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SEO for Airlines: The Ultimate Guide 
In more than 14 years of developing fare marketing solutions for airlines, we can’t tell how many 
times our customers have asked: “what can we do better to achieve success in SEO?”. 
 

We always tell them to start by maximizing airTRFX, our fare marketing platform that handles 

most of the technical SEO functionalities required to excel in organic search. Adopting airTRFX 

alone guarantees better rankings and more bookings in auto-pilot mode.  

 

However, many of our customers want to go beyond airTRFX pages. They want to improve the 

core website and it makes sense. After all, many core site pages have the highest conversion 

rate in organic search especially for branded searches. They may generate the most amount of 

revenue and transactions across the airline’s website, by far.  
 

Improving the core website will also boost the SEO performance of the airTRFX pages. Google 

does not treat sections of the same site differently. Instead, it looks at the overall quality of the 

website. That’s why we have always provided advice for customers on how to optimize their 
pages. It’s in everyone’s best interests. However, the advice went out fragmented and a little 

vague most of the time. Until now.  

 

This whitepaper is the most comprehensive compilation of best SEO practices for airlines. It’s 
an advanced problem-solving guide. It covers absolutely everything there is to know about 

doing SEO for airlines, from multilingual SEO to link building.  

 

This is a guide for SEO agencies, in-house SEO specialists, digital marketing generalists, or 

developers who find themselves doing SEO for an airline’s website.  
 

Before diving into it, let’s point out a few caveats: 

 

1. There is never a cookie-cutter solution. The guide includes proven SEO techniques and 

best practices. It condenses more than a decade of delivering results for more than 50 

airlines. However, it does not offer plug and play solutions. What works for a certain airline 

may not work for another.  

 

First, you need to assess the feasibility of implementing the most complex techniques. Does 

it make sense on your airline’s website? Does your team have the resources?  Can the CMS 
handle it? Then, you need to test, and keep testing. In an enterprise setting, implementing 

some of these practices will take time, but we promise you that   it's well worth it.  

 

2. Dive into the technical documentation. Each section of this whitepaper teaches the basics 

and shows examples of implementation in the airline vertical. We can’t (and we don’t want) to 

https://www.everymundo.com/products/airtrfx/


 

 

2 

write everything there is to write about each topic. Others have done it way better than we 

could ever do it.  

 

That’s why there is a list of useful tools and resources at the end of each section. In most 
cases, you won’t be able to implement these techniques without consulting additional 

technical documentation. But don’t despair, we compiled that documentation for you. 
 

3. You can’t do it alone. SEO is a multifaceted discipline. It requires technical skills, extensive 

research, copywriting expertise, relationship building, and strategic thinking. You will need a 

team to implement most of the SEO tactics for airlines that we uncover in this guide. Most 

likely, you will need to work with developers, content specialists, and PR strategists.  

 

In our experience, building an SEO team in an airline setting is surprisingly difficult to do. No 

one is fully dedicated to SEO. Teams are split. People don’t want to take on more 
responsibilities. Sometimes, even company politics are in play.  

 

You will have to learn how to demonstrate the positive impact of the changes you are 

requesting. Arm yourself with supporting evidence and arguments: case studies, Google’s 
official guidelines, statements from Googlers, new developments in SEO, competition 

research, etc. Focus on quick-wins. Dissipate myths. Highlight how the current SEO 

performance helps grow the bottom line.  

 

When positive results start to pour in, make sure that your colleagues and management know 

about them.   

 

With that said, let’s get into it!  
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1. Create Landing Pages for All Routes 

Launching dedicated pages for every origin and destination can provide an airline with an 

unmatched capability to attract traffic and generate bookings. 

 

This is a good reason why Online Travel Agencies (OTAs) devote massive resources toward 

developing millions of high-performance landing pages for flight destinations. 

 

For example, according to SEMrush, Kayak has created thousands of flight route pages that 

receive 8.5 million users from organic searches. This amount of traffic would cost $6.5 million 

monthly in Google Ads, but it’s all organic!  
 

 
 

We have seen noticeable results for our customers after adopting airTRFX, a fare marketing 

platform to launch and manage unlimited route pages, in every language and country. These 

pages are grouped into “page templates” that target the different keyword permutations that 

users type in search engines to find flight offers: 

 

● Destinations (or Homepage) 

● Flights from City to City 

● Flights to City 

● Flights from City 

● Flights from Country to Country 

● Flights to Country 

● Flights from Country 

 

For example, 10 months after launching more than 2K airTRFX pages in June 2018, Spirit 

Airlines has: 

 

● Grown the number of target non-branded keywords on the 1st page by more than 290% 

across the top search engines only in the US. 

● Generated additional 2MM+ Organic Sessions compared to the previous year.  

● Reached an Organic ROI of more than 7,526.5%, brought about by additional 68,000+ 

organic transactions and an increase of Organic Revenue by 12.7%. 

https://www.everymundo.com/products/airtrfx/
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We have also helped our customers regain their natural position in search results pages for 

branded search queries. For example, it’s common for some OTAs to outrank airlines on 
Google even for branded keywords, such as “Aeroflot flights to New York”: 
 

 
 

American Airlines was one of those airlines that lagged behind Travelocity in Google US search 

engine, particularly for branded searches with purchasing intent. These are search queries on 

Google that denote buying intent and include the airline’s name (e.g.: “American Airlines cheap 
flights to Chicago”).  
 

As the timeline chart below shows, before launching airTRFX in August 2019, American Airlines 

barely ranked in first place for this type of keywords. But after just a couple of months of 

deploying airTRFX, American Airlines started to outrank Travelocity. As of March 2020, 

Travelocity has lost the first place for almost all these keywords. 
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By not ranking first on Google for branded searches with purchasing intent, airlines may be 

leaving a significant chunk of revenue on the table. For example, we estimate that there are 

around 300K monthly searches in the US from users actively looking to book a flight with 

American Airlines.   

 

Airlines shouldn’t assume that they will capture branded traffic by default. Your airline may not 
be as popular as American Airlines, but you definitely don’t want an OTA receiving most of the 
traffic that your airline’s website should own. OTAs know the value of branded traffic for airlines, 
which is why many have launched dedicated pages for airlines. For example, it’s very likely that 
Kayak or Skyscanner already have a page targeting branded searches for your airline.  

