world cup and player page can be found in figures 6.1,
6.2, and 6.3.

WOMEN'S WORLD CUP 2019  ABOUT

oprvonmno ~— Sweden 4-1 Switzerland == 8

Shebelieves Cup, Women v

Want
notifications?Get  VIEW ~ CLOSE
the app!

W L D W FT L W L w
Algarve Cup, Women ~ 2019-02-27 17:45
2 Norway
1 Denmark
0 Canada
0 iceland

4 Sweden
1 Switzerland

i LINEUPS @ MATCHEVENTS i= TABLE . STATISTICS

2 Spain
0 Netherlands

o
1. WLMH\I

g £ .8 8

16.Mia Carisson 20.LindaSembrant 4. Henna Gles

B N S
ANy B

Figure 6.1: An auto-generated page for an arbitrary match.
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Search for teams, players and tournamen Q WOMEN'S WORLD CUP 2019  ABOUT

- ; o8 » 3 - w ~ —
FIFA Women's World Cup x - 3, hef - " 3 3 v TE

Final v . ; o 3 ‘The World Cupis

bestexperienced  VIEW ~ CLOSE
2% inthe app!
GroupA v
GroupB v International +
Group C - 4
roup v ' - 4
2% e
GroupD v
GroupE v
GroupF v i= GROUPS 3+ PLAYOFF © TOP SCORERS PREVIOUS MATCHES
Round of 4 v
GroupA Playe F Group B
Bronze Match v
1 g=Norway 0 0 0 1 b= South Africa 0 0 0
SemiFinal e 1 SouthKorea 0 0 0 1 == Spain ° ° 0
Roundof 8 v 1 BaFrance 0 0 0 1 @mChina 0 0 0
1 muNigeria 0 0 0 1 wmGermany 0 0 0
Group C Playe Pol GroupD
1 nataly 0 0 0 1 e Japan 0 0 0
1 s Jamaica 0 0 0 1 sz Scotland 0 0 0
1 smAustralia 0 0 0 1 == Argentina 0 0 0
1 e Brazil 0 0 0 1 -+ England 0 0 0
GroupE Played Points GroupF

Figure 6.2: A custom page was developed specifically for the Women’s World Cup.

forza
football Search for teams, players and tournamen Q WOMEN'S WORLD CUP 2019 ABOUT

201-08.30
Super League, Women v Fllname B oot vew cuos
Ny Caroline Seger
Campeonato Brasileiro, Women v
Nationality
Liga Mx, Women v Sweden
NM Cup, Women v

Biography Season statistic

No information available
Team

Sweden ==
FC Rosengard @

Position

Midfielder
19 March 1985 (34 years)

Weight & Height

2kg,173cm

06000

Figure 6.3: An auto-generated page for an arbitrary player.
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6.1.2 Mobile View

WOMEN'S WORLD CUP 2019 ABOUT

omen’s. !y C Amanda llestedt
2019 lune 07— - g
BRI Sweden 3@

Biography Season statistic o
No information available

oo o
Sweden == (o
(<]

1“FFC Turbine Potsdam 71 @

nnnnnnn

Defender
Birth Date

17 January 1993 (26 years)
Weight & Height
68kg,178cm

> GooglePlay | | @ App Store

Figure 6.4: Screenshots from the application in mobile view.

The web application was optimized to fit all screens, rendering components dif-
ferently depending on the user’s device and screen size. When viewing the web
application on a smartphone or another type of mobile device, the page orientation
will usually be a portrait view. The mobile view is shown in figure 6.4.

6.2 Data Collected from the Web Application

Some of the data gathered by Google Analytics and Google Search Console is pre-
sented in table 6.1. The web application was launched on 2019-03-29 and data was
gathered from the launching until 2019-05-06. It should be noted that data from
error pages is included in the collected data.

Table 6.1: Statistics from Google Analytics and Google Search Console.

] Data from Google ‘

Total Users 6 559
Mobile Device Users 83.5%

Bounce Rate 78.34%
Avg. Time on Site | 1 min 33 s

In total, the application was used by 6 559 users of which 83.5% used a smartphone
device. The Bounce Rate was 78.34% and Average Time on Site was 1 minute and
33 seconds. Out of the users that did not enter via a Google search, a rather large
chunk originated from Sweden, where the developers are located. The number of
users from Sweden who entered the web application from a direct link instead of a

SERP was 1.1%.
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® Users

1,000

500

&
April 2019 May 2019

Figure 6.5: The number of users who used the web application each day.

Figure 6.5 shows the evolution of the user base over time. The graph shows a lot
of volatility and seems to peak around Thursdays. On days with a large amount
of matches, the number of users increased. The graph also correlates somewhat
with the match schedule of South American leagues, which were the most popular
leagues.

@ Bounce Rate

100.00%

}bo JWV—"\M
¥

April 2019 May 2019

Figure 6.6: The Bounce Rate over time.

The data shows that the overall Bounce Rate was quite high. The change in Bounce
Rate can be studied in figure 6.6. In the beginning, when users were few, the Bounce
Rate was lower. As the number of users rose, the Bounce Rate did too, followed by
a slight decline towards the end.

6.3 Results of the SEO

In the upcoming section the results of the Keyword Research, On-Site SEO and
Oft-Site SEO will be presented.

6.3.1 Chosen Keywords

The Keyword Research resulted in a list of keywords with relatively low KD and high
search volume (Appendix D). Unsurprisingly, the phrase women’s football seems to
be the most important when it comes to searches within the area of women'’s football.
Queries including world cup also have a large search volume. Generally keywords
with low KD were chosen, and if the difference between two words was small (for
example, match vs. fizture), the term which is most popular in the UK was chosen.

6.3.2 Statistics from Ahrefs

When the thesis started, the site had a URL-ranking of 10 and a Domain Rating
of 59. During the span of the thesis, both the UR and DR ended up increasing by
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one, to 11 and 60 respectively. A screenshot from Ahrefs showing the UR and DR
of the web application is displayed in 6.7.

UR DRI

11 60 B

Figure 6.7: Statistics from Ahrefs’ Site Explorer.

Unfortunately, the response from potential backlinkers was fairly low and only seven
backlinks were in the end recognized by Ahrefs’ Site Explorer, of which six were
nofollow links, meaning they contribute to neither UR nor DR. A link from a local
football club’s website remains the only backlink attained as a result of the strategic
link building activities, contributing with a DR of 11 distributed on a 13 external
links. The attempts to increase the UR and DR by posting on forums and social
media gave no results, as none of the links were recognized by Ahrefs.

6.3.3 Ranking on Google

Since a SERP is created dynamically by Google and changes over time, it is hard
to tell exactly which position the web application is ranked at for a given search
query. However, by observing which search queries the incoming traffic comes from,
it is possible to get an estimation of how well the web application ranks for a query.
Table 6.2 shows some rankings that were observed. Images and screenshots of some
observed rankings can be found in Appendix B.1.

Table 6.2: Rankings on Google for some queries.

’ Search Query ‘ Position on SERP ‘

netherlands vs mexico womens football 1
netherlands vs chile women’s football
portugal vs slovakia women’s football

switzerland vs finland women’s football

Foz Cataratas PR vs Kindermann SC

ferroviaria sp vs foz cataratas pr
finland vs poland women’s football
iceland vs netherlands women’s football
Puebla FC vs CF Tigres UANL

DN DN DO | = = =

One of the keywords that was decided to focus on was women’s football. By compar-
ing rankings for some matches, the difference between when this keyword is included
in the search query and not can be seen.
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Table 6.3: Difference in position on Google when appending women’s football
phrase on a query. Not found means that the web application did not show up in
the search results at all.

’ Search Query \ Position ‘
flamengo rj vs ferroviaria sp 7
flamengo 1j vs ferroviaria sp women’s football 3
vitoria pe vs sao francisco ba Not found
vitoria pe vs sao francisco ba women’s football 3
SC Corinthians SP vs Sao Jose Dos Campos SP 5
SC Corinthians SP vs Sao Jose Dos Campos SP women’s football 2
Zhfk Yenisey Krasnoyarsk vs CSKA Moscow Not found
Zhfk Yenisey Krasnoyarsk vs CSKA Moscow women’s football 4
Vaxjo DFF vs Pitea IF Not found
Viaxjo DFF vs Pitea IF women’s football 5
FC Twente Enschede vs PEC Zwolle Not found
FC Twente Enschede vs PEC Zwolle women’s football 4

6.4 Conversions to Smartphone Application

As of 2019-05-06, 3 users had downloaded the smartphone application, and 142 users
had clicked the link in the Snackbar leading to the download site for the smartphone
application. That means that out of the 6 559 total web application users, approx-
imately 2.16% clicked the Snackbar and the Conversion Rate was approximately
0.046%.

. #SnackbarClicks 142
SnackbarClick Rate = = ~ 0.0217 = 2.17
nackbart feRate #TotalUsers 6559 %

#Downloads 3
#TotalUsers 6559

~ 0.000457 = 0.046%

ConversionRate =
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Discussion

This chapter will focus on discussing how the development of the web application and
chosen implementation of SEO techniques and User Acquisition methods affected
the results and how it could have been done differently. Additionally, it will reflect
upon the purpose and problem statements and discuss the validity of the collected
data.

7.1 Time Limit and Change of Purpose

As mentioned in chapter 2, SEO is a long, drawn out process with results showing
with quite a time lag, sometimes taking up to six months before showing any re-
sults. This obviously causes problems for a thesis aiming to provide results within
the same time frame.

