Fortune Interactive

PROLEGOMENA TO ANY FUTURE SEO

(... that will be able to present itself as a science)
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The purpose of this paper is to persuade those who believe that search engine
optimization is a worthwhile practice to pause, consider the state of the industry and
reconsider its methodologies
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The SEO Industry is ready for a new approach
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Misleading Guidelines
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Competitive Landscapes

t-  * + 1 +1,. + * ) -+ 4+ s
. * x4 1 + 4+ 1, >+ *
1 + * > + -, * F+ + > 4
, + - + ++ * o+, - + -,
+ + 4+ - *4 > 1, + *
- % + , * 4, 4 + * + 4+
@ - + 1, + 4+ +1, + *4 9
+ . - * +
G $"* + ++ *> x> 1 ,. o+ o+, - I R
>, 1,. + *+ * + +
@ &
) ) )- + 4 + 1 ++ *
+ - . *+ . * * $"* + + 4+,
1, t - @

++* 4 . , = ,Ht - *
) <$ 1« * - *+0 4" = > +*  * , -
+ -- + 4 + o+ >, + -
* 4 *+ o+ > + * - *0 4 +
- * 7 *>1 +* + 7 *> 7 7
) - H + + >+ - - + 0+ A
0)

“Wherever he steps, whatever he touches, whatever he leaves, even unconsciously, will
serve as a silent witness against him. Not only his fingerprints or his footprints, but his
hair, the fibers from his clothes, the glass he breaks, the tool mark he leaves, the paint he
scratches, the blood or semen he deposits or collects. All of these and more, bear mute
witness against him. This is evidence that does not forget. It is not confused by the
excitement of the moment. It is not absent because human witnesses are. It is factual
evidence. Physical evidence cannot be wrong, it cannot perjure itself, it cannot be wholly
absent. Only human failure to find it, study and understand it, can diminish its value.”
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“Wherever a competitor ranks, whatever Web copy he writes, whatever he optimizes,
even unconsciously, will serve as a silent witness against him. Not only his title tag or his
keyword density, but his relevance, the title tags from his link partners, the mistakes he
makes, the contour impact he leaves, the content he syndicates, the links he gives or
collects. All of these and more bear mute witness against him. This is evidence that does
not forget. It is not confused by the seduction of pagerank. It is not absent because you
did not measure it. It is contour evidence. Contour evidence cannot be wrong, it cannot
perjure itself, and it cannot be wholly absent. Only human failure to find it, study and
understand it can diminish its value.”
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"The ability to learn faster than your competitors may be the only sustainable competitive
advantage."
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Introduction to SEMLogic
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A Few Key Components of SEMLogic
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