 

Branded searches shouldn’t be underestimated, especially the type that denotes buying intent. 

If your airline does not have the infrastructure to generate pages to target branded traffic, 

consider investing in airTRFX, which can help your airline own the traffic coming from branded 

searches instead of giving it away to OTAs.  

 

 

 

 

 

 

https://www.kayak.com/airlines
https://www.skyscanner.com/airlines-all.html
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2. Generate Localized Versions of the Route Pages 

Not all route pages are (or should be) created equal.  

 

For example, would you rather serve pages in English or German language to German-

speaking users? Would it be more convenient for British users to book a flight on a page 

displaying fares in USD rather than in GBP? Should there be a “flight to New York” page served 
to users in Manila even though the airline does not fly from Manila to New York? Correct 

answer: No. 

 

Google recommends site owners creating localized versions of pages when: 

 

● The main content is in a single language, but the template is translated (e.g.: navigation, 

footer). 

● The content has small regional variations in a single language (e.g.: currency). 

● The content is fully translated into multiple languages. 

 

Implement hreflang links  

The main method to indicate localized versions of a page to Google is by using the hreflang 

attribute. The hreflang link tells Google what is the preferred page for a specific language or 

country.  

 

The hreflang link element includes three fragments: 
 

rel="alternate", which specifies the existence of an alternative URL. 
 

hreflang="lang_code", where "lang_code" is a supported language/region code targeted by the 

version of the page. 
 

href="url_of_page”, where "url_of_page” is the URL version for the specified language/region. 
For example, suppose that you have 3 versions of a route page: 

 

● An English version for United States at https://airline.com/en-us/flights-to-new-york  

● A Spanish version for Mexico at https://airline.com/es-mx/vuelos-a-nueva-york  

● A German version for Germany at https://airline.com/de-de/fluge-nach-new-york  

 

There are three ways to use the hreflang attribute: 

 

A) HTML tags added to the <head> container: 

 

<link rel="alternate" hreflang="en-us" href="https://airline.com/en-us/flights-to-new-york”/> 

<link rel="alternate" hreflang="es-mx" href="https://airline.com/es-mx/vuelos-a-nueva-york" /> 

<link rel="alternate" hreflang="de-de" href="https://airline.com/de-de/fluge-nach-new-york" /> 

https://support.google.com/webmasters/answer/189077?hl=en
https://airline.com/en-us/flights-to-new-york
https://airline.com/es-mx/vuelos-a-nueva-york
https://airline.com/de-de/fluge-nach-new-york
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B) HTTP response with the hreflang link header: 
 

Link: <https://airline.com/en-us/flights-to-new-york>; rel="alternate"; hreflang="en-us",  

         <https://airline.com/es-mx/vuelos-a-nueva-york>; rel="alternate"; hreflang="es-mx",  

         <https://airline.com/de-de/fluge-nach-new-york>; rel="alternate"; hreflang="de-de" 

 

C) Hreflang links added to the XML sitemap: 
 

<xhtml:link  

               rel="alternate" 

               hreflang="en-us" 

               href="https://airline.com/en-us/flights-to-new-york"/> 

    <xhtml:link  

               rel="alternate" 

               hreflang="es-mx" 

               href="https://airline.com/es-mx/vuelos-a-nueva-york"/> 

    <xhtml:link  

               rel="alternate" 

               hreflang="de-de" 

               href="https://airline.com/de-de/fluge-nach-new-york"/> 

 

However, it’s not enough just to deploy the hreflang links. There are also critical implementation 
mistakes to avoid: 
 

● Missing return links: If page A links to page B, page B must link back to page A. 

● Missing self-referential hreflang link: each URL should have a hreflang link pointing to 

itself. 

● Hreflang links pointing to non-indexable URLs: avoid linking out to canonicalized, 

noindex, and non-200 status code URLs. 

● Incorrect language codes: make sure that all language and region codes are 

supported by the ISO 639-1 and ISO 3166-1 Alpha 2 nomenclatures, respectively.  

 

If this seems confusing to you, you are not alone. Even John Mueller, the lead Webmaster 

Trends Analyst at Google, acknowledges that implementing hreflang is one of the most complex 

aspects of SEO: 

 

https://en.wikipedia.org/wiki/List_of_ISO_639-1_codes
https://en.wikipedia.org/wiki/ISO_3166-1_alpha-2
https://twitter.com/JohnMu
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There are some hreflang generators out there, but we vouch for Aleyda Solis's hreflang 

generator tool. Just submit the localized URL and its language/region code and you are good to 

go.  

 

 
 

Obviously, this tool wouldn’t be feasible to implement hreflang at a massive scale. This would 
require a team of developers dedicated to this purpose or a CMS with in-built capabilities, like 

airTRFX.  

 

airTRFX dynamically handles the hreflang implementation at scale. It deploys hreflang links 

across all localized URLs while avoiding the most frequent errors of a static implementation.  

 

For example, if new URLs get added, airTRFX will dynamically deploy the hreflang link on the 

new URLs and place the return links on the corresponding localized URLs. The system also 

automatically prevents hreflang links from pointing to non-indexable URLs, such as redirected, 

broken, or canonicalized URLs.  

 

 

 

 

 

 

https://www.aleydasolis.com/english/international-seo-tools/hreflang-tags-generator/
https://www.aleydasolis.com/english/international-seo-tools/hreflang-tags-generator/
https://www.everymundo.com/products/airtrfx/
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This is what the dynamically generated hreflang links on American Airlines look like: 

 

 
 

Once implemented, if you want to debug the installation on a single page, use Merkle’s hreflang 
Tags Testing Tool.  

 

 
For a full hreflang audit on a large site, follow the detailed steps in the Screaming Frog’s guide 
to auditing hreflang.  

 

As if hreflang alone wasn't enough, there are additional best practices for multilingual SEO that 

airlines shouldn’t ignore.  
 

https://www.aa.com/en-us/flights
https://technicalseo.com/tools/hreflang/
https://technicalseo.com/tools/hreflang/
https://www.screamingfrog.co.uk/how-to-audit-hreflang/
https://www.screamingfrog.co.uk/how-to-audit-hreflang/
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Avoid IP redirects  

Not only can it be frustrating for users, but it may prevent Google from indexing non-US 

versions of the site (Googlebot mostly crawls from US IP addresses).  