Initially, the thesis’ purpose was to evaluate different SEO techniques and User
Acquisition methods. However, due to the time constraints, many techniques and
methods had to be implemented in tandem. Therefore the purpose was changed (see
chapter 1.2), as an analysis of the individual techniques or methods could not be
done. If the initial purpose was to be studied, a longer time frame would be required
to be absolutely sure that the data which the results are based on is uncorrelated
in order to avoid drawing wrong conclusions.

7.2 Difficulties During the Development

One of the difficulties when developing the web application has been that HTTPS
initially was not used by the external data source which the application retrieved
information from. This meant that when navigating on the web application using
HTTPS, users were often presented with error pages since the web browser did not
want to retrieve information from a data source which used HTTP.

When the external data source got updated to support HT'TPS, the decision made
to use HTTPS instead of HT'TP in order to solve the problem with retrieving in-
formation that led to error pages. However, this introduced a new problem since
the IDs used to auto-generate content on the web application were changed. This
meant that all web pages previously indexed by Google now routed users to wrong
or non-existing pages.
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The problems with HTTPS have had significance in several parts of the thesis,
not least the results. The Bounce Rate and Time on Site are likely to have been
affected as well as the SEO and the User Acquisition, which was also influenced in
a negative way. This is because the change of IDs meant that Google had to crawl
all the content of the web page again which is a timely process. The UX probably
suffered most from the HTTPS problem as the site not working properly is a big
discouragement for the user.

7.3 SEO

As presented in the results, the web application did manage to rank high enough to
be displayed on the SERP several times, showing up first for some queries, and get a
total of 6 559 users. This shows that it is entirely possible to apply SEO techniques
to a web application with auto generated content in order to rank highly. All of the
SEO techniques researched were applicable to the web application. However some
problems arose from having auto-generated content, presented in chapter 7.3.2.

7.3.1 Takeaways from the Keyword Research

The amount of data on user search queries was too small to get a reliant representa-
tion of the average women’s football fan. More data and knowledge on users could
have been gathered since it is a big part of Keyword Research. However, this would
leave even less time for implementing other SEO techniques.

Keyword Research takes a lot of work, and in this case the outcome pointed to-
wards many of the initially chosen primary keywords being good keywords. Since
it is a timely process of generating a mammoth list of 30 000 key phrases, and
the results turned out to be similar to the primary keywords, the time spent on
Keyword Research could be have been lowered in order to allow focusing on other
aspects of SEQO. For example, the keywords that came intuitively in the beginning
could have been used instead, and more time could have been spent on Off-Site SEO
(more specifically; retrieving backlinks). Of course any serious SEO work requires a
solid Keyword Research, and to be 100% sure of having chosen the best keywords
possible, all potential keywords should be tested.

7.3.2 On-Site SEO and Auto-generated Content

Producing content for On-Site SEO turned out to be the main obstacle with re-
gards to having auto-generated content. Since the web application’s content is
auto-generated, it leaves little room for content in the form of text. With impor-
tant keywords such as team names, tournament names, etc., being shown in the few
places where keywords can be displayed, the negative effect of having little content
may have been counteracted by the positive effect of having a lot of quality content.

Other than the auto-generated keywords, focus was also put on the phrase women’s
football. As shown in the results, when searching for two teams facing each other,
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the position for the ranking on Google would improve significantly if women’s foot-
ball is added to the search query after the team names. This is an indication of
successful Keyword Research and On-Site implementation.

Having auto-generated content turns out to be a problem when it comes to pro-
ducing good Title and Meta tags — especially when it comes to long team names
and matches. Directly after the tags were changed to better fit the auto-generated
content, the amount of visitors to the web application had quite an increase (Ap-
pendix A shows a log of the updates done to the web application). This could be a
direct effect of the changed tags, since users are more inclined to click on a link with
appealing Title and Meta tags. Since more than 83.5% of the visitors come from
mobile devices, another reason could be the implementation of mobile friendliness,
which happened around the same time as the previous change.

As mentioned in chapter 7.1, most SEO practitioners agree on the long-term ef-
fects of SEQO. Therefore, the change of HTML tags and implementation of mobile
friendliness might not be the reason for the increased traffic, due to short time span
between the implementation of mobile friendliness and the increased traffic to the
web application through Google’s search engine.

Some match names generated titles that were too long for the Title tag to be of
optimal length. Hence, the use of keywords in a tag is restricted by the tag’s opti-
mal length. Even though the web application ranked high on a few matches with
too long Title tags, it is possible that the inclusion of the team names in the URL
might have helped achieve a higher ranking. Sadly, it is impossible to say if the
URLSs had any impact on their own unless tested in more detail.

Other On-Site implementations not yet discussed were to increase the loading speed
and to minimize the number of external links in the application. Since the site
experienced a rise in UR before attaining any backlinks, it can be determined that
the applied On-Site SEO techniques did have an impact. However, it is just not
possible to determine how much any individual SEO technique impacted the result.

7.3.3 Attempts with Backlinkers

Out of almost 300 emails, only one backlink was attained. One of the main factors
was likely that backlinkers were contacted quite late in the thesis. This was due
to waiting for the web application to be fully developed (and without the HTTPS-
problems) before distributing it, to give a good first impression to backlinkers. In
order to receive more backlinks, the quality of the web application could have been
compromised by contacting backlinkers already in the early stages of the web ap-
plication. This could have made it possible for a second or even third round of
attempts. Prioritizing whom to contact as well as time planning could have been
done better. Only two weeks were spent focusing on backlinks (compared to three
weeks spent on Keyword Research), even though research mentioned in chapter 2.3.6
shows that backlinking is the most vital factor for ranking high on Google.
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7. Discussion

7.4 User Acquisition

Since only 0.046% of users ended up downloading the smartphone application, the
User Acquisition probably could have been executed differently. The low Conver-
sion Rate can depend on a variety of factors. First, the User Acquisition methods
could have been implemented earlier. Second, the User Acquisition methods could
have been a bit more aggressive, with the risk of being an annoyance to users. One
way could have been to not provide certain information, such as previously played
matches or specific pages, and instead refer users to the smartphone application.
Another way could be to have the Snackbar appear more often. Third, the prob-
lems with HTTPS were likely a big factor since it damages the UX, which can be
seen in the high Bounce Rate. Over time the Bounce Rate had a slight decline,
which could be a reason for the improvement of UX.

Lastly, a miscalculation was that good UX was expected to support User Acqui-
sition. A lot of effort was put into creating a good UX, which did not lead to good
User Acquisition. Perhaps prioritizing between User Acquisition and UX would have
been necessary in order to acquire more users to the smartphone application.

7.5 Validity of Collected Data

Throughout the thesis, emphasis has been put into keeping the data intact. Because
of this, measures were taken to make sure that the data collected from Google Ana-
lytics was unbiased by discarding previous data and adding certain IP-addresses to
a filter. What could not be avoided were the problems related to HTTPS, described
in chapter 7.2. Due to these problems, key UX and User Acquisition metrics such as
Bounce Rate and Time on Site could not be analyzed without doubting the validity
of these.

Furthermore, the traffic from Sweden must be questioned because some of these
users are likely people from Forza Football or users related to the web application’s
developers, both located in Sweden. When studying the data it shows that only
1.1% of the users from Sweden did not find the web application using Google. This
means that the data regarding how many users the web application had should be
relatively free from interference.
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Conclusion

The main purpose of the thesis was to create and develop a web application with
auto-generated content and to investigate how it can be utilized to acquire users to
a smartphone application.

Consequently, a web application was developed in collaboration with Forza Foot-
ball. At the time of finalizing the thesis, the platform has been live for roughly two
months at the following address: womens-livescore.forzafootball.com.

The creation of the web application was aided by a variety of libraries and frame-
works. Using a combination of Next.js and an external REST data source, it was
possible to automatically generate content on the web page, rendering it discov-
erable by Google’s crawlers. The chosen tech stack suited the development of the
web application well and could be used for future applications with similar purposes.

The platform succeeded in ranking as the first result for some of the targeted search
queries and got more than 6 500 users as a result of Search Engine Optimization.
Therefore, it can be concluded that techniques for SEO can be applied to a web
application with auto-generated content in order to attract users. However, eval-
uation of individual SEO techniques was not possible. In order to evaluate which
techniques yield the best results, a longer time frame would have been necessary.

Conclusively, the platform managed to persuade three users to download the smart-
phone application, whereas 142 out of 6 559 total users clicked on the Snackbar
component. However, it is believed that a different approach would have resulted
in a better outcome. Specifically, a more aggressive approach towards User Ac-
quisition is believed to be favorable. As for the continuation of this purpose, it is
recommended to test a variety of User Acquisition methods.
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A

Web Application Releases

29 March
o Added sidebar containing matches
e Added a match page
o Added the Women’s World Cup page
3 April
 Initial SEO has been added in the form of Title and Meta Description tags
o Team page is added
» Player page has been added and styled
o Tournament page has been styled
o Optimized images and added Alt attributes
o Fixed bug where wrong date was used in the Sidebar by default.
o World Cup path has been updated from /wc to /womensworldcup
5 April
o Improved Sidebar with Matches added
e Search functionality added
12 April
o Mobobile friendliness
« Added error(404) page
o Added styling to world cup page, tournament page.
o Reworked the landing page
o Added previous meetings to match page
« Sitemap changes, added more URLs (team and tournament)
e Made Sidebar menu mobile friendly
20 April
o Changed title and meta tags to better fit SEO
o Made the last parts of the platform mobile friendly
o Added share buttons for social media
o Added dynamic Snackbar which displays different text depending on page
o Fixed design misalignment’s and lighthouse issues
o Added tabbed layout to tournament and team pages
o Fixed incorrect colors and sizing on recent & upcoming matches, had low
contrast before
25 April
« Enabled HT'TPS on the web application
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Images and Screenshots

B.1 Screenshots from Google Search Engine

GO gle AA Ponte Preta SP vs SC Intemnacional m Q

Alit  Nyheter  Bilder  Videor  Shopping  Fler Installningar ~ Verktyg

Ungefar 2 530 000 resultat (0,59 sekunder)

Ponte Preta SP SC Internacional Liveresultat och stream - SofaScore
https:/www sofascore com/__fsc-internacional-ponte-preta-sp/pz . v Qversatt den har sidan
Ponte Preta SP SC Internacional liveresultat (och gratis video stramning dver ... 18:00 UTC time in
Brasileiro Série A, Women, Brazil Se Ponte Preta SP vs.

