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EXECUTIVE SUMMARY 

The target audience of this work are domainers: people who attempt to make a 

profit by buying and selling domains. To increase the value of their domains and to 

produce additional revenue, domainers can develop their domains into websites. 

Visitor traffic from search engines can be generated by search engine optimization 

(SEO). This thesis is meant to help domainers optimize their sites for search 

engines, primarily Google. 

Relevant SEO factors are analyzed, including content, internal linking, and website 

size. Instructions are provided on how to most effectively optimize websites while 

avoiding penalizations from Google. Furthermore, some important technical issues 

are introduced, including SEO-related HTML tags and hosting. 

SEO consists of three basic steps. First, the right keywords have to be chosen. 

These keywords should be popular among the target group but have as little 

competition as possible. Second, the chosen keywords have to be placed in 

optimal positions on the website. The most effective positions are the page title 

and the domain. Finally, backlinks should be obtained. The most valuable 

backlinks come from authoritative, topic-related websites. In all these steps, only 

legitimate tactics which comply with Google’s webmaster guidelines should be 

employed. 

On the whole, this thesis reveals that search engine optimization requires effort 

but is rewarding at the same time. To ensure long-term success, domainers 

should concentrate their efforts on SEO activities which increase user satisfaction.  
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