 

 
Instead, provide the user with a language/country selector. airTRFX can also handle this for an 

airline’s website. It provides an SEO-friendly and customizable language/country selector that 

allows users to switch between regions and languages: 

 

 
 

Don’t use URL parameters to target international site editions  
Google specifically discourages the use of URL parameters to identify the international site 

editions (e.g.: https://airline.com?loc=es). That’s because they can be hard to handle and they 

result in bad user experience.  

 

 
 

https://support.google.com/webmasters/answer/182192?hl=en
https://airline.com/?loc=es
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Translate the full page, not just the boilerplate content  

This is disastrous for user experience and won’t help search engines at all. Just don’t do this: 
 

 
 

Set International Targeting in Google Search Console  

If the site uses a dedicated subdomain or subfolder for each international version (e.g.: 

https://airline.com/en-us/), create a Google Search Console property and associate it with the 

relevant country via the International Targeting tool.  

 

 

https://www.airline.com/en-us/
https://support.google.com/webmasters/answer/6059209?hl=en
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Keep in mind that this option is not available for ccTLDs properties. In this case, you won't be 

able to specify a geographic location, as shown in the example below from Japan Airlines 

Google Search Console property: 

 

 
 

You should also regularly monitor the Language section of the International Targeting report 

because it can flag up to 1,000 hreflang errors on the site.  

 

 
 

The errors could be of two types: 

 

● No return tags: an hreflang tag has no matching tag on the target page. 

● Unknown language code: unsupported language/region code.   

 

https://www.jal.co.jp/jp/en/


 

 

16 

Useful Tools and Resources 

• Google’s documentation on multilingual SEO 

• Hreflang generator 

• Hreflang implementation guide 

• Hreflang checker 

• Screaming Frog’s guide to auditing hreflang 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://support.google.com/webmasters/answer/189077?hl=en%C2%A0
https://www.aleydasolis.com/english/international-seo-tools/hreflang-tags-generator/
https://www.aleydasolis.com/en/search-engine-optimization/avoiding-hreflang-issues-by-following-a-6-steps-implementation-process/
https://technicalseo.com/tools/hreflang/%C2%A0
https://www.screamingfrog.co.uk/how-to-audit-hreflang/
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3. Set up an SEO-Friendly Site Architecture with Internal 

Links 

Internal links are critical for SEO. They can be the cause of an outstanding SEO success or the 

culprit of an SEO debacle. In the airline industry, they just can’t be ignored.  
 

In fact, according to a Searchmetrics study, in the travel industry, the pages on Google’s first 
results page use 23% more internal links than in other verticals. 

 

Why are internal links so important for the SEO success of any airline’s website? There are a 
few tested reasons: 

 

Google relies on internal links to discover new pages. 

 

According to Google: 

 

“Some pages are known because Google has already crawled them before. Other pages are 

discovered when Google follows a link from a known page to a new page.” 
 

Internal links help distribute PageRank around the site.  

 

PageRank is a mathematical formula described in a 1997 research project by the founders of 

Google. It basically uses the number and quality of links pointing to a page to determine the 

value of such a page.  

 

Although Google removed support for Toolbar Pagerank in 2016, Google’s algorithms still use 
PageRank: 

 

 
Therefore, the quantity and quality of internal links pointing to a page is a signal to Google about 

the importance of that page. 

 

https://www.phocuswire.com/Best-SEO-practices-for-travel-brands-differ-from-other-industries
https://support.google.com/webmasters/answer/70897?hl=en
http://infolab.stanford.edu/~backrub/google.html
https://searchengineland.com/google-has-confirmed-they-are-removing-toolbar-pagerank-244230
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Internal links establish the information hierarchy. 

 

Internal links help search engines understand the content structure of a website, which should 

be shaped into a silo type. By siloing pages via internal links, a site allows search engines to 

crawl topically-related pages. Therefore, search engines (and users!) will have a better time 

navigating and understanding the site structure and the context of the content hubs.  

 

When it comes to implementing an interlinking structure, there are important best practices to 

consider. 

Use relevant modules of internal links on route pages 

A powerful way to construct content silos on an airline’s website is to embed interlinking 
modules on route pages pointing to other relevant route pages. In fact, this is a widely used 

technique across top organic OTAs and airlines.  

  

airTRFX, our fare marketing platform, has an in-built functionality to generate highly relevant 

interlinking modules based on specific “page templates”.  
 

The examples below show how OTAs and airlines (through airTRFX) use interlinking modules 

for the most used page templates: 

 

Page template: Flights to [Destination]. E.g. Flights to New York 

 

● Popular Flights to [Destination]. Example from United Airlines (airTRFX):  

 

 
 

 

 

 

 

 

 

https://www.united.com/en-us/flights-to-new-york
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● Cheapest Flights to [Destination]. Example from Skyscanner: 

 

 
● Flights to [Nearby Destination]. Example from CheapOair. 

 

 
 

 

 

 

 

 

 

https://www.skyscanner.com/flights-to/nyca/cheap-flights-to-new-york.html
https://www.cheapoair.com/flights/cheap-flights-to-new-york-city-nyc-new-york
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Page template: Flights from [Origin] to [Destination]. E.g. Flights from Chicago to New York 

 

● Single link to the corresponding Flights to [Destination] page.  

● Single link to the corresponding Flights from [Origin] page.  

 

 

Example from United (airTRFX):  

 

 
 

 

 

● Single link to the return flight page. Example from Kayak.  

 

 
 

Page template: Flights from [Origin]. E.g. Flights from New York 

 

 

 

 

● Popular Flights from [Origin]. Example from American Airlines (airTRFX): 

 

 
 

https://www.united.com/en-us/flights-from-austin-to-new-york
https://www.kayak.com/flight-routes/Chicago-CHI/New-York-NYC
https://www.aa.com/en-us/flights-from-new-york
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● Cheapest Flights from [Origin]. Example from Skyscanner: 

 

 
 

 

● Flights to [Nearby Origin]. Example from Orbitz. 