AA Ponte Preta SP vs SC Internacional - Forza Women's Football ...
https:/iwomens-livescore forzafootball.com/.../76914-aa-ponte-__. ¥ Oversatt den har sidan

for 13 timmar sedan - Get live scores and latest updates on AA Ponte Preta SP vs SC Internacional
and other Women's Football matches. Livescore for equality - we ...

AA Ponte Preta SP SC Internacional live scores ... - SportyTrader.com
hnps:ffwww SDDV’W"V’BUE?’ com/. /pome-prala-sp-sc-lnlarnac\oma\ ~ Qversatt den har sidan
AA Ponte Preta SP SC Internacional live: Latest scores and match update of the AA Ponte Preta
SP 5C Intenacional match, follow the scores live of the

AA Ponte Preta SP vs SC Internacional RS Predicciones , Prondsticos ...
hitps://www.protipster.es > ... » Campeonato Brasileiro, Femenino ¥ Oversatt den har sidan
AA Ponte Preta SP vs SC ional RS - predi 6 y previas de partidos
2019-05-01 18:00. Ojea lasmejores apuestas gratuitas y las

AA Ponte Preta SP SC Internacional Odds | 05/01/20189 | Football
hitps://www.wincomparator.com/ponte-preta-sp-id166017-sc-in...  Oversatt den har sidan
AA Ponte Preta SP SC Internacional 05/01/2019 Live Odds | Compare amongst bookmakers to find
the . AA Ponte Preta SP vs SC Internacional (1 May 2019)

AA PONTE PRETA SP v SC INTERNACIONAL RS - Place Your Bet ...
hitps:#www.bet co zafindex php/bethome/action/.. /3606506/ v Oversatt den har sidan

0:0 12.75 1:0 13.75 2:0 30.00 30 75.00 4:0 75.00 5:0 75.00 6:0 75.00 0:16.25 1:1 6,75 2:1 1525 3:1
51.004:175005:175.000:26751:27252216.00 3:2

Ponte Preta SP v SC Internacional - Betway Nigeria
hitps:fwww.betway.com.ng/sport/soccer/../ponte_preta_sp-v-sc_internacional?... ¥

for 2 timmar sedan - AA Ponte Preta SP. 258 ( 1:0). Draw 382 ( 1:0). SC Internacional 216 (
1:0). AA Ponte Preta SP_ 161 ( 2:0). Draw 4 41_( 2:0)

Ponte Preta SP v SC Internacional - Betway Nigeria

hitps:/fwww betway com ng/sport/soccer/braf._fponte_preta_sp-v-sc_internacional? . v

Figure B.1: AA Ponte Preta SP vs SC Internacional. 2019 May 1.
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Google fertoviaria sp vs foz cataratas pr

-
o

Al News Videos Images  Shopping  More Setings  Tools
About 3890 7 seconds)
Te: glish results oly. You can sps in Preferences

Ferroviaria Sp vs Foz Cataratas Pr - Campeonato Brasileiro, Women ..

« Transiate this page
Check out fcure and resulsfor Ferroviaria Sp vs Foz Cataratas Prmatch. All precctons, data and
statisties ot ons nfographie. Sporicos com - footal statstcs

Ferroviaria SP vs Foz Cataratas PR Women's Football Live Score ...

~ Translate this page
23 hours ago - Get live scores and updates for Ferroviaria SP vs Foz Cataratas PR and other
‘Women's Football matches.

FFerroviaria Sp (Women) vs Foz Cataratas Pr (Women) (10.04.2019
com ~ Transiate tis page

1 day ago - Fertoviaria Sp (Women) vs Foz Cataratas Pr (Women) - 10,04 2013 & Match stastcs

M Players < Results  Highights & Rankings  Livescore

Ferroviaria SP Foz Cataratas PR live scores - Ferroviaria SP vs Foz ...
nttps: ../t ~ Translate this page

Ferroviaria SP Foz Cataratas PR live: Latest scores and match update of the Ferroviaria SP Foz
Cataratas PR match, follow the scores five of the Campeonato

Ferroviaria SP Foz Cataratas PR Odds | 04/10/2019 | Footoall

~ Translate this page
Forroviaria SP Foz Cataratas PR 04/1072019 Live Ocds | Compare amongst bookmakers to find the
best . Ferroviaria SP vs Foz Cataratas PR (10 Aprl 2018)

Ferroviaria SP vs Foz Cataratas PR - Bikosport

nitps:/ibikospors co tz/ivematch?id=9925

Brazi - Campeonato Brasieiro, Women. Ferroviaria SP Foz Cataratas PR, Red Cards. Yellow Card.
Corners. Red Cards — Yellow Card. Comers. No live events

Ferroviaria Sp vs Foz Cataratas Pr, Brazil - Campeonato Brasileir

Live score available for Ferroviaria Sp v Foz Cataratas Pr - 10.04 2019, free betting s and picks,
125~ head to head comparison,rankings, results and ad

Ferroviaria Sp (Wormen) vs Foz Cataratas Pr (Women) LIVE STREAM ...

re.ph P ~ Transiae tis page
o - Livesream: Ferrovaria Sp (Women) - Foz Cataratas Pr (Women) — 09.04 2019 Live
score @ LIVE Fostsal scors & Live mateh today & Live

Ferroviaria SP Women v FOZ Cataratas PR Women Betting Odds. Bet ...

m cat .

Gat Frae Bets when you join today! Bat on your deskiop or mobile for easy access to batter odds,
cashout and more in-play markets every day

Ponte Preta SP Foz Cataratas Athletico-PR live score, video stream
Nitps:/www.Sofascore comfoz-cataratas-ainletico-pr. spipzZbstzzb v Translate this page
Ponte Preta SP Foz Cataratas Athletco-PR live score (and video oniine v stream) .. Here on
SofaScore livescore you can find all Ponte Preta SP vs Foz Cataratas Alletico-PR previous re
sorted by their H2H matches. ... Ferroviaria.

L

Go gle >

8910 Next

Figure B.2: Ferroviaria SP vs Foz Cataratas PR. 2019 April 11.
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Figure B.3: Finland vs Poland. 2019 April 11.
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GO g|e Foz Cataratas PR vs Kindermann SC m Q

Alt  Nyheter  Bilder  Kator  Shopping  Fler Installningar  Verktyg

Ungefar 29 800 resultat (0,43 sekunder)
Tips: Sok efter enbart svenska resultat. Du kan ange nskat sprék for sokningama i Installningar

Foz Cataratas PR vs Kindermann SC - Forza Women's Football ...
hitps://womens-livescore forzafootball.com/.../76918-foz-catara... + Oversatt den hér sidan
for 13 timmar sedan - Get lve scores and latest updates on Foz Cataratas PR vs Kindermann SC
and other Women's Football matches. Livescore for equality - we

Foz Cataratas PR Kindermann SC Odds | 05/01/2019 | Football

hitps: /A wincomparator.com/foz-cataratas-id166016-kinder... v Oversatt den har sidan
Foz Cataratas PR Kindermann SC 06/01/2019 Live Odds | Compare amongst bookmakers to find the
best .. Foz Cataratas PR vs Kindermann SC (1 May 2019)

Foz Cataratas PR Kindermann SC live scores - Foz Cataratas PR vs ...
https: com/.__ffoz-cataratas-kinds ~ Oversatt den har sidan
Foz Cataratas PR Kindermann SC live: Latest scores and match update of the Foz Cataratas PR
Kindermann SC match, follow the scores live of the

Foz Cataratas Pr vs Kindermann Sc, Brazil - Campeonato Brasileiro
https COM/17624865-foz-cataratas-pr-vs-kind ~ Oversatt den har sidan
Live score available for Foz Cataratas Pr vs Kindermann Sc - 01.05.2019, e betting tips and
picks, h2h — head to head comparison, rankings, results and adv

FOZ Cataratas PR Women v Kindermann SC Women - Brazil - Brazil ...
hitps://mobile boylesports.com > .. > Brazil Women Matches v Oversat den har sidan

for 4 timmar sedan - FOZ Cataratas PR Women v Kindermann SC VWomen - Brazil - Brazil Women
Matches | Football odds and Betting. Bet on this weeks Premier

ons 1maj Brazil, Brazil

Foz Cataratas PR v Kindermann SC - Betway

https:/ co ffoz_cataratas_pr-v-kinds Lsc7. v

for 2 timmar sedan - Foz Cataratas PR. 9.98. ( 0:1). Draw. 5.23. (0:1). Kindermann SC. 1.22. (0:1)
Foz Cataratas PR. 25.25. (0:2). Draw. 9.10. ( 0:2). Kindermann

Foz Cataratas PR - Santos SP | jamfér bésta oddsen! - 1x2.se
httpsii1 brasiieir... foz-cataratas-pr-santos-sp
Foz Cataratas PR - Santos SP - 10 August 2018, 01:00. Oddsjamforelser och statistik .. F VF F O

Figure B.4: Foz Cataratas PR vs Kindermann SC. 2019 May 1.

