
Introduction 

Search Engine Optimization (SEO) can be considered one of the most essential aspects of 

digital marketing that focuses on how to make a website more visible and highlighted in unpaid 

search results. Online searching and research have become a common practice among 

consumers, and the majority of consumers tend to search for products, services, or information 

that they need from Google. Marketers ensure that the correct keyword optimization, meta tags, 

page layout, and quality of the page can grab the attention of such consumers. Marketers lose a 

lot of money on otherwise reputable marketing strategies because they lack solid organic search 

engine optimization. Marketing in the digital age is simply impossible without a solid 

traffic-to-user engagement ratio. Search engines tend to highlight sites that have relevancy, user 

visibility, and trustworthy content. With this in mind, SEO focuses on the required relevancy of 

the marketers' strategies and the informative communication within their audience. 

Main Body 

Situation Analysis 

Information organization and result delivery occur through a 3-stage process—crawling, 

indexing, and ranking. Crawling is the first step and involves bots, or spiders, scanning the 

internet for newly uploaded or updated webpages (Makrydakis, 2024). This is done in a linked 

jump fashion, where the bots follow page URLs and then analyze various elements, including 

texts, images, code structures, and even internal navigations. If a page is optimally designed with 

an organized, minimal, and highly responsive layout, the page is more easily accessible. If the 

page includes a spiders.txt file, the page is blocked from the bots, and it cannot be cataloged or 

even discovered. Once the bots have processed all of the page elements, they will then make the 



call to add the page to the digital library of the search engine’s index, which is essentially a 

massive repository of all information available online. 

Every search engine needs to know how to store information from websites to answer 

queries quickly and effectively, and that is what indexing is. When a search is conducted, the 

search engine analyzes what a page is related to when it is indexing by analyzing the keywords, 

headings, metadata, and the main context. If a page has the required keywords,, meta data, and 

contains original content, then it is indexed more effectively.  

The second step after indexing is ranking, and that is determining what websites appear 

in what order in the results. A lot of different things are monitored to determine the ranking of a 

page, and those things include how relevant the content is to the given query, the quality of the 

content, if the author is credible, the speed of the page, if the page is mobile-friendly, and the 

overall user experience (Makrydakis, 2024). Trustworthy, relevant, and informative content that 

meets a search engine's criteria will appear at the top of a search engine's results. The websites 

that are poorly designed with irrelevant and low-quality information will appear at the bottom of 

the results. The crawling, indexing, and ranking are the core of how search engines prioritize and 

analyze content on the internet. 

SEO Structure 

On-site SEO is how a website communicates with a search engine and a user and how 

well its content is comprehended. The hierarchy of headings, the sequence of content, the ease 

with which a search engine crawls the site, etc. (Ayu et al., 2025). One aspect is keyword search. 

Marketers try to understand what words and phrases potential consumers use when looking for 

information and create content to address those queries. The development of content that meets 

those needs and raises a brand's visibility is the result of keyword research. The body, headings, 



and title of a web page should describe the topic of that page and for which the engine is 

searching. Ideally, headings should describe the topic of that page and for which engine is 

searching. Meta tags are also important in on-site SEO. Meta titles and descriptions are used to 

summarize content in search results and articulate the purpose of the content (Tahar, 2025). 

Increasing search engine click-through rates to give them purpose results in enhanced site 

performance. 

Robots.txt and its impact on SEO structure is another essential aspect, as it communicates 

with search engines on what pages they are allowed and not allowed to access. This document 

can prohibit bots from crawling certain pages, such as duplicates and sensitive pages, increasing 

crawl efficiency and stopping irrelevant pages from being indexed. When appropriately 

configured, robots.txt instructs search engines on which pages are most valuable and/or relevant 

to the site (Chang & He, 2025). In conjunction with this, other structural practices such as 

internal linking, adding alt text to images, and having clean URL formatting further improve site 

and search engine understandability. Internal links assist in the equitable distribution of authority 

throughout the pages. They also help crawlers move more efficiently throughout the website. Alt 

text helps search engines convey images and improves website accessibility. The combination of 

on-site SEO practices, keyword research, meta tags, and robots.txt all help to create a solid 

structural base, which in turn improves a website's search visibility and user engagement. 

SEO Implementation 

Analytics regarding user behaviour, as well as the quality of content and performance 

metrics, are combined to determine the success of SEO marketing. Organic website traffic, rank 

for specific keywords, click-through rates, bounce rates, and conversions are some key metrics. 