 

 
 

 

Embed links to route pages on top authoritative pages 

A highly authoritative page is a page with high PageRank. Typically, it’s a page with many high-

quality incoming links and generates a lot of traffic. The purpose is to transfer PageRank from 

the top authoritative page to the route page. 

 

Sadly (or happily!), Google no longer provides PageRank metrics. Therefore, you will need the 

assistance of third-party tools to identify pages with potential PageRank. Notice the keyword 

“potential”. This is because: 
 

● No tool out there can provide real PageRank numbers. Instead, they use their own 

metric to measure the page value, from an SEO standpoint.  

● Google does not use these third-party metrics in its algorithms.    

 

https://www.skyscanner.com/flights-from/nyca/cheap-flights-from-new-york.html
https://www.orbitz.com/lp/flights/178293/flights-from-new-york
https://www.searchenginejournal.com/google-we-dont-evaluate-a-sites-authority/312431/
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However, third-party tools such as Moz, Ahrefs, or SEMrush can give you hints about which 

pages have a high value. For example, in Ahrefs you can use Best by Links report to get a 

snapshot of the top authoritative pages: 

 

 
 

The golden rule here is, though: link only when it’s relevant. Avoid unnatural links. For example, 
would it make sense to have a link on the airline’s privacy policy page pointing to the Chicago 
flight page? Very unlikely.  

 

Here are common good candidates for high authoritative pages to link out from: 

 

● Homepage 

● Destination guides 

● Travel notices 

● Press releases published on the website 

● Promotional pages 

● FAQ pages 

● Some policy pages 

● Blog posts 

 

The homepage is an especial case because it’s typically the most authoritative page on an 

airline’s website. As you can see in the above screenshot, the homepage is by far the page with 
most inbound links on Cape Air website.  

https://moz.com/
https://ahrefs.com/
https://www.semrush.com/
https://www.capeair.com/
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This is why it’s super important to strategically link out from the homepage to the top route or 

promotional pages. The example below shows how Aegean Airlines uses an interlinking module 

on the homepage to showcase its priority routes: 

 

 
 

Link to the top route pages from the header or footer menus 

Generally, in-content links are more valuable than sitewide links from the header or the footer. 

However, navigational links shouldn’t be ignored. Our customers who implemented links to the 
top route pages from the header or footer menus have experienced impressive results.  

 

For example, the chart below shows the exponential organic growth of an airline’s website after 
implementing interlinking from the header and footer menus: 

 

 

https://en.aegeanair.com/
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Of course, this is not meant to be a green light for mega menus. In fact, you should avoid mega 

menus. They are difficult to handle and can become a UX and SEO nightmare if not correctly 

implemented.  

 

Instead, choose 5 to 6 top airline routes to link from the header menu. Example from Virgin 

Australia: 
 

 
 

You can also add some footer links pointing to the top airline’s international, or domestic routes. 
Example from KLM: 

 

 

https://www.virginaustralia.com/au/en/
https://www.virginaustralia.com/au/en/
https://www.klm.com/
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Use navigation breadcrumbs 

Navigation breadcrumbs are a hierarchically structured menu that indicates the path from the 

homepage to the current page.  

 

Breadcrumbs are widely used in e-commerce websites because they result in good user 

experience and they are extremely beneficial for SEO. Specifically, breadcrumbs help search 

engines crawl and understand the structure of a website. As a bonus, Google can show them in 

the actual search results! 

 

Below there is an example of how airTRFX generated SEO-optimized breadcrumbs for the 

flights to Toronto page on the Air Canada implementation: 

 

 
 

 

 When implementing breadcrumbs, you should avoid the four most common mistakes: 

 

● Wrong path hierarchy 

● Duplicate paths 

● Non-responsive text links 

 

Additionally, it’s recommended to implement the Breadcrumb schema since Google uses the 

markup to categorize the information from the page in the search results.  

 

 

 

 

 

 

 

 

 

 

https://www.aircanada.com/en-ca/flights-to-toronto
https://developers.google.com/search/docs/data-types/breadcrumb


 

 

26 

airTRFX not only takes care of dynamically building the breadcrumb links, but also comes with 

the BreadcrumbList schema fully integrated, as shown below: 
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Link directly to canonicals and 200-status pages 

Avoid linking out to canonicalized and non-200 status URLs (3XX, 4XX, or 5XX). This can dilute 

page authority, waste crawl budget, and result in poor user experience.  

 

You can use Ahrefs Site Audit tool to identify internal links with issues: 

 

 
 

Once you gather the list, go ahead and replace the affected destination URL with the canonical 

and 200 status URL.  

 

Caveat: sometimes, internal links point to a canonicalized version of a URL for a good reason. It 

could be because some URL parameters are required, or for another thousand excuses. It is 

always advisable to involve the IT or development teams before making regrettable decisions.  

 

Use SEO-friendly anchor text. 

Anchor texts send relevance signals to search engines. Therefore, they should “hint” what the 
linked page is about.  

 

We recommend using consistent anchor text on structural links and keyword-rich anchor text on 

contextual links.  

Structural links are typically included in: 

https://ahrefs.com/blog/internal-links-for-seo/
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● Header menu 

● Navigation breadcrumbs 

● Footer links 

● Interlinking modules based on page templates 

 
 

Structural links, especially from interlinking modules, are extremely important to facilitate 

crawlability and the flow of PageRank. That’s why in airTRFX we built a functionality that allows 
you to customize anchor texts for structural links as you see fit, as the below image shows. 
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The pages that commonly include contextual links are: 

 

● Destination guides 

● Travel notices 

● Press releases published on the website 

● Promotional pages 

● Blog posts 

 
 

As a rule of thumb, avoid using generic anchor text such as “click here”, “read here”, etc. Also, 
don’t use the same anchor text for two different pages.  
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Leverage HTML sitemaps 

Even though HTML sitemaps are not too important for SEO these days, having it is still 

beneficial, especially for large websites. They can serve as a directory for users and help search 

engines crawl the website.  