Google iceland vs netherlands women's football Q

Al images  Videos  News  Maps  More Settings  Tools

About 31 300 000 results (0,66 seconds)

Netherlands vs Iceland

Aigarve Cup - Group stage - Matehday 3 of 3

= Netherlands 44 o

1B celana 0 o

Iceland 0

= Netheriands o

Iceland Netherlands live score, video stream and H2H results

https:/Aww sofascore com/netherlands-iceland/zPis.zm v

Iceland Netheriands live score (and video online live stream) starts on 5.3.201. at 1540 UTG time in
Algarve Cup, Women, Group C, World. ... Football - World - Algarve Cup, Women, Group C ... Here
on SofaScore livescore you can find all Iceland vs Netherlands previous results sorted by their H2H
matches. Links to

Iceland vs Netherlands Women's Football Live Score - Forza Football
ntips: i e. -iceland -

7 hours ago - Get live scores and updates for Iceland vs Netherlands and other Women's Football
matches.

Iceland Women v Netherlands Women Odds | Women Algarve Cup
hitps:/Awwnw smartbets. v

Find the latest odds preview for Iceland Women - Netherlands Women match vith SmarBets.
Browse now all Iceland Women - Netherlands Women betting odds

Iceland Netherlands Odds | 04/09/2019 | Football - Wincomparator
https:/wwwwincomparator.com » .. » U19 European Women's Championship Q. v

Iceland Netherlands 04/09/2019 Live Odds | Compare amongst bookmakers to find .. Women's
Championship Q. 9 April 2019. ICELAND. Vs. NETHERLANDS

Figure B.5: Iceland vs Netherlands. 2019 April 9.
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Go gle netheriands vs mexico women football m Q

At Bider  Videor  Nyneter  Karor  Fler Installningar  Verkyg

Ungefar 85 400 000 resuiltat (0,71 sekunder)

Nederianderna mot

Full tid

Dam- Vanskapsmatcher - Fre 5/4
- 2 - o Il
-

Nederlandema Mexiko

Liske Martens 43

Mer om den har matchen

Videor

England v Mexico - Netherlands vs Match 13 s
FIFA U-20 Mexico - Highlights. Netheriands vs

Women's World | Women's World USA 2016 CISM

Cup France Championship World Women's

2018 Football

FIFAT Titans Volleyball | Womens US Armed Forces Sports
YouTube - 12 aug. 2018 YouTube -7 okt 2018 YouTube -1 12018

Netherlands vs Mexico Women's Football Live Score - Forza Football
https://womens-iivescore forzafootball cony.../72274973-nether... ~ Oversatt den har sidan
for 2 dagar sedan - Getlive scores and updates for Netherlands vs Mexico and other Women's

Football matches.

Figure B.6: Netherlands vs Mexico. 2019 April 7.
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Figure B.7: Netherlands vs Chile. 2019 April 9.
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Google s

Figure B.8: Netherlands vs Mexico. 2019 April 9.

Google  sotsss sk worers ol v

Figure B.9: Portugal vs Slovakia. 2019 April 9.

VII



B. Images and Screenshots

Google  Puebla FC vs CF Tigres UANL = Q

Al Nyheter  Bilder  Videor

0 installningar  Verktyg

Ungefar 1950 000 resultat (0.60 sekundes

Tips: Stk efter enbart svenska resultat. Du kan ange onskat sprak for sokningama i Installningar

Puebla mot Tigres UANL

Puebla mot Tigres UANL

Clausura - Watchdag 16 av 17

Mer om den har matchen

Puebla FC Tigres UANL Liveresultat och stream - SofaScore

hitps://www sofascore.comisv/puebla-fc-tigres-uaniewhcsyzqe ~

Puebla FC Tigres UANL lveresultat (och gratis video stromning over intemet - live stream) startar
25.4.2019. 23:00 UTC time in ... Se Puebla FC vs. Tigres UANL

Saknas

Puebla FC CF Tigres UANL Odds | 04/26/2019 | Football

hitps: fc-Id235: 1. v Overséitt den har sidan
Puebla FC CF Tigres UANL 04/26/2019 Live Odds | Compare amongst bookmakers to find the best
odds . Puebla FC vs CF Tigres UANL (26 April 2019)

Puebla FC vs CF Tigres UANL - Forza Women's Football LiveScore
hitps:/womens-livescore forzafootball com/.. /7127432-puebla-... v Oversatt den har sidan
for 11 timmar sedan - Get live scores and latest updates on Puebla FC vs CF Tigres UANL and ather
Women's Football matches. Livescore for equality - we provide

Puebla FC vs CF Tigres Uanl Predictions, Free Betting Tips 2019-04 ...
hitps://www protipster.com » > Mexico > Liga MX, Women v Oversat den har sidan

Figure B.10: Puebla FCCF vs Tigres UANL. 2019 April 6.
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South Korea vs.lsland - Footbal Msich Stats - Apr 9, 2019 ESPN
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Figure B.11: South Korea vs Iceland. 2019 April 9.
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Go gle >

Figure B.12: Switzerland vs Finland. 2019 April 9.

Go gle

Figure B.13: Switzerland vs Slovakia. 2019 April 9.
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GO gle switzerland vs finland women football Q

Al Images Videos News Maps More Settings Tools

About 36

Switzerland vs Finland

Match own at full-time

iendlies - Today, 19:00

+] =

Switzerland vs Finland

More about this game

Switzerland Finland live scores - Switzerland vs Finland results - Int ...
https:/wwnw.sportytrader.com » > Live Football » Live Int. Friendly Games, Women +
Switzerland - Finland is a Football game from Int. Friendly Games, Women. Date and time of live:
05/04/2019 13:00. On our livescore, you can follow the

Switzerland vs Finland Women's Football Live Score - Forza Football
https://womens-livescore forzafootball.com/match/114841062-switzeriand-vs-finland +

7 hours ago - Get live scores and updates for Switzerland vs
matches

land and other Women's Football

Figure B.14: Switzerland vs Mexico. 2019 April 5.

Google  vitoriaba vs minas icesp df women's footbal =m Q

Al Nyheter  Bilder  Videor

Fler nstallningar  Verktyg

Ungefar 33 900 resultat (0.2

Vitoria BA (W) vs Minas ICESP DF Women livescore, results,2019-04 ...
hitps:/hwww livescore18 comvfootball._vitoria-ba...vs-minas-ice. .  Oversat den har sidan
FootballBrazil women’s League. Vitoria BA (W)-Minas ICESP DF Women lie score, results. Brazil
women's League. 26,04,2019 11:00 Fii. Vitoria BA (W) logo.

Vitéria BA Minas Icesp DF live uitslagen - SofaScore

htp: com/ p-dF-vitoria-ba/zZbsG... v Oversatt den har sidan

Vitéria BA Minas Icesp DF live score (en live stream intemet kijken). start op 26.4.2019. om 18:00

GMT in Estadio Manoel Barradas, te Saivador, Brazil, tidensBrasileiro Série A, Women, Brazil

Kijk Vitoria BA vs. ... Rezultati Calcio Risultati Fitbol Resutados Futebol Resultados FuBball Live
Ticker Football Résultats Pitka

Académica Vitéria Minas Icesp DF live score, video stream and H2H
hitps://ww sofascore com/minas-icesp-df. vitoria/CzZbsGHze + Oversatt den har sidan
Acadéica Vitéria M

as Icesp DF live score (and video online lve stream) starts ... Cameiro,
Vitoria de Santo Antao, Brazil in Brasileiro Série A, Women, Brazil. . Here on SofaScore livescore
you can find all Académica Vitéria vs Minas Icesp DF ... Brasileiro Série A, Women - 26 Apr 19,
11:00. Vitoria BA. Minas Icesp DF

Vitoria BA vs Minas Icesp DF - Forza Women's Football LiveScore
hitps://womens-livescore forzafootball com.. /7112936-vitoria-... ¥ Oversétt den har sidan
for 11 timmar sedan - Get lve scores and latest updates on Vitoria BA vs Minas Icesp DF and other
Women's Football match

Livescore for equality - we provide

_\Vitoria Ba vs Minas Icesp DF (Women) (26.04.2019) "’ Match preview

hitps://777score com/football Aitoria-ba-minas-icesp-d-wom._. v Oversat den har sidan

for 14 tim

sedan - match facts. Minas Icesp DF (Women) has under 2.5 goals in their last 3
games;: Vitoria Ba lost their last 3 games: Vitoria Ba didn' score in last

Vitoria BA vs Minas Icesp DF Predictions, Free Betting Tips 2019-04 ...
hitps: /i protipster.conv... vitoria-ba-minas-icesp-df/176248... + Oversatt den har sidan
for 13 timmar sedan - Vitoria BA vs Minas Icesp DF predictions, betting tips and match pre
2019.04-26 18:00. .. Football 8.43% ... There have been under 2.5 g
DF's last 4 games (Campeonato Brasileiro, Women)

ws

ored in Minas Icesp

Vitoria BA Minas Icesp DF Odds | 04/26/2019 | Football - Wincomparator

Figure B.15: Victoria vs Minas. 2019 April 16.
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Figure B.16: An auto-generated page for an arbitrary match.
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Figure B.17: A unique page was developed specifically for the Women’s World
Cup.
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Women Bundes ;

