
Translating for Man and Machine: 
The Art and Craft of Search Engine Optimized Translations
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About me: Marion Rhodes

• ATA-certified translator (EN>DE)

• Education & professional background in 
journalism & marketing

• Certified copywriter

• Certified SEO specialist

• Since 2001 in USA

• Since 2006 freelance

• Copywriting, content writing & transcreation
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Agenda

1. Intro to SEO & iSEO

2. Opportunities & Required Skills

3. Overview of the Optimization Process



Intro to 
SEO & iSEO
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What is SEO? 

SEO: All strategic measures that result 
in a better ranking in the organic* 
results of search engines and 
therefore increase traffic to a website.

*organic = without having to pay

On-page 
optimization

Technical SEO

Off-page 
optimization
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SEO, SEA, SEM, PPC –
What‘s the Difference?





8

Why is SEO Important?

• Connects people who have a specific
need with providers who can fulfill it

• Increases visibility on the Internet

• Increases traffic to a website

• Ensures that localized content is found
by international target audiences

• Offers growth opportunities and allows
businesses of all sizes to compete in the
global marketplace

• About 70% of online users click on 
organic listings vs. paid ads

A well-translated & 
optimized website is

crucial for international 
business success!



Opportunities & 
Required Skills
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Opportunities in ISEO
• High demand

• Lack of qualified professionals

• Good earning potential

• No threat from MT
• context

• cultural insight

• text quality
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What Skills Do SEO Translators Need?
• Excellent grasp of source and target language

• Cultural insight into source and target market

• Basic marketing knowledge

• SEO fundamentals

• Relevant search engines

• Keyword analysis

• SERP analysis

• Ranking factors

• Web writing skills

The #1 skill in SEO is 
the ability to put 

yourself in the 
user’s shoes!
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SEO Ranking Factors
More than 200 known ranking signals

 Technical SEO

 UX

 On-Page SEO

 Off-Page SEO

 Social Media 

 Unique Content

 Responsive Design
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Different Countries – Different Search Habits
• Google rules in English-speaking regions

• USA: 1/3 of all searches run through Bing

• YouTube, Amazon & Facebook are also 
important search engines

• Some countries prefer other search engines:
• China – Baidu

• Russia – Yandex

• Czech Republic – Seznam.sz

• Korea – Naver

Market share of the most popular search engines used on 
desktop computers around the globe from Sept. 2015 to 
Sept. 2019.
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Different Countries – Different Search Habits

Language Cultural/regional differences Search habits

UK:
kitchen faucet (SV 590)
kitchen tap (SV 60.500)

USA:
kitchen faucet (SV 135.000)
kitchen tap (SV 60.500)

Pest control company

USA: black widows, scorpions

DE: ticks, cockroaches

USA:
cheap lawnmower (SV 18.100)

DE: 
billiger Rasenmäher (SV 110)
günstiger Rasenmäher (SV 390)
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SEO Translators are Unicorns

Translation & 
Cultural 

Expertise

Copywriting
Skills

SEO 
Knowledge



Overview of
the
Optimization
Process



17

Optimized Translations
SCENARIO 1

Translation followed by optimization

• Different providers = different style

• Interrupts flow & impedes semantic
optimization (synonyms, related terms, 
proof keywords)

• More expensive (time & cost)

SCENARIO 2

Simultaneous translation/transcreation
& optimization

• Natural keyword integration improves
readability & flow

• Allows for semantic optimization
(synonyms, related terms, proof
keywords)

• Cheaper & faster
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What are Keywords?
• Search terms entered by users into serch
engines to find information on the web.

• Keywords are the basis of search engine
optimization and search engine advertising
(SEO & SEA).

• Keywords are still very important for SEO!

• We differentiate between

• long tail

• medium tail

• short tail (head keywords)
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Multilingual Keyword Adaptation
SCENARIO 1

• Client provides keywords in source
language

• Keywords are transcreated into local, 
natural sounding equivalents

• Keyword analysis & documentation

SCENARIO 2

• Client provides topic (brief, source
language copy,…)

• Translator analyzes topic/existing
copy and determines appropriate
keywords

• Keyword analysis & documentation
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SEO Translation/Multilingual Content Optimization

Planning

• Keyword
research

• Analyzing 
competition

• Narrowing
down 
keywords

Creative 
process

• Structure

• Writing

Optimization

• Copy

• Meta
elements
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Planning: Keyword Research
• Brainstorm all possible keywords that
meet search intent

• Identify related queries (Answer the
Public, Google „People also ask“ and 
„Related searches“, Autosuggest)

• Find synonyms & related terms

• Identify helper words (e.g., best, near
me, in Boston)