 

Airlines that have implemented airTRFX can enable this functionality by default. For example, 

on United Airlines’ website there is a top footer with links to an HTML sitemap for every page 

template: 

 

 
 

Each HTML sitemap looks like this: 

 

 
 

https://www.seroundtable.com/google-html-sitemaps-seo-28312.html
https://www.searchenginejournal.com/html-sitemap-importance/325405/
https://www.searchenginejournal.com/html-sitemap-importance/325405/
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Don’t block links to pages with SEO value 

It makes sense to block links to search results pages or other useless pages. In fact, we 

recommend it! It will help with crawl budget and avoid “watering down” the indexed pages.  
 

These low-value pages can significantly eat into a site’s crawl budget. Here is just a sample of 
them: 

 

 
 

But when it comes to linking out to pages with useful content, you absolutely don’t want to block 
those links. Otherwise, Google won’t be able to access and index that content. Also, don’t use 
the “nofollow” attribute on those links either.  

Useful Tools and Resources 

• How Google search works 

• Google’s guide to implementing Breadcrumb schema 

• Google’s guide to the Google Search Console Links report 

• Ahrefs’ guide to auditing internal links 

• Ahrefs’ guide to PageRank 

https://www.seroundtable.com/google-indexing-search-result-pages-29131.html
https://support.google.com/webmasters/answer/70897?hl=en%C2%A0
https://developers.google.com/search/docs/data-types/breadcrumb
https://support.google.com/webmasters/answer/9049606?hl=en
https://ahrefs.com/blog/internal-links-for-seo/
https://ahrefs.com/blog/google-pagerank/
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4. Use Consistent Canonicals and Site Preference Signals 

The canonical URL is the preferred URL in a set of variations. It’s the URL that you want Google 
to serve in search.  

 

The same URL can have multiple variations based on several factors, such as the use of 

http/https, www/non-www, parameters, etc. Below are examples of possible variations of a 

homepage: 

 

A) https://www.airline.com  

B) http://airline.com  

C) https://airline.com??cmpgn=facebook  

 

B and C are variations of the preferred URL, which let’s say it’s A in this case. Therefore, B and 
C should have a canonical tag pointing to A. 

 

A canonical tag is an HTML tag that would look like this if installed on C, based on the above 

example: 

 

<link rel="canonical" href="https://www.airline.com" /> 

 

By properly canonicalizing variations of the same URL, you are consolidating duplicate content. 

According to Google,” if you don't explicitly tell Google which URL is canonical, Google will 
make the choice for you, or might consider them both of equal weight, which might lead to 

unwanted behavior”.  
 

That “unwanted behavior” could be any or all of the below: 
 

● Google showing the unpreferred URLs in search results.  

● Dilution of link signals across the duplicate URLs, which would lead to the deterioration 

of the SEO value of the preferred URL.  

● Google “wasting” crawl budget on duplicate pages instead of spending it on new or 
updated pages.  

 

A proper site canonicalization structure is the absolute first step to prevent these “unwanted 
behaviors”. However, in our experience with more than 50 airlines, the sad truth is that it may 

not be enough. Even with all canonicals well implemented on an airline’s website, Google may 
still choose its own canonical, which could be particularly damaging to the airline’s SEO 
performance.  

 

For example, in Google Search Console, there is an “unwanted behavior” reflected in the 
Coverage report called “Duplicate, Google chose a different canonical than user”. We recently 

https://m.airline.com/
https://m.airline.com/
https://airline.com/??cmpgn=facebook
https://support.google.com/webmasters/answer/139066?hl=en
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helped an airline fix massive deindexation issues caused by Google choosing its own canonical. 

For illustration purposes, let’s call the airline Avengers Airlines.  
 

Here is what Google Search Console shows when you inspect an URL included in this report:  
 

 
 

Basically, Google is saying that it chooses to serve https://avengersairlines.com/en/flights-from-

abu-dhabi-to-hyderabad in search rather than the preferred URL 

https://avengersairlines.com/en-ae/flights-from-abu-dhabi-to-hyderabad.  

 

Although not too helpful, Google describes the issue in this way: 

 

“This page is marked as canonical for a set of pages, but Google thinks another URL makes a 

better canonical. Google has indexed the page that we consider canonical rather than this one.” 
 

But why would Google think another URL makes a better canonical? It comes down to what 

Google calls “site preference signals” and they include: 
 

● Canonical annotations (the user-declared canonical) 

● Redirects 

● Internal linking 

● URL in the sitemap file 

● HTTPS preference 

● “Nicer” looking URLs 

https://avengersairlines.com/en/flights-from-abu-dhabi-to-hyderabad
https://avengersairlines.com/en/flights-from-abu-dhabi-to-hyderabad
https://avengersairlines.com/en-ae/flights-from-abu-dhabi-to-hyderabad
https://support.google.com/webmasters/answer/7440203#google_chose_different_canonical_than_user
https://www.youtube.com/watch?v=8j_hxBw5B4E
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Because most airlines have country-market site editions (localized versions of the website), let’s 
add hreflang to the mix.  

 

Google’s advice on this? Be consistent. Stick to one canonical URL and align the site 
preference signals around it. 

 

Going back to the example of Avengers Airlines, we noticed that many site preference signals 

were already aligned around the preferred URL: 

 

● Self-referring canonicals in place. 

● Properly implemented hreflang tags.  

● Preferred URLs in the corresponding XML sitemap. 

● “Nice” looking preferred URLs. 
 

Then, why was Google picking its own canonical for the preferred URLs? Inconsistent redirects 

and interlinking. 

 

It turned out that Avengers Airlines’ website migrated from subdomain to root domain and ended 

up redirecting thousands of pages from multiple country-market site editions (en-ae, en-us, etc.) 

to the generic English site edition (en). Here are examples of pages that they wrongly redirected 

to the generic English version: 

 

https://subdomain.avengersairlines.com/en-ae/flights-to-hong-kong  

https://subdomain.avengersairlines.com/en-us/flights-to-new-york   

https://subdomain.avengersairlines.com/en-kr/flights-to-seoul  

 

Interestingly enough, the subdomain version of the affected page 

(https://subdomain.avengersairlines.com/en-ae/flights-from-abu-dhabi-to-hyderabad) was 

properly redirected to the root domain version (https://avengersairlines.com/en-ae/flights-from-

abu-dhabi-to-hyderabad).  

 

However, by redirecting thousands of localized URLs on the subdomain to the generic English 

version on the root domain, Avengers Airlines sent the wrong site preference signals to Google. 