2019 May 13
Tyskland
-

© TOP SCORERS i= TABLE

Women Bundesliga Played +/- Points
(W) ViL Wolfsburg 20 80 53
& FC Bayern Miinchen 19 48 46
® 17.IFFC Turbine Potsdam 20 33 39
kel 19/68 20 20 38
P TSG 1899 Hoffenheim 20 20 32
& FFCFrankfurt 20 6 28
@ SC Freiburg 20 n 25
%5 SCsand 20 -13 21
MSV 02 Duisburg 20 -36 19
@ Werder Bremen 19 -22 15
3y Bayer Leverkusen 20 -52 15
A Rnniceia Minladhackh — 5

Figure B.18: An auto-generated page for an arbitrary tournament.

forza Search for teams, players and tournamen Q WOMEN'S WORLD CUP 2019  ABOUT
football '

2019-05-02

Vénskapsmatcher

Nadeshiko League, Div. 1, Women
Premier League, Women
Campeonato Brasileiro, Women
Urvalsdeild, Women

Division 3A Géteborg

Obos Damallsvenskan

INFO

Sverige

Getthe app for

the latestupdates  VIEW
about your team!

P

Hilda Carlen
goalkeeper

g @

™

Emma Berglund

defender

SQUAD
Squad Members
PN
- = i P a8
Mia Carlsson Fridolina Rolfo Julia Spetsmark
defender attacker midfielder

a

Figure B.19: An auto-generated page for an arbitrary team.
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B. Images and Screenshots

;g:)zfgcll Search for teams, players and tournamen (Q WOMEN'S WORLD CUP 2018 ABOUT

2019-04-30

Super League, Women v Full name Follow the player?

Campeonato Brasileiro, Women v Ca rOI i n e Sege r Eggnload - e
. Nationality

Liga Mx, Women v Swed e n

NM Cup, Women v
Biography Season statistic o
T No information available o
Sweden == (o
Team @
FC Rosengard &
Position

Midfielder
19 March 1985 (34 years)

Weight & Height

2kg,173cm

Figure B.20: An auto-generated page for an arbitrary player.

forza
football Search for teams, players and tournamen Q WOMEN'S WORLD CUP 2019 ABOUT

2019-05-14

Urvalsdeild, Women e Download the
Forza app! VIEW CLOSE

Premier League, Women

Vanskapsmatcher

U17 Euro Championship, Women ‘
Liga Mx, Women

OO0PS, THE PAGE YOU'RE LOOKING FOR DOES NOT
EXIST.

You may want to head back to the homepage.
If you think something is broken, report a problem.

ST T R
( RETURNHOME ) (  REPORT PROBLEM )
\ /

Figure B.21: A unique page was developed specifically for error messages.
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B. Images and Screenshots

forza
football Search for teams, players and tournamen Q WOMEN'S WORLD CUP 2019 ABOUT

2019-05-14
Isdeild, We L] n
Urvalde, Women ¥ Search Results for "lotta
Premier League, Women v
Vénskapsmatcher v TEAMS
Name Region Sex Age Group
U17 Euro Championship, Women v TOURNAMENTS
Liga Mx, Women v Name Region Sex Age Group
PLAYERS
Name Region
Lotta Schelin Sweden
Jordan Lotomba Switzerland
Augusto Lotti Argentina
Aris Lottas Greece
lordan Loties France
Mitija Lotric Slovenia
Paulius Lotuzys Lithuania
Lido Lotefa Ireland
Christian Lotitto Portugal
Maksim Lotysh Belarus
Albert Lottin France
Robert Lotsbom N/A
Lothar Hilkes Germany

Figure B.22: A unique page was developed specifically for search results.
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Website

Domain Rating (DR)

Ahrefs Rank (AR)

Referring Domains

Estimated Monthly Search Traffic
d Top 100 Keyword Rankil

Do they have a blog?

New Ref. Domains / Month (Cumulative)
"Hockey stick" growth?
Consistent growth?

Superfan 1
Superfan 2
Superfan 3
Superfan 4
Superfan 5

Competitive Analysis

livescore.com

livescore.com

72
59,363
10,153

7,913,896
187,207

-157

assistgr.blogspot.com [1
yourflashreport.blogspot.com [5
migist.blogspot.com [9!
evernovember.blogspot.com [13
55giannis.blogspot.com [17

Broken page 1
Broken page 2
Broken page 3
Broken page 4
Broken page 5

Country 1
Country 2
Country 3
Country 4
Country 5

Keyword 1

Keyword 2

watanzaniaoslo.blogspot.cs.blogspot.com
encarnado-e-branco.blogspdamonline.blogspot.com
donodaloja.blogspot.coiente.blogspot.com

-[21] [22]
-[29] [30]
-[37] [38]
- [45] [46]
- [53] [54]
United States 19% [61]
United Kingdom 6% [65]
Thailand 6% [69]
Vietnam 4% [73]
Nigeria 4% [77]
world cup live [81] 45,000 [82]
world cup score [89] 13,000 [90]

whoscored.com flashscore.com

whoscored.com flashscore.com

Key Stats (#2)

72 73
53,105 46,059
6,281 4,035
1,289,812 7,863,323
816,349 1,530,687

Backlink Growth (#3)

0.8333333333 -46
x x
x x

Superfans (#4)
anfieldbanter.blogspot.com [2] theboudasblog.blogspot.com [3
vedetadabola.blogspot.com [6] nothingandall.blogspot.com [7]
lifeisawager.blogspot.com [10; nordestebol.blogspot.com [11
barcaforum.com [14 bancadadirecta.blogspot.com [15
55giannis.blogspot.com [18

Broken Pages (#5)

banhadasandebol.blogspot.com [19

-[23] [24] - [25] [26]

-[31] [32] -[33] [34]

-[39] [40] - [41] [42]

-[47 [48] - [49] [50]

- [59] [56] - [57] [58]
United Kingdom 23% [62] United Kingdom 20% [63]
United States 13% [66] Romania 8% [67]
India 8% [70] United States 7% [71]
Indonesia 3% [74] Tunisia 6% [75]
Turkey 3% [78] Indonesia 5% [79]

Keywords (#7)
football scores [83] 141,000 [84]  premier league fixtures [85] 341,000 [86]
coutinho [91] 96,000 [92] 2018 african nations 199,000 [94]

championship [93]

soccerway.com

soccerway.com

75
29,561
13,478

5,998,321
1,569,852

-157.5

lovfsports.blogspot.com [4
pranchetamagica.blogspot.com [8]
colunasports.blogspot.com [12
yesoccerpost.blogspot.com [16

-[27]
-[39]
-[43]
-[51]
-[59]

United Kingdom
Kenya
Indonesia
United States

Nigeria

la liga table [87]

serie a table [95]

XV

lapaciondeldeporte.blogspot.com [20!

[28]
[36]
[44]
[52]
[60]

16% [64]
13% [68]
10% [72)
5% [76]
4% [80]

167,000 [88]
61,000 [96]



C. Competitive Analysis

Keyword 3
Keyword 4
Keyword 5§

Number of featured snippets

Content gap keyword 1
Content gap keyword 2
Content gap keyword 3
Content gap keyword 4
Content gap keyword 5

Top page 1
Top page 2
Top page 3
Top page 4
Top page 5

Most linked content 1
Most linked content 2
Most linked content 3
Most linked content 4

Most linked content 5

PPC keyword 1
PPC keyword 2
PPC keyword 3
PPC keyword 4
PPC keyword 5

XVI

livescore.com

world cup scores today [97]

world cup 2018 scores [105]

*scores [113]

World cup [126]

Premier league [134]

tennis [142]

Champions League [150]

Soccer Today [158]
- [166] [167]
-[174] [175]
-[182] 183]
-[190] [191]
-[198] [199]

0

7,200 [98]
6,700 [106]
 [114]

[127]
[135]
[143]
[151]
[159]

whoscored.com

harry kane [99]
football stats [107]
arsenal fixtures [115]

101,000 [100]
10,000 [108]
169,000 [116]

flashscore.com

premier league results [101]

world cup standings [109]
world cup scores [117]

Featured Snippets (#8)

19

Content Gap (#9)
* scores [121]
* standings [122]
* fixtures [123]
* results [124]
* table [125]
Top Pages (#10)

[129]
[137]
[145]
[153]
[161]

tennis [130]

World Cup [138]

Premier League [146]
Basketball [154]
Champions League [162]

20
Live Scores [128]
Messi [136]
Coutinho [144]
Statistics [152]
Serie A [160]
-[168] [169]
-[176] 177
-[184] [185]
-[192] [193]
- [200] [201]
0

Most Linked Content (#11)

-[170] [171]
-[178] [179]
- [186] [187]
-[194] [195]
-[202] [203]
PPC Keywords (#12)
0

151,000 [102]
295,000 [110]
210,000 [118]

[131]
[139]
[147]
[155]
[163]

soccerway.com

serie b [103]
championship table [111]
epl table [119]
2
Results [132]
Premier League [140]
La Liga [148]
Serie A [156]

Champions League [164]

-[172] [173]

-[180] [181]

-[188] [189]

- [196] [197]

- [204] [205]
0

17,000 [104]
464,000 [112]
124,000 [120]

