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Gap & Opportunity Analysis Approach

Going a level deeper, what can be 
done to differentiate your site in terms 
of performance?

• Site and page speed, especially 
Core Web Vitals

• PageRank distribution

• Structured Data

• Use of images, video or audio

S P E C I A L I Z E D  

A R E A S  O F  F O C U S

Make it easier for search engines to 
understand your site and its content.

• URL Discovery

• Crawling

• Rendering

• Indexing

T E C H N I C A L  S E O  

F U N D A M E N T A L S

What signals does your content provide for 
relevance at a basic level? Is it organized in 
a what that makes it easy to parse?

• Title tags and meta 
data

• Headings

• HTML Markup

• Image Attributes

O N - P A G E  

E S S E N T I A L S

The Gap & Opportunity Analysis evaluates the SEO health of your site to provide insight into what is required to improve your site’s organic search traffic, as 

well as problem areas that need to be addressed either now or during the migration process, including a prioritized list of specific changes across the following 

key pillars:

T E C H N I C A L  S E O  A U D I T
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Executive Summary

Verisk has checked the boxes for many 
SEO foundational elements, but some 
issues limit Verisk’s ability to capture 
keyword market share, both now and in 
the future. Internal linking structure and 
navigation items currently hinder the 
site's organic visibility. There are some 
“quick win” items that could be resolved 
prior to the site migration, but the major 
elements will need to be addressed 
through the migration.

T E C H N I C A L  S E O  A U D I T
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Executive Summary
Topic Recommendation Area of Impact​ Priority Impact Effort

Quick Win or
Migration 

Win

Internal Content Search Engine Indexation 5 High High Quick Win

XML Sitemap​ Search Engine Indexation & Crawl Budget 1 Medium Low Quick Win

Robots.txt Search Engine Indexation 2 Medium Low
Migration 

Win

Page Speed & 
Experience​

User Experience 8 Medium High
Migration 

Win

Schema Markup
Content Authority & Expertise, Rich Search 
Results

7 Medium High
Migration 

Win

Metadata Content Authority & Expertise 6 Medium Low
Migration 

Win

Internal Linking Content Authority & Anchor Text 4 High Medium
Migration 

Win

T E C H N I C A L  S E O  A U D I T

TECHNICAL SEO 

FUNDAMENTALS

ON-PAGE 

ESSENTIALS

SPECIALIZED AREAS 

OF FOCUS



T E C H N I C A L  S E O  F U N D A M E N T A L S

T E C H N I C A L  S E O  A U D I T
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Internal Content Indexable?

Solution

• Apply ”noindex “tags to the existing indexed pages so the 

search engines see that command and take the pages out 

of the index.

• Next step would be to identify the location of the 

spiderable links then remove those links.

Issue

Internal items are being indexed by search engines. While 

the linked applications require a login to access, allowing 

these entry points to be indexed creates unnecessary risk.

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 1C- Jira
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Internal Content Indexable?

Solution

• Block the pages from indexation with meta command 

“noindex” on the pages that need to be blocked. This will 

tell Google to no longer index the pages and gives you 

control over what pages appear in the index.

Issue

Pages that appear be supporting paid media campaigns are 

being indexed by Google.

This could blend channel data which would “muddy” 

overall reporting data for these particular campaigns.

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 1C -Campaigns
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Internal Content Indexable?

Solution

• Block the pages from indexation with meta command 

“noindex” on the pages the need to be blocked. 

• Blog content can be updated at any point in time to still 

have a key role in SEO

• If there are particular articles that have more updated 

articles or content with similar topics, then you could 

provide a 301 redirect for those pages. 

Issue

Archived blog pages are still indexable by the engines.

Having these pages being visible can cause confusion, 

indexation bloat and a poor user experience.

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 1C -Archived
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Indexation Status

Solution

• If these are gated or campaign pdfs, there should 

be a “noindex, nofollow” on the pages and the 

robots.txt block should be removed.

• This will help ensure that conversion points for 

campaigns are kept to the channel that they are 

specified.

Issue

• While the total number of pages indexed 

by Google matches our crawls, we did find 

some inconsistencies between the crawl 

and Google's index as well as some crawl 

errors.

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 1C-Robots Command
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XML Sitemap

Solution

• Clear any old sitemaps from the website as well as 

Google Search Console.

• Cleaning out old sitemaps within Search Console will 

ensure Google finds the correct pages and help Verisk 

limit any errors arising from sitemaps.

Issue

There are several sitemaps within your Google 

Search Console that have errors or are old. While 

not a major issue, it can cause some confusion, 

unnecessary crawling and potential lack of trust in 

current sitemaps.

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 2E
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Robots.txt

Solution

Creating a sitemap callout within the robots.txt file gives clear 

direction to the search engines where to find your sitemap. These 

text files are the first thing read on a website by bots.