Marketing leaders can determine if the SEO work completed is bringing the desired audience and 



meeting the company's objectives (Singh, 2024). Google Analytics, Google Search Console, and 

SEMrush are some of the tools available to assess how well people can see and engage with the 

site during their search. In addition to the aforementioned metrics, the marketing managers 

ensure the content is relevant and of high quality to meet the user expectations, as opposed to 

using content to game the SEO systems. High-quality, relevant, referenced content will get 

backlinks, which can be monitored to make sure the sources are not using black hat strategies. 

Marketers, by understanding how performance metrics work and how to use them effectively, 

can identify potential issues and challenges related to their content, and can also determine if the 

implemented search engine optimization strategies are effective and if they offer the intended 

value for the brand. 

Firstly, it becomes highly important for marketing managers to ensure that their search 

engine optimization strategies and techniques are ethical and are designed to keep user as the 

main focus and their well-being. From a marketing perspective, practices such as keyword 

stuffing, cloaking, employing misleading strategies, and click baiting not only violate search 

engines but also erode the trust of consumers. Compliance in the SEO realm also translates to 

serving the target market a real, accessible, and useful response to their query (Ganguli, 2024). 

When leaders use SEO, ethical practices also ensure that the data resulting from their use of 

digital tools (web) is used, and its users’ privacy is respected, as well as legal frameworks like 

the General Data Protection Regulation (GDPR) and California Consumer Privacy Act (CCPA) 

(Fakeyede et al., 2023). Social responsibility in SEO is to promote offerings that are not 

misleading, exploitative, and predatory to those of a weak socio-economic status. By 

authoritative citing, inclusive language, and accessible design, a positive addition to the digital 



space is created. With effective SEO, metric results balanced with oversight, ethical use of SEO 

is used to bring in trust and sustain the credibility of a brand. 

SEO Recommended Strategy 

The projection of Apple Smart AR Glasses needs a more analytical SEO tactic or 

strategy. Not just building content but building content of higher usefulness without losing focus 

on what the user is searching for. AR-related technologies are on the rise, and so should the 

content be geared towards usefulness and Apple’s trusted reputation. Educating the user on AR 

glasses capabilities and everyday use is a strategy worth examination. Gathering data, such as 

what keywords the user is searching for, is vital, be it “AR glasses”, “Apple AR”, “wearable 

technologies”, “hands-free AR navigation”, or “AR tools for work”. Apple should make more 

pages focusing on this content and add structured data, which is expected to increase access to 

rich snippets and knowledge panels (Gupta & Bansal, 2023). Using educational resources like 

document training, product/service reviews and testing, and blogs related to competition and 

innovation will greatly enhance the amount of educational content that Apple provides and 

ultimately help improve Apple's Brand reputation in the marketplace. This approach to providing 

resources will increase Apple's relevance and appeal to both technology-savvy consumers and 

early adopters who seek a trusted source of information prior to purchasing products or services. 

Given that technical Search Engine Optimisation (SEO) will enable Apple to create a 

more crawlable and indexable web page for its Smart AR Glasses website, this practice needs to 

be made a top priority for Apple. Some of the many ways Apple can improve its technical SEO 

are by utilising optimised page load speeds, developing structured and clean URLs, and by 

ensuring that its Smart AR Glasses website uses a mobile-first design approach given that 

consumers do the majority of their searches using their mobile devices. User engagement and 



dwell time increase when pages incorporate high-quality imagery, and even better, interactive 

content, like 3D previews of the product (Evanick Ed. D, 2024). Apple can build visibility even 

further through ethical backlinking by collaborating on content that will give them high-quality, 

authoritative links with tech publishing houses, academic researchers, and industry influencers. 

Furthermore, Apple will gain user transparency and trust if it continues to focus on consistent 

meta titles, descriptions, and alt texts that reflect true product features without embellishing. 

Apple will be able to build strong anticipation for their Smart AR Glasses and further credibility 

for the innovation and reliability with their stellar reputation, by combining user-centered 

content, technical excellence, and clear ethical SEO. 

Conclusion 

Strengthening visibility, attracting desired audiences, and building brand credibility over 

time are very important when it comes to the modern space of marketing, and to accomplish 

these goals, an understanding of the basics of crawling, indexing, and ranking is important. 

Marketers can develop websites and content that are very easy for search engines to read and 

understand. Identifying and researching highly used keywords, relevant meta tags, and proper 

utilization of robots.txt will help ensure that marketers understand that the website is relevant, 

accessible, and user-friendly. Additionally, ensuring transparency and trust to ensure ethical 

implementation of SEO is equally important. An SEO approach that is content-centric, 

technically optimized, and geared towards the users would greatly help Apple’s Smart AR 

Glasses to gain prominence in the AR space. Exceptional SEO, aligned to the ethical paradigm, 

would guarantee Google and Apple sustained growth while preserving the competitiveness of 

their digital space. 
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