[133]
[141]
[149]
[157]
[165]



Results of Keyword Research

UNITED KINGDOM

Keyword Country
england wome! gb
women's footb: gb
england womer gb
arsenal women gb
women's super gb
women's cham gb
women's premi gb
england womer gb
manchester cit) gb
womens premit gb
iceland women gb
chelsea women gb
womens chamg gb
women's footb: gb
scotland wome gb
womens super g
liverpool wome gb
benfica women gb
thailand womei gb
women's footb: gb
brazil women  gb
bristol city wor gb
barcelona wom gb
arsenal women gb
new zealand wcgb
reading womer gb
germany wome gb
liverpool wome gb
womens footbz gb
england womer gb
denmark wome gb
women's cham gb
juventus wome gb
argentina wom gb
Iyon women  gb
sweden womer gb
womens final g
scotland wome gb
womens cham gb
women super It gb
norway women gb
west ham wom gb
netherlands we gb
women's cham gb
birmingham wc gb
netherlands we gb
professional we gb
chelsea women gb
uefawomen  gb
womens footbz gb
glasgow wome gb
denmark wome gb
fc barcelona we gb
psg women gb

Difficulty

Volume

1100
1000

800
700
700
700
600
450
450
400
400
400
400
350
350
300
300
300
250
250
250
250
250
250
250
200
200
200
200
200
200
200
200
200
200
200
150
150
150
150
150
150
150
150

Keyword Country
england wome: gb
women's footb. gb
england wome: gb
arsenal women gb
women's super gb
women's cham gb
women's premi gb
england wome: gb
manchester it gh
womens premil gb
iceland women gb
chelsea womer gb
womens cham gb
women's footb. gb
scotland wome gb
womens super gb
liverpool wome gb
benfica women gb
thailand wome gb
women's footh. gb
brazil women gb
bristol city won gb
barcelona wom gb
arsenal women gb
new zealand wigb
reading womer gb
germany wome gb
liverpool wome gb
womens footbz gb
england wome: gb
denmark wome gb
women's cham gb
juventus wome gb
argentina wom gb
Iyon women  gb
sweden womer gb
womens final  gb
scotland wome gb
womens cham gb
women super ligb
norway womer gb
west ham wom gb
netherlands wc gb
women's cham gb
birmingham we gb
netherlands wc gb
professional we gb
chelsea womer gb
uefawomen  gb
womens footbz gb
glasgow womel gb
denmark wome gb
fc barcelona we gb
psg women gb

Difficulty

Volume

0.15
035

19
0.9

05
02

01
0.4

01
05

Clicks.

2933
3056
1263
1695
1801
1268
1513

617

975
1123

143

115

cps

0.54
0.42
0.68
0.77
0.68
101
0.44
0.71
1.02
0.44
0.52
0.76
0.99
0.61

0.39
0.71
031

0.44
0.76
0.59
0.64
0.34
0.58
0.45
053
0.54
0.45
0.27
0.48
0.49
0.27
0.74

0.35
0.36

0.95
033
0.76
0.23

Return Rate
1.29
119
1.24
1.69
118

12
1.62
117

13
171
1.09
116
1.24
111

12
1.29
116
1.05
1.25
114
121
133
1.08
1.07
115
1.53
258
117
1.03
114
114
127
124
112
2.09
116
1.21
113

13
1.06
114
1.07

b3

5

Parent Keywor Last Update  SERP Features

england womer 2019-03-05 6:1 Site links, Top stories, Thumbnails, People also
women's footb: 2019-03-06 19: Site links, Top stories, Thumbnails, People also
england womer 2019-03-05 4:1 Top st
arsenal ladies  2019-03-08 2:2 Top stories, Thumbnails, Site links, Tweet box,
fa ws| 2019-02-26 18: Site links, Tweet box, Top stories, Thumbnails, |
women's cham| 2019-03-04 4:
wsl football  2019-03-03 7:0 Site links, Image pack, Videos, Knowledge pane

, Thumbnails,

inks, Tweet box, \

Site links, Tweet box, Top stories, Thumbnails, \

england womer 2019-02-28 16: Top stories, Thumbnails, Site links, People also
man city wome 2019-03-05
fa women's pre 2019-02-26 6:0 Tweet box, Site links, People also ask, Image pa

Top stories, Thumbnails, Site links, Videos, Imag

icelandic wome 2019-03-05 11: Top stories, Thumbnails, People also ask, Site lit

chelsea ladies 2019-03-01 23: Adwords top, Top stories, Thumbnails, Tweet b
women's cham| 2019-02-28 4:2 Site links, Tweet box, Top stories, Thumbnails, \
wsl football  2019-02-28 23: Site links, People also ask, Image pack, Videos, |
swf 2019-03-14 3:1 Site links, Top stories, Thumbnails, Tweet box, |
wsl 2019-03-06 22: Site links, Tweet box, Top stories, Thumbnails, |
liverpool 2019-03-04 17: Site links, Image pack, Knowledge panel
2019-02-18 4:5 Site links, Videos, Image pack, Thumbnails
thai women  2019-03-05 14: Adwords top, Image pack, Top stories, Thumbn

women's footb: 2019-03-04 0:5 Top stories, Thumbnails, Site links, People also
brazilian wome 2019-03-03 12: Adwords top, Site links, Image pack, Top stories
bristol academy 2019-03-04 17: Site links, Tweet box, Top stories, Thumbnails, |
barcelona wom 2019-03-09 4:5 Site links, Top stories, Thumbnails, Image pack,
arsenal ladies  2019-02-23 7:0 Site links, Tweet box, Top stories, Thumbnails, |
new zealand git 2019-02-24 16: Image pack, Top stories, Thumbnails, Site links,
readingfc  2019-02-17 2:2 Site links, Image pack, Top stories, Thumbnails,
germany wome 2019-03-03 20: Image pack, Site links, Top stories, Thumbnails,
liverpool ladies 2019-02-25 11: Tweet box, Site links, Image pack, Knowledge p
women 2019-02-25 8:2 Adwords top, Site links, People also ask, Videos
england womer 2019-02-23 23: Site links, Top stories, Thumbnails, Videos, Imag
danish women 2019-03-10 5:5 Site links, Top stories, Thumbnails, People also
fa women's cha 2019-02-27 6:3 Site links, Top stories, Thumbnails, Image pack,
juventus wome 2019-03-08 5:5 Site links, Videos, Image pack, Knowledge pane
argentinian wol 2019-03-02 10: Adwords top, Site links, Image pack, Top stories
Iyon women  2019-02-17 2:0 Site links, Thumbnails, Image pack, Videos, kno
swedish womer 2019-02-28 5:3 Site links, Top stories, Thumbnails, People also
womens final  2019-03-04 20: Top stories, Thumbnails, Videos, People also as
scottish womer 2019-02-24 23: Site links, Top stories, Thumbnails, Image pack,
women's cham| 2019-03-13 14: Site links, People also ask, Top stories, Thumbn.
wsl 2019-03-09 17: Site links, Tweet box, Top stories, Thumbnails, f
norwegian won 2019-03-09 17: Image pack, Top stories, Thumbnails

west ham ladie 2019-02-20 4:4 Top stories, Thumbnails, Site links, Tweet box,
netherlands we 2019-02-15 4:1. Site links, Image pack, Top stories, Thumbnails,
women's cham| 2019-02-14 14: Site links, Videos, Image pack, Thumbnails
birmingham wc 2019-02-17 8:5 Site links, Videos, Image pack, Knowledge pane
netherlands wc 2019-02-22 17: Site links, Top stories, Thumbnails, Image pack,
professional wc 2019-03-01
chelsea ladies 2019-02-25 18: Tweet box, Site links, Top stories, Thumbnails, |
women's footb: 2019-02-19 4:0 Site links, Top stories, Thumbnails, Tweet box, |

Image pack, People also ask, Top stories, Thum

football leaguet 2019-03-10 14: Site links, People also ask, Top stories, Thumbn.
glasgow womer 2019-02-17 6:1 Site links, Image pack

denmark wome 2019-02-21 11: Site links, Top stories, Thumbnails, Image pack,
fc barcelona fer 2019-02-15 9:4 Site links, Top stories, Thumbnails, People also
psg women's te 2019-02-25 21: Site links, Videos, Thumbnails, Image pack, Kno
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D. Results of Keyword Research

UNITED STATES

Keyword
womens best

iceland women
argentina women
thailand women
womens soccer
womens soccer
women's best

new zealand women
brazil women

women world cup
women world cup
womens world
women's football league
norway women
women's world

sweden women
denmark women

spain women
professional women
women women

women women
national women's soccer league
women's group

nigeria women

women soccer

women soccer

portugal women
womens group
switzerland women
netherlands women
chile women

women's soccer league
feminine women
cameroon women
women united
women's champions league
champion women
champion women

china women

women group

poland women

italy women
manchester ity women
women best

womens soccer league
australia women
germany women

south africa women
arsenal women
womens champions league
women's tournament
guadalajara women
barcelona women
women's champion
women's champion
scotland women
women's league
women's league
women reading
womens final

canada women

soccer women

soccer women

jamaica women

france women

england women
olympique lyonnais women's
women's table

north carolina women
women's premier league
paris women

women's final

tjuana women

us womens.