Example:  Sitemap: https://www.verisk.com/sitemap_index.xml

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 2G

Issue

While the Robots.txt file does block some of the sub-paths 

that Verisk does not want to be crawled, it does not 

provide the location of the sitemap index. 
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Href Lang Status

Solution

• No immediate action is needed by the 

Verisk team. Perficient  will write this into 

the requirements document and then work 

with appropriate teams to preserve this 

structure. If this is not preserved Google 

could mix the language pages for the 

searchers. Meaning that if a Canadian is 

searching for your services could see the 

UK version.

Element Checked

Each country version of English does have 

Href Lang declarations. This will need to be 

carried over to the new site to preserve the 

good standing that the Verisk site has. 

T E C H N I C A L  S E O  F U N D A M E N T A L S
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Canonical Status

Solution

• No immediate action is needed by the Verisk 

team. Keeping the correct canonicals will be 

development requirement and is key to avoid 

creating confusing signals for the search 

engines, slowing the migration process and 

prolonging the dip in organic search traffic.

Element Checked

There are about 8,000 pages checked that 

canonical status of those pages are correct. 

Keeping these their current status would 

beneficial for Verisk in the upcoming redesign.

T E C H N I C A L  S E O  F U N D A M E N T A L S



S P E C I A L I Z E D  A R E A S  O F  F O C U S

T E C H N I C A L  S E O  A U D I T
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Improve Page Load Speed & Performance

Solution

• Improve LCP, FCP, TTFB scores by delivering critical JS/CSS 

inline and deferring all non-critical JS/styles. Also consider 

reviewing and removing any unused JavaScript.

• Consider updating images to next gen format such as WebP and 

AVIF, which often provide better compression than PNG or 

JPEG.

• Improving how the website loads plays into both user 

experience and Google’s Core Web Vitals. These elements are 

factors when indexing a website.

Issue

A good percentage of both mobile and desktop URLs need 

to be improved when it comes to page speed and 

performance. The charts to the right show the bulk of 

desktop URLs experienced a step back in performance 

around February of this year.  

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 4A

Mobile Experience

Desktop Experience
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Schema Markup
Issue

• There are very few areas of Schema markup on the site. 

Schema markup is used on a few items like video and the 

logo, but important items like breadcrumbs and some contact 

information are not marked up.

S P E C I A L I Z E D  A R E A S  O F  F O C U S

Solution

• Adding Schema allows for quick indexation of the most 

important items on a webpage and gives Verisk a better 

chance to get indexed for Google’s SERP features like People 

Also Ask, FAQs etc.  

• Schema markup also provide sound footing for “future 

proofing” Verisk.com

• Implementing Schema puts Verisk ahead of some of its 

competitors. Corelogic has schema implemented on its search 

box and breadcrumbs. LexusNexus does not have schema 

implemented
SEO Audit Item 5A



O N - P A G E  E S S E N T I A L S

T E C H N I C A L  S E O  A U D I T
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Metadata

Solution

• Metadata can be optimized to target key topics to help drive better 
search visibility and website traffic. Also it plays a key role in click 
through rate within the organic results. 

• Create unique, targeted, and optimized metadata for pages with 
duplicate and/or missing page title tags and meta-descriptions

• On the new website, top-level category pages, provider profiles, and 
all indexable content should have metadata created by hand. 

Issue

Verisk can better optimize metadata on the website to help search 
engines better understand what the page is about to drive E.A.T. 
(Expertise, Authority, and Trust). 

Meta-Descriptions:

• Missing meta-descriptions [2,200 – mostly are tag, author various 
pdf and media pages]

• Meta-descriptions too long [2,400]

O N - P A G E  E S S E N T I A L S

No meta description

With meta description

SEO Audit Item 1H
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Heading Structure

Solution

• Use sub-heading tags for important information that relates to 
the main H1 tag or the H2 tag if you’re adding an H3. This will 
provide a clear structure for indexing by the search engines and 
is best practice for structuring your content.

Issue

While Verisk does have headings within the pages to promote good 
SEO content structure, some of the smaller heading elements <h2> 
and <h3> are being used for design elements. 

O N - P A G E  E S S E N T I A L S

SEO Audit Item 1F
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Page Titles

Solution

• Use the Copyright Symbol where needed in page 
titles (Example: 360Value® For Personal 
Property | Verisk )

• PDFs are good indexable assets to have. Apply 
page titles to give them the necessary foundation 
to achieve higher rankings. 

• Optimize page titles to best represent the 
content on the page. Page Titles help search 
engines but also click through rates. 

• Page Titles are the first signal to search engines 
when trying to index a page.

Issue

There are several issues while most pages do have 
page titles there items that can be addressed. Some 
page titles are not properly optimized, some pages are 
missing titles and some pages are using duplicate titles. 

Examples of unoptimized page titles:

360Value | Visualize | Verisk  

O N - P A G E  E S S E N T I A L S
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Improve Internal Linking & Main Navigation

Solution

• Improve main navigation linking functionality to include 

dropdown links when hovering over the primary 

categories

• Don’t augment the navigation as a user navigates to 

deeper pages. This causes confusion for both the users 

and the search engines.

Issue

The existing product navigation currently contains a small 

number of links to internal pages, which makes it difficult 

for crawlers to find and rank the websites content. 

Additionally, the amount internal links with descriptive 

anchor text to content pages is low. 