Therefore, Google ultimately decided to pick up the unpreferred URL for most of the localized 

URLs, even for those that were properly migrated from the subdomain to the root domain.  

 

We also found thousands of internal links from the country-market site editions to generic 

English URLs even though the relevant localized URL existed.  

 

 

 

https://subdomain.avengersairlines.com/en-au/flights-to-hong-kong
https://subdomain.avengersairlines.com/en-us/flights-to-new-york
https://subdomain.avengersairlines.com/en-kr/flights-to-seoul
https://subdomain.avengersairlines.com/en-ae/flights-from-abu-dhabi-to-hyderabad
https://avengersairlines.com/en-ae/flights-from-abu-dhabi-to-hyderabad
https://avengersairlines.com/en-ae/flights-from-abu-dhabi-to-hyderabad
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After working with Avengers Airlines to fix the inconsistent redirects and internal linking network, 

the site immediately experienced a drop in the number of deindexed pages. Here is a snapshot 

of the immediate drop for one country-market site edition: 

 

 

Useful Tools and Resources 

• Google’s documentation on canonicals 

• Google’s guide to the Index Coverage report in Google Search Console 

• Google’s video on the site preference signals 

• Screaming Frog’s guide to auditing canonicals 

 

 

 

 

 

 

 

 

 

https://support.google.com/webmasters/answer/139066?hl=en
https://support.google.com/webmasters/answer/7440203
https://www.youtube.com/watch?v=8j_hxBw5B4E
https://www.screamingfrog.co.uk/how-to-audit-canonicals/


 

 

36 

5. Optimize the Content for SEO 

Although on-page SEO has become less important over the years, optimizing for keywords still 

matters. Actually, on its How Search Works page, Google states that: 

 

“The most basic signal that information is relevant is when a webpage contains the same 

keywords as your search query. If those keywords appear on the page, or if they appear in the 

headings or body of the text, the information is more likely to be relevant.” 
 

Of course, ranking it's not only about keyword matching. There are multiple factors that help 

Google assess whether a page contains an answer to a search query. Yet, creating keyword-

rich content is still a must-do in SEO.  

Identify the target keywords 

Identifying the target keywords is the very first thing to tackle even before writing the page 

content. Based on our extensive experience with more than 50 airlines, we know that the main 

keywords that users use to search for flights on Google are: 

 

Searching for flights to destination: “cheap flights to [destination]”, “cheap [destination] flights”, 
“flight tickets to [destination]”, “cheap airfare to [destination]”, and more.  
 

Searching for flights from origin to destination: “cheap flights from [origin] to [destination]”, 
“[origin] to [destination] flights”, “plane tickets from [origin] to [destination]”, and more.  
 

When searching for flights in general: “cheap flights”, “cheap airline tickets”, “flight deals”, and 
more. 

  

Optimize the on-page SEO elements 

Once you have identified the main keyword permutation and top variations to target, it’s time to 
start creating and optimizing the content. Here are a few guidelines: 

 

● Use the main target keyword in the page title. Keep the title within 30-60 characters and 

use consistent capitalization. Finally, don’t forget to add the airline name.  
 

Example: Cheap Flights to New York From $30 | American Airlines 

 

● Use the main target keyword in the meta description. Always write a unique meta-

description and keep it within 70-155 characters.  

 

Example: Looking for cheap flights to New York? Browse our flight deals to New York 

and let American Airlines take you there.  

https://www.google.com/search/howsearchworks/algorithms/
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● Optimize the URL: make it short and include the main keyword. Also, Google 

recommends matching the language of the URL with that of the page content.  

 

Example: https://www.aa.com/en-us/flights-to-new-york  

 

● Use only one <H1> tag and make sure it includes the main target keyword. 

 

Example: Cheap Flights to New York with American Airlines 

 

● Drop the main target keyword in the first paragraph or 100 words. 

 

● Include the main target keyword or a variation in <H2> tags. 

 

Examples: 

 

 

 
 

 
 

 

 

 

 

 

 

 

https://www.youtube.com/watch?v=74FiBesPkI4
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● Sprinkle the target keyword or a variation in the content body. 
 

 
 

We have also enabled many of these functionalities in airTRFX so airlines can use the on-page 

content elements as they see fit. There are several variables available to build dynamic content 

elements across different route pages.  

 

For example, the variable Destination.City can be used in page titles, H1, and meta descriptions 

to add the corresponding destination to each “flights to city” page, as the below image shows: 
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Optimize images 

Although visual content may not be as important for airlines’ websites as it is for other 

ecommerce sites, they shouldn’t be ignored. In fact, images may become an important source 
of traffic for airlines' websites.  

 

For example, the Google Search Console report below shows an important amount of image 

traffic for one of our customers: 
 

 
 

This traffic is mostly driven by searches about the airline’s aircraft models, seat maps, and 
airport maps. 
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● Use the right format. The right format depends on the type of image. Basically, each 

format uses different compression methods. Here are some accepted guidelines: 

 

- Choose JPEG for photographs. 

- Use PNG for illustrations, graphs, or anything with text. 

- Use SVG for icons or logos. 

- or, use WebP instead of JPEG and PNG. It uses a superior compression 

method, but it’s only supported by Chrome and Opera. Refer to Google’s WebP 
documentation to learn more about it.  

- Use GIF for animations 

 

● Choose the right file name. Create a descriptive name for the image file.  

 

For example, if your image shows a Boeing 777 seat map, the file name should be 

boeing-777-seat-map.jpg. 

 

● Use descriptive alt text for images. Alt tags describe images when they fail to load and 

the visitor is using a screen reader. 

 

For example, here’s the HTML syntax of the Boeing 777 seat map image would look like: 
 

<img src="boeing-777-seat-map.jpg" alt="Boeing 777 seat map"/> 

 

● Resize images according to the page dimensions. Upload images in the maximum width 

needed rather than in the original full size.  

 

If you upload an image wider than the maximum width of its placement, the browser will 

still load the image in its full size, which may be detrimental to page speed! 

 

● Reduce file size. Make sure that the image is compressed so it is served in the smallest 

file size possible.  