champion women's
champion women's

live women

psg womens

reading women
juventus women

real madrid women
women champions league
best women's

women score

chelsea women

uefa women

women score

wing women

womens international
date women

date women

psg women

liverpool women
champion womens
champion womens
chelsea womens
womens premier league
women's match

women professional
soccer womens
women's super league
soccer womens

england women's football
group women

XVIII

Country

Difficulty

Volume

15000
11000

3500
3200
3200
3100
3100
2900
2600
2600
2300

2200

1200
1100

cpe

01

003
008
09
18

01
17
11

13
13
19

025
004

14
14

06
02

08
07

045

005
06

045
04

07
o1
07

035

035

07
12
13

12
002

06

14
14
01

Clicks

15471

1279
1062
1628
1628
3219
1026

81
173
1373

103
055
034

03
051
051
105
033
028
053
053
072
058
035
088
025
024
018
027
088
088
067
038

05
053
053
033

031

02
035
065
069
028
049

08
028
102
102
067
023
041
013
085
092
049
027

015
088
0569
055
061
012
055
055
024
041
041
026
046
033

03

03
026
022
022

Return Rate
151
12
116
119
116
116
136
12
113
12
12
114
112
117
175
109
116
116
107
149
149
111
134
347
115
115
112
133
111
113
126
109
151
118
116
129
108
115
115
114
114
109
117
151
136
108
108
138
103
227
122
138
115
103
122
122
106
103
103
121
109
122
103
103
113
117
123

105

Parent Keywor Last Update  SERP Features
womens best 2019-03-13 13: Site links, Top stories, Thumbnails

icelandic wome 2019-03-118:0 Image pack, People also ask, Top stories, Thumbnails, Knowledge panel
argentina wom 2019-03-12 13: Image pack, ite links, Top stories, Thumbnails, People also ask

thaiwomen  2019-03-12 17: Image pack, Top stories, Thumbnails, Videos, Adwords bottom, Site links

uswnt schedule 2019-03-13 18: Top stories, Thumbnails, Site links, People also ask, Image pack, Knowledge panel
uswnt schedule 2019-03-13 18: Top stories, Thumbnails, Site links, People also ask, Image pack, Knowledge panel
womens best  2019-03-12 0:5 Site

s, Top stories, Thumbnails

new zealand git 2019-03-12 11: Featured snippet, Image pack, Site links, Top stories, Thumbnals, Videos, Knowledge panel

brazilian wome 2019-03-12 20: Site links
worldcup  2019-03-12 13; Site links, Top stories, Thumbnails, Tweet box, People also ask, Image pack, Knowledge panel
worldcup  2019-03-12 13;: Ste links, Top stories, Thumbnails, Tweet box, People also ask, Image pack, Knowledge panel

‘womans world 2019-03-03 6:1 Site I

s, Top stories, Thumbnails, Image pack, Tweet box, Knowledge panel
women's foot 2019.03-08 9:4 Featured snippet, Thumbnails, People also ask, Site links, Videos, Image pack, Knowledge panel
norwegian won 2018-03-12 17: Image pack, Top stories, Thumbnails

womans world 2019-03-03 6:3 Site links, Top stories, Thumbnails, Tweet box, Image pack, Knowledge panel

swedish womel 2019-03-13 4:5 Image pack, Site links, Top stories, Thumbnails, People also ask

danish women  2019-03-08 15: Image pack, Top stories, Thumbnails, Site links, People also ask

spanish womer 2019.03-13 8:4 Image pack, Ste links, Top stories, Thumbnails, Videos, Knowledge panel

national associ 2018-03-10 10: Image pack, Site inks, People also ask

‘Women womer 2019-03.05 3:4 People also ask, Top stories, Thumbnails

Women womer 2019-03-05 3:4 People also ask, Top stories, Thumbnails

nws! 20190313 12: Site
the women's g 2019.03-05 11: Site links, Videos

s, Tweet box, People also ask, Top stories, Thumbnails, Image pack, Knowledge panel

nigerian wome 2019-03-10 1:2 Adwords top, Site links, Top stories, Thumbnails, Videos, Image pack, Knowledge panel
uswnt 2019-03-06 9:2 Top stories, Thumbnails, People also ask

uswnt 2019-03-06 9:2 Top stories, Thumbnails, People also ask

portuguese wo 2019-03-10 12: Image pack, Top stories, Thumbnails, Site links, People also ask

‘women's healt} 2019-03-09 22: Site links, Top stories, Thumbnails

switzerland wo 2019-03-08 10: Image pack, Site links, Top stories, Thumbnails, People also ask

dutch women 2019-03-13 18: Image pack, Site links, Top stories, Thumbnails, People also ask, Knowledge panel

chile women  2019-03-04 1:1 Adwords top, Site links, Top stories, Thumbnails, People also ask, Videos, Adwords bottom, Image pack, Knowledge panel
nwsl 2019-03-03 1:2 Site links, Tweet box, People also ask, Image pack, Knowledge panel

feminine  2019-03.09 18: Top stories, Thumbnails, Image pack, People also ask, Videos

‘cameroon peof 2019-03-02 0:5 Image pack, Top stories, Thumbnails, People also ask

women united 2019-03-12 23:

women's cham 2019-03-08 12: Site links, Top stories, Thumbnails, Tweet box, Image pack, Knowledge panel

romani 2019-03-03 18: People also ask, Site links, Top stories, Thumbnails, Videos, Image pack, Knowledge panel
champion cloth 2019-03-12 22: Adwords top, Site links, People also ask, Image pack, Top stories, Thumbnails

champion cloth 2019-03-12 22: Adwords top, Site links, People also ask, Image pack, Top stories, Thumbnails

chinese womer 2019-03-02 19; Image pack, ite links, Top stories, Thumbnails, Adwords bottom, Knowledge panel

the women's gr 2019-03-05 5:5 Site links, Image pack, Top stories, Thumbnails

polish women 2019-03-06 7:1 Adwords top, Image pack, Top stories, Thumbnails, Site links, Adwords bottom

italian women ¢ 2019-03-10 0:0 Image pack, Top stories, Thumbnail, ite links, Knowledge panel

man city wome 2019-03-13 12: Site links, Top stories, Thumbnails, Videos, Image pack, Knowledge panel

womens best 2019-03-08 0:0 Site links, Top stories, Thumbnails

nwsl 2019-03-06 16: Site links, Tweet box, People also ask, Top stories, Thumbnails, Image pack, Knowledge panel
australian wom 2019-02-15 18: Image pack, Tweet box, Site links, Top stories, Thumbnails, People also ask, Knowledge panel
german womer 2019-03-10 10: Image pack, Site links, Top stories, Thumbnails, People also ask, Knowledge panel

South african w 2019-02-16 5:5 Image pack, ite links, People also ask, Top stories, Thumbnails, Adwords bottom, Knowledge panel
arsenal ladies  2019-03-13 11; Site links, Tweet box, Top stories, Thumbnails, Videos, Image pack, Knowledge panel
‘women's cham 2019-03-08 17: Site links, Top stories, Thumbnails, Tweet box, Image pack, Knowledge panel

ncaa womens £ 2019-03-119:1 Top stories, Thumbnails, Peaple also ask

guadalajara wo 2019-02-15 13: Image pack, Site links, Top stories, Thumbnails, Videos, Adwords bottom

barca womens 2019-02-23 21: Site links, Image pack, People also ask, Top stories, Thumbnails, Videos, Adwords bottom
champion cloth 2019-03-13 14: Site links, People also ask, Image pack, Top stories, Thumbnails

champion cloth 2019-03-13 14: Site links, People also ask, Image pack, Top stories, Thumbnails

scotland woma 2019-03-06 3:4 Site links, Top stories, Thumbnails, Image pack, Knowledge panel

‘women's leagu: 2019-03-08 12: Site links, Image pack

‘women's leagu: 2019-03-08 12: Site links, Image pack

reading womer 2019-03-09 12: Image pack, Top stories, Thumbnails, Adwords bottom, Site links

ncas final four 2019-02-19 15: People also ask, Videos, Thumbnails, Image pack

canada women 2019-03-08 22: Image pack, Tweet box, Site links, Top stories, Thumbnails, People also ask, Knowledge panel
‘women's socce 2019-03-13 10: Top stories, Thumbnails, Image pack, St links, Knowledge panel

‘women's socce 2019-03-13 10: Top stories, Thumbnails, Image pack, Site links, Knowledge panel

jamaican wome 2019-02-13 20: Image pack, People also ask, Top stories, Thumbnails, Videos, Knowledge panel

women french 2019-02-13 16: Image pack, Top stories, Thumbnails, Sitelinks, People also ask, Knowledge panel

‘england womer 2019-03-01 20: Site links, Top stories, Thumbnail

, Image pack, Knowiedge panel
olympique lyon 2019.02-13 0:2 Sitefinks, Image pack, Top stories, Thumbnails, Videos, Knowledge panel
women's table 2019-02-16 9:5 Image pack, Ste links, Top stories, Thumbnails, Videos
carolina blue cl 2019-02-14 12: Image pack, Top stories, Thumbnails, Knowledge panel
‘Women's premi 2019-02-22 12: Sitelinks, Top stories, Thumbnails, Image pack, Knowledge panel
parisian womer 2019-02-22 17: Image pack, People also ask, Top stories, Thumbnails

| le also ask, Videos, Thumbnals, I K P

tjuanasex  2019-02-27 20: Image pack, Top stories, Thumbnails
uswnt 2019-03-06 12: Site links, Top stories, Thumbnails, People also ask, Image pack, Knowledge panel
champion appa 2019-02-14 9:4 Site links, Image pack, Top stories, Thumbnails

champion appa 2019-02-14 9:4 Site links, Image pack, Top stories, Thumbnails

icc women's we 2019-03-07 3:2 Top stories, Thumbnails, Ste links, Adwords bottom

psg feminine  2019-02-25 10: Site links, Videos, Thumbnails, People also ask, Image pack, Knowledge panel
reading womer 2019-03-01 12: Site links, Top stories, Thumbnails

juventus wome 2019-03-10 0:5 Site links, Tweet box, Videos, Image pack, Knowledge panel

real madrid wo 2019-02-18 4:0 Site links, Image pack, Top stories, Thumbnails, Videos