• Analyze the competition
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Planning: Keyword Research
ENTRY LEVEL / FREELANCE

Google AdWords Keyword Planner

Ubersuggest

KWFinder

Twinword Ideas

SEORCH Ultrasuggest Keyword Tool

Woorank

PROFESSIONAL

SEMRush

Ryte

Moz Keyword Explorer

AHREFS

https://ads.google.com/aw/keywordplanner/home?ocid=78809660&euid=79465700&__u=1904879300&uscid=78809660&__c=1775701340&authuser=0&sourceid%3Dawo&subid=us-en-et-g-aw-a-tools-kwp-awhp_xin1!o2
ubersuggest.com
https://kwfinder.com/
https://www.twinword.com/
https://seorch.eu/html/google-suggest-checker.html
http://www.woorank.com/
http://www.semrush.com/
https://de.ryte.com/
https://moz.com/explorer
https://ahrefs.com/de/
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Planning: Keyword Research
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Planning: Keyword Research
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Planning: Keyword Research
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Planning: Keyword Analysis
• Relevance

• Search volume

• Competition
• antivirus = short tail (SV: 110.000)

• best antivirus software for small 
businesses = long tail (SV: 70)

• Value

• Trend
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Planning: Keyword Mapping
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Creative Process: Content
• SEO copy must attract search engines

• SEO copy must appeal to readers

• Unique content is key

• Ideal length: as long as necessary, as short

as possible

• No automatically generated content! (incl. 

MT) 

• Keyword density (around 2-5% - pinch test) 



30

Creative Process: Keyword Strategy
Old – Keyword Stuffing 2020 – Relevance
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Creative Process: Good SEO Content
• Content localization / transcreation

• Seamless integration of keywords

• Write with variety – synonyms rule!

• Keep readability (audience) in mind

• Text architecture
• inverted pyramid
• easy to scan
• short sentences, short paragraphs
• subheadings
• bold & italics

• Include images/videos/links/downloads

• Relevant & descriptive anchor text

• End with a CTA
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Optimization: On-Page
• Copy (Content)

• Meta title (title tag)

• URL

• Meta description

• ALT tags

• H1 heading

• H2 subheadings

• Captions

• File names
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On-Page Optimization: Title Tag
• Concise description of content

• Must be unique for each URL

• Max. 55-60 characters (35 for Asian 
languages)

• Include primary keyword, possibly
secondary

• Try to place keywords at beginning

• Should sound natural and entice
people to click on the page

• Good: How to…, 5 Reasons…, Tips
for…

• Ideal format: Keyword – text | Brand 
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On-Page Optimization: Meta Description
• 155-160 characters (80 for Asian languages)

• Short summary

• Text must be unique for each page

• Arouse interest – get the click!

• NOT a Google ranking factor

• Indirect ranking signal (CTR)

• Include keywords to attract readers' eyes

• Must sound natural & flow with title

• Should include strong CTA
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On-Page Optimization: Heading Tags
• H1 most important (title), H6 least

• Each page should have one H1, several
H2s

• No character limits but should be short

• Primary keyword in H1 & one H2, other
keywords in other H2s

• H3s etc. do not affect SEO

• Summarize following paragraphs to 
make content skimmable

• Important: Don‘t go overboard with
keywords! 

Heading 1
Content

Heading 2 
Content

Heading 3
Content

Heading 2
Content

Content
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SEO Translation/Optimization Process

Keywort
research/

transcreation

Text, brief &
keywords

Transcreation
& optimization
of copy and 
meta data

Keyword
approval Final delivery
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Getting started
Independent study

• MOOCs
• Coursera: Search Engine Optimization Specialization

• Webinars
• Neil Patel: SEO Unlocked

• Podcasts
• Experts on the Wire

• Search News You Can Use

• SEO Podcast

• Twitter: Google Search Liaison (@searchliaison)
• Blogs & online articles

• Google SEO Starter Guide

• Books
• Jason McDonald: SEO Fitness-Workbook

Client acquisition

• Optimized website
• LinkedIn
• Agencies
• Blog articles (own website and guest posts)
• Webinars
• Word of mouth

IT‘S OK TO TOOT 
YOUR OWN HORN!

https://www.coursera.org/specializations/seo
https://neilpatel.com/training/seo-unlocked/
https://static.googleusercontent.com/media/www.google.com/en/us/webmasters/docs/search-engine-optimization-starter-guide.pdf
https://www.jm-seo.org/books/seo-fitness-workbook/
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Questions?

marion@imctranslations.com
www.imctranslations.com

@IMCTranslations

mailto:marion@imctranslations.com
http://www.imctranslations.com/