 

Google recommends several open-source tools to help with this:  

 

- Guetzli 

- MozJPEG 

- Pngquant 

- ImageOptim (check out the alternatives for Windows and Linux) 

 

 

 

 

 

https://developers.google.com/speed/webp/
https://developers.google.com/speed/webp/
https://github.com/google/guetzli
https://github.com/mozilla/mozjpeg
https://pngquant.org/
https://imageoptim.com/api
https://imageoptim.com/versions
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● Create an image sitemap. This is coming straight from Google: 

 

Images are an important source of information about the content on your site. You can 

give Google additional details about your images and provide the URL of images we 

might not otherwise discover by adding information to an image sitemap. 

 

Learn more about the technical requirements on Google's documentation for creating 

image sitemaps.  

 

● Implement lazy-loading for images. Basically, lazy-loading makes images load when 

they need to be loaded.  

 

In Google’s words: Lazy loading can significantly speed up loading on long pages that 

include many images below the fold by loading them either as needed or when the 

primary content has finished loading and rendering. 

 

All lazy-loading methods use some sort of JavaScript, which might cause some 

rendering issues. More on this in our JavaScript rendering section. 

 

Use a Content Delivery Network (CDN). Airlines customers are spread all over the world, 

so it’s a good idea to serve web files from the closest server to them. A CDN can help 
with that. Here are a few recommended CDNs: 

 

- Cloudflare 

- KeyCDN 

- Amazon CloudFront  

- Google Cloud CDN 

- AKAMAI 

 

Because CDN URLs typically look like xyz.cdnprovider.com, we recommend using the 

airline’s domain or subdomain via a new CNAME record. This will host images on the 
airline’s domain and prevent potential broken URLs when changing CDN provider.  

 

 

https://support.google.com/webmasters/answer/114016?hl=en
https://support.google.com/webmasters/answer/178636
https://support.google.com/webmasters/answer/178636
https://www.cloudflare.com/
https://www.keycdn.com/
https://aws.amazon.com/cloudfront/
https://cloud.google.com/cdn/
https://www.akamai.com/
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Consolidate similar content 

When there are pages with very similar content living on the same website, keyword 

cannibalization can occur. Keyword cannibalization simply means that almost identical pages 

compete for the same keywords and search engines can’t determine which page to serve for 
such keywords.  
 

This phenomenon is very common on airlines’ websites where there usually are separate pages 
with very similar content. For example, 
 

● Page 1: Promotional offers to [Destination] 

● Page 2: Travel guide to [Destination] 

● Page 3: Cheap flights to [Destination] 
 

For example, on Air Canada’s website there used to be several pages with very similar content 

competing in SERP. Before consolidating those pages after the airTRFX implementation, a 

search for “flights from Shannon to Toronto” would get you two pages ranking in position 2 and 
3, like the image below shows: 

 
When looking at two similar pages on Air Canada’s website, it is easier to realize why this was 

happening: 
 

 

https://www.aircanada.com/
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The truth is that this competition in search result pages may result in a myriad of negative 

impacts: 

● It can cause an undesirable page to rank above a desirable page. 

● It can effectively drag down the rankings for all the competing pages. 

● It can dilute the authority of the desirable page because internal and external links may 

point to several versions of the same content.  

● It can cause inefficient crawling since search engines spend more time crawling the same 

content and leave less time to discover new content. 
 

The most effective way to prevent these unwanted behaviors is to consolidate pages with very 

similar content through 301 redirects. For example, the graph below shows the exponential 

growth in organic traffic for an airline after redirecting “travel guide” and “flights” pages to the 
airTRFX pages:  

 

 
 

Likewise, the Visibility Percent (metric from Advanced Web Rankings) for non-branded 

keywords with purchasing intent (e.g. “cheap flights to Toronto”) increased by 27% in 3 months: 
 

 
 

To spot keyword cannibalization issues, follow the detailed guide from Ahrefs.  

 

https://ahrefs.com/blog/keyword-cannibalization/
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Useful Tools and Resources 

• Google’s guide on how search algorithms work 

• Google’s guide to writing good titles and snippets 

• Google’s guide to image optimization 

• Google’s image best practices 

• Backlinko’s guide on on-page optimization 

• Ahrefs’ guide to keyword cannibalization 

• Ahref’s guide to image optimization 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.google.com/search/howsearchworks/algorithms/
https://support.google.com/webmasters/answer/35624
https://developers.google.com/web/fundamentals/performance/optimizing-content-efficiency/image-optimization
https://support.google.com/webmasters/answer/114016?hl=en
https://backlinko.com/on-page-seo%C2%A0
https://ahrefs.com/blog/keyword-cannibalization/
https://ahrefs.com/blog/image-seo/
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6. Make the JavaScript SEO-Friendly 

95% of all websites on the web use JavaScript. That’s more than 1.5 billion websites! Therefore, 
it’s highly likely that an airline’s website will use JavaScript at some point to load content or 
links. Despite its popularity, though, JavaScript and SEO have always had a complicated 

relationship.  

 

There are three methods of serving JavaScript content:  

 

Server-side rendering 

 

The JavaScript content is already in the HTML file when Googlebot receives it. Typically, search 

engines don’t have issues with JavaScript rendering (but developers do!).  
 

Airlines that adopt airTRFX won’t need to worry a thing about JavaScript rendering issues 
because all the content on airTRFX pages is served via server-side rendering.  

 

Dynamic rendering 

 

In this method, Google receives a static version of the HTML, with JavaScript already executed 

through a renderer. Users, however, receive the normal initial HTML plus the client-side 

JavaScript content.  

 

 
 

Google recommends this method only for websites that use rapidly changing JavaScript content 

or JavaScript features that are not supported by crawlers.  

 

To learn more about dynamic rendering, check out Google’s handy guide.  

 

Client-side rendering 

 

The JavaScript content is not in the initial HTML file. JavaScript loads the content from the 

server in the browser. Search engines struggle with client-side JavaScript rendering and there is 

never a guarantee that the JavaScript content will be indexed.  

 

https://w3techs.com/technologies/details/cp-javascript
https://developers.google.com/search/docs/guides/dynamic-rendering
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Although Googlebot uses an evergreen version of Chromium, it faces a number of limitations 

when crawling client-side JavaScript content: 

 

● Parsing, compiling and executing JavaScript is very time-consuming. 