‘women's cham 2019-02-19 18: Site links, Image pack, Top stories, Thumbnails, Tweet box, Videos, Knowledge panel
womens best 2019-02-24 1:5 Site links, People also ask, Top stories, Thumbnails, Image pack

neaaw 2019-03-04 5:5 Site links, People also ask

chelsealadies 2019-03-02 5:4 Site links, Tweet box, Top stories, Thumbnails, Image pack, Knowledge panel
Uefawomen  2019-02-15 21: Site links, Top stories, Thumbnails, Tweet box, Image pack, Knowledge panel

ncaaw 2019-03-04 5:5 Site links, People also ask

wingwomen  2019-02-27 11: People also ask, ite links, Top stories, Thumbnails, Image pack

‘women's interr 2019-02-19 21: Site links, Top stories, Thumbnails

single women  2019-03-117:1 Top stories, Thumbnails, People also ask, Adwords bottom, Site links

single women  2019-03-117:1 Top stories, Thumbnails, People also ask, Adwords bottom, Ste links

paris saint gern 2019-03-1112: Site links, Videos, Thumbnails, Image pack, Knowledge panel

liverpool ladies 2019-02-14 11: Site links, Tweet box, Image pack, Videos, Thumbnails, Knowledge panel

champion spor! 2019-02-23 15: Site links, Top stories, Thumbnails, Image pack

champion sporf 2019-02-23 15: Site links, Top stories, Thumbnails, Image pack

chelsealadies 2019-03-12 11: Site links, Tweet box, Top stories, Thumbnails, Image pack, Knowledge panel
‘women's premi 2019-03-08 5:0 Site links, People also ask, Top stories, Thumbnails, Image pack, Videos, Knowledge panel
‘women's matct 2019-02-28 20: Top stories, Thumbnails, Videos, Image pack

‘women profess 2019-03-01 21 Image pack, Top stories, Thumbnails

uswnt 2019-02-20 22: St links, People also ask, Image pack, Knowledge panel
fawsl 2019-02-18 23: Site links, Tweet box, Top stories, Thumbnails, People also ask, Image pack, Videos, Knowledge panel
uswnt 2019.02-20 22 Site links, People also ask, Image pack, Knowledge panel

‘england womer 2019-03-02 0:2 Site finks, Top stories, Thumbnails, Tweet box, People also ask, Image pack, Knowledge panel
the group for w 2019-02-23 8:5 Image pack, Site links, Top stories, Thumbnails



D. Results of Keyword Research

AUSTRALIA

#

681

Keyword Country Difficulty
women group  au
melbourne vict au
womens premii au
womens chamg au
womens final  au
women's leagu au
australia wome au
sydney fc womau
women's premi au
women's footb. au
argentina wom au
wsl women's  au
women best  au
brazil women au
new zealand weau
sydney fc womi au
womens footbz au
thailand womei au
womens soccer au
womens world au
women's socce au
women's footb. au
women's best au
iceland women au
women's au
womens au

womens best au

Volume

100
100
100
100
100
100
100
150
150
150
150
200
200
200
200
200
250
250
300
400
450
500
700
800
1300
1700
7100

0.4
0.45
0.8
1.5
0.8
0.1

15

0.15
0.02
0.25

15

Clicks

25

206
37
71

122
78
135
224
102
380
651
374
470
651
6969

CPS Return Rate  Parent Keywor Last Update  SERP Features

women group
melbourne victory w league

wpl ladder

wwe women's championship
australian open 2019

wleague

matildas

w league

women's premier league

aflw

0.16 1.28 jentine women

women surfing

1.07 1.17 womens best
021 1.17 -azilian women
04 1.15 w zealand girls

sydney fc players
0.46 1.09 aflw

033 122 thaicupid
0.44 123 w league
053 116 world cup
0.22 11 matildas
07 11 aflw
0.96 167 protein store
0.44 1.2 2landic women
037 1.06 woman
038 1.07 sale
0.98 1.73 womens best

2019-03-13 21: Image pack, Site links
2019-03-05 23: Site links, Top stories, Thumbnails, Image pack, Videos, Knowledge panel

2019-03-19 3:2 Site links, People also ask, Top stories, Thumbnails, Image pack, Knowledge panel
2019-03-09 23: Site links, Image pack, Top stories, Thumbnails, People also ask, Videos, Knowledge panel
2019-03-13 23: Thumbnails, Videos

2019-03-16 10: Site links, People also ask, Image pack, Knowledge panel

2019-03-24 15: Site links, Top stories, Thumbnails, Tweet box, Image pack, Knowledge panel

2019-03-08 14: Site links, Image pack, Thumbnails, Videos, Knowledge panel

2019-03-09 8:1 Site links, Top stories, Thumbnails, Image pack, Knowledge panel

2019-03-17 3:0 Site links, Image pack, People also ask, Top stories, Thumbnails, Knowledge panel
2019-03-10 22: Image pack, People also ask, Top stories, Thumbnails

2019-03-02 2:5 Site links, People also ask, Top stories, Thumbnails, Tweet box, Videos, Image pack
2019-03-11 9:1 Site links, Videos, Thumbnails

2019-03-15 23: Site links, Top stories, Thumbnails, People also ask, Image pack, Knowledge panel
2019-03-12 20: Image pack, Site links, Top stories, Thumbnails, People also ask, Videos, Knowledge panel
2019-03-16 15: Site links, Top stories, Thumbnails, Image pack, Videos, Knowledge panel

2019-03-16 8:0 Site links, Top stories, Thumbnails, People also ask, Image pack, Knowledge panel
2019-03-10 19: Adwords top, Image pack, Videos, Thumbnails

2019-03-15 4:1 Site links, Top stories, Thumbnails, Image pack, Knowledge panel

2019-03-14 8:3 Site links, Top stories, Thumbnails, Tweet box, People also ask, Adwords bottom, Knowledge panel
2019-03-23 22: Site links, Top stories, Thumbnails, Image pack, People also ask, Knowledge panel
2019-03-05 6:0 Site links, Top stories, Thumbnails, People also ask, Image pack, Knowledge panel
2019-03-21 1:4 Site links, Videos, Thumbnails

2019-03-19 22: People also ask

2019-03-09 21: Top stories, Thumbnails, People also ask

2019-03-05 17: Top stories, Thumbnails

2019-03-23 1:01 Site links, Videos, Thumbnails

XIX



D. Results of Keyword Research

WWC UNITED KINGDOM

#

© 00N O U D WN R

P el
w N B O

Keyword

world cup fixtures
world cup results
world cup schedule
world cup matches
world cup scores
world cup tables
world cup live
world cup table
world cup standings

world cup live score

world cup match schedule

world cup live scores

world cup livescore

WWC UNITED STATES

#

XX

© N o A wN -

o o
- o ©

12

Keyword

world cup schedule
world cup standings
world cup scores
world cup results
world cup live

world cup matches
world cup fixtures
world cup table
world cup tables
world cup live score

world cup match schedule

world cup live scores

Country
gb
gb
gb
gb
gb
gb
gb
gb
gb
gb
gb
gb
gb

Difficulty

Country
us

Difficulty

us
us
us
us
us
us
us
us
us
us
us

Volume
631000
163000

84000
59000
43000
26000
26000
22000
10000
3300
1400
1300
40

Volume
1160000
295000
210000
76000
45000
41000
17000
7100
4200
2200
1300
1000

CcpPC

CPC

0.4
0.9
0.02
4.5
0.01

0.04

1.6
0.7
0.6
0.6
1.7

25
0.25

Clicks
170241
40679
36092
19450
12423
8723
22539
7500
3444
1113
556
551

Clicks
464683
106074
86041
39536
53552
18875
6965
3192
1583
972
683
476

CPS

CPS

0.27
0.25
0.43
0.33
0.29
0.34
0.86
0.34
0.33
0.34
0.39
0.41

0.4
0.36
0.41
0.52

1.2
0.46
0.42
0.45
0.38
0.44
0.53
0.46

Return Rate
3.14
2.85
243
1.93
291
213
1.61
2.23
2.09
2.44
2.34
2.23

Return Rate
3.52
2.51

3.4
2.82
1.46
2.87
2.51

1.9
2.54
2.46
1.63
2.09

Parent Keyword
world cup fixtures
world cup results
world cup schedule
world cup

world cup results
world cup tables
world cup live
world cup groups
world cup standings
world cup results
world cup schedule
world cup 2018

world cup results

Parent Keyword
world cup schedule
world cup standings
world cup scores
world cup results
fox sports world cup
world cup schedule
world cup fixtures
world cup standings
world cup standings
world cup scores
world cup schedule
world cup scores

Last Upda
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HiHHHHH
HitHHHH
HiHHHHH

Last Upd:
2019-03-2!
2019-03-2
2019-03-2!
2019-03-2!
2019-03-2
2019-03-2:
2019-03-2
2019-03-2:
2019-03-2:
2019-03-2:
2019-03-2
2019-03-2
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