T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 7D
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PageRank Fundamentals
T E C H N I C A L  S E O F U N D A M E N T A L S

Link Depth 1 

(homepage)

Link Depth 2

Link Depth 3

Link Depth 4+

• PageRank is an algorithm used by Google Search to rank 
web pages in their search engine results. Internal linking 
structure of a website helps to determine this algorithm 
based on number of pages, internal linking of those pages, 
breadcrumbs and other factors.

• Perficient has a proprietary tool that assess each URL’s 
PageRank. 
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PageRank Data Model
T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 7D
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PRDM

Solution

• Internal link should follow a path of more broader awareness pages 
to deeper more consideration/decision based pages. 

• Internal Linking structure should also help the user gain information 
by linking to appropriate pages. 

• Linking helps establish a relationship between like pages and other 
domains. Seeing the strength of this relationship helps search 
engines rank pages. 

Issue

The internal linking structure within the Verisk is sporadic and doesn’t 
consistently help pass equity to interior pages. Many of this is caused by 
changes in breadcrumbs on interior pages as well as separating product 
interior pages into different sub-paths..
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PageRank Data Model
T E C H N I C A L  S E O  F U N D A M E N T A L S

SEO Audit Item 7D

Benchmark

The PageRank Data Model should be a gradual step down as it gets to 
interior pages. This represents an equally distributed interior linking 
equity through the pages within Verisk. 0
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Linking Errors

Solution

• Update internal links to point to final targets of redirects. 

• Remove or update links currently pointing to URLS serving 400 or 
500-type server errors.

• On the new website, all links should point to only pages serving a 
200 status code.

• All these will help create a clear and concise path for the search 
engines to find the pages they need as well as create a good user 
experience. 

Issue

Several pages link to URLs that serve 300-type redirects, or 400 and 
500-type errors. This provides a poor user experience and wastes the 
site’s crawl budget that could be better spent on critical pages.

O N - P A G E  E S S E N T I A L S

SEO Audit Item 7A

404 Errors 79 0.95%

Other 400 Errors (not 404) 198 2.39%

500 Errors 107 1.29%

Item Count %



O P P O R T U N I T Y  F O R  V E R I S K

T E C H N I C A L  S E O  A U D I T
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Organic Competitors

Solution

• Establishing sound best practices for SEO increases Verisk’s 
ability to gain market share and keyword visibility amongst its 
competitors. 

• Verisk could see a dramatic increase in visibility by 
implementing key aspects of the content strategy, an 
improved internal linking structure and SEO best practices,. 

Issue

There are 217 terms related to analytics, data and risk 
management (help) that Verisk does not rank for but their 
labeled competitors do.  

Many of the keyword opportunities exist within the data, 
analytics and risk verticals. Some of the terms identified are 
“risk management solutions” ,” Insurance claims automation” 
and “lien data”.

S P E C I A L I Z E D  A R E A  O F  F O C U S

SEO Audit Item Keywords

LexusNexus Corelogic

RMS
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Keyword Focus – Number of Terms

Solution

• Planning the content and navigation structure with particular 
focus on both topics and opportunity targets will be key. 

• Verisk can elevate the visibility of the product pages that 
involve the targets identified by Perficient’s teams through a 
cohesive internal, consistent linking strategy.

Focus

Of the available terms, “Risk” and “Data” posses the largest 
number of terms. 

Many of the pages associated with “Risk” and “Data” have a 
PageRank less than 1.0.

S P E C I A L I Z E D  A R E A  O F  F O C U S

SEO Audit Item Keywords

17%

8%

35%

40%

Number of terms

Insurance Analytics Data Risk
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Keyword Focus - Volume

Focus

Relevant terms that competitors rank for but Verisk does 
not represent a total average volume of 23,000 searches 
per month.

While many of Verisk’s products and services are detailed 
and unique, many of the terms may be appropriate 
“Awareness” terms to capture new users.

S P E C I A L I Z E D  A R E A  O F  F O C U S

SEO Audit Item Keywords

14%

14%

30%

42%

Average Total Volume

Insurance Analytics Data Risk



N E X T  S T E P S

T E C H N I C A L  S E O  A U D I T
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Next Steps
T E C HNI C A L  S E O  A U DI T

• Perficient team - Provide full spreadsheet, supporting data, 
and presentation files

• Verisk team - Provide feedback on SEO Gap & Opportunity 
Analysis

• Perficient team – Translate Gap & Opportunity Analysis 
findings into requirements for site build.
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Requirements 
Examples

T E C HNI C A L  S E O  A U DI T

• The requirements document will be provided by the 
Perficient team.

• This document outlines: elements needed, explains why they 
are needed, and describes what the final implementation look 
like.
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Excel Sheet 
Example

T E C HNI C A L  S E O  A U DI T

• The Audit Task List is a tabbed excel sheet that is referenced 
in many of the slides.

• Most if, not all audit slides, will have small reference callout 
at the bottom. This references a specific tab within the excel 
sheet.
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Q U E S T I O N S  +  D I S C U S S I O N



T H A N K  Y O U