● Google indexes JavaScript content in a “second wave”. This means that Google first 
indexes what it finds in the initial HTML (“first wave”). Later, as resources become 
available, it comes back to parse, compile and execute the JavaScript content. As a 

consequence, Google can take a while (days or even weeks!) to discover and index 

JavaScript-powered links and content. By the way, Google recently said that it is soon 

doing away with the two waves of indexing, but it’s not dead yet.  

 

 
 

● A significant use of JavaScript can negatively affect crawl budget, which is the number of 

webpages that Google can crawl on a site. 

 

There are a few ways to check whether Google is properly rendering and indexing JavaScript 

content. But first, you will need to identify the JavaScript content elements.  

 

Install Quick JavaScript Switcher on Chrome to quickly enable and disable JavaScript. Then, 

identify the content unavailable with JavaScript disabled. For example, let’s try it on 
https://www.hawaiianairlines.com/.    

 

 

 

 

 

 

https://webmasters.googleblog.com/2019/05/the-new-evergreen-googlebot.html
https://www.youtube.com/watch?v=PFwUbgvpdaQ&feature=youtu.be&t=800
https://twitter.com/JohnMu/status/1040152407416741890
https://www.seroundtable.com/google-two-waves-of-indexing-less-28128.html
https://webmasters.googleblog.com/2017/01/what-crawl-budget-means-for-googlebot.html
https://chrome.google.com/webstore/detail/quick-javascript-switcher/geddoclleiomckbhadiaipdggiiccfje/related?hl=en
https://www.hawaiianairlines.com/
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It goes from this, with JavaScript enabled: 

 
 

To this, with JavaScript disabled: 

 
 

It seems that the content on the homepage slider is powered by client-side JavaScript. To check 

whether Googlebot is able to render the JavaScript content or links, we always recommend 

using the Mobile-Friendly Test tool. Then, inspect the rendered HTML and see whether the 

JavaScript content or links are there.  

 

Following up on the example above, let’s try to find “Aloha in everything we do” in the rendered 
HTML from the Mobile-Friendly Test tool: 

 
 

https://search.google.com/test/mobile-friendly
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Nothing. Obviously, copying and pasting the rendered HTML code into a text editor would be 

more practical. You can also use the URL Inspection in Google Search Console for the same 

purpose.  

 

Pro tip: some JavaScript sites will require manually resubmitting the URL a couple of times 

before the Mobile-Friendly Test tool outputs a more complete rendered HTML.  

 

The next step would be to verify whether Google is indexing the JavaScript content (spoiler: it 

can’t!). You can use the “site” search command for this purpose: 
site:https://www.hawaiianairlines.com/ "Aloha in everything we do": 

 

 
There may be a few reasons why Google cannot render or index the JavaScript content: 

 

● Google encountered timeouts while rendering. 

● Some rendering issues occurred. 

● Google is blocked from accessing JavaScript files. 

● Google is indexing the content with a delay. 

 

Like with almost anything in SEO, there also happen to be rules of thumb to manage sites that 

rely too much on JavaScript. 

 

Write compatible JavaScript code 

Although now Googlebot supports the latest JavaScript features, there still are some limitations. 

Therefore, make sure that your code is friendly to Googlebot.  

 

https://support.google.com/webmasters/answer/9012289?hl=en
https://developers.google.com/search/docs/guides/fix-search-javascript
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Don’t block JavaScript files from Googlebot 
If a JavaScript file is critical to load valuable content, Googlebot should render it and index it. 

Therefore, it must be able to crawl the JavaScript file! 

 

Fix lazy-loaded content 

Lazy-loading is common and recommended UX best practice, but it can hide content from 

Google if it is not properly implemented. Follow Google's guidelines.  

 

Don't use fragment URLs to load different content 

Googlebot ignores the #fragment. Therefore, it won’t treat URLs with a hash as a different URL 

and it won’t index the content if it is different. 
 

Avoid JavaScript content that requires user-interaction to load 

Google does not act as a real user. It does not scroll the page. It does not click on tabs or 

buttons. Thus, you can expect Google not to render and index JavaScript content that loads 

upon an user interaction.  

 

To confirm whether Googlebot can render and index this content, use the Mobile-Friendly Test 

Tool and the site search command as outlined earlier.  

 

If using an “onclick” link event, make sure to use the href attribute too 

Google does not always follow links with “onclick” events. It’s common to see this type of link on 
an airline’s website, especially on the header menu. Our advice is almost always the same: 
don’t use it alone, wrap it into a href attribute. Here are “good” and “bad” links: 
 

 <a href=”/good-link”>Will be crawled</a>  
 

<span onclick=”changePage(‘bad-link’)”>Not crawled</span>  
 

<a onclick=”changePage(‘bad-link’)”>Not crawled</a>  
 

<a href=”/good-link” onclick=”changePage(‘good-link’)”>Will be crawled</a>  

 

https://developers.google.com/web/fundamentals/performance/lazy-loading-guidance/images-and-video
https://webmasters.googleblog.com/2014/02/infinite-scroll-search-friendly.html
https://www.youtube.com/watch?time_continue=610&v=PFwUbgvpdaQ&feature=emb_logo
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Useful Tools and Resources 

• Google’s guide to implementing Dynamic Rendering 

• Google’s introduction to the new evergreen Googlebot 

• Google’s introduction to the two waves of indexing 

• Google’s guide to JavaScript SEO 

• Google’s guide to fixing common JavaScript issues 

• Google’s guide to implementing lazy-loading content 

• Google’s video series on JavaScript SEO 

• Onely’s guide to JavaScript SEO 

• Google’s Mobile-Friendly Test tool 

• Quick JavaScript Switcher Chrome extension 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://developers.google.com/search/docs/guides/dynamic-rendering
https://webmasters.googleblog.com/2019/05/the-new-evergreen-googlebot.html
https://www.youtube.com/watch?v=PFwUbgvpdaQ&feature=youtu.be&t=800
https://developers.google.com/search/docs/guides/javascript-seo-basics
https://developers.google.com/search/docs/guides/fix-search-javascript
https://developers.google.com/search/docs/guides/lazy-loading
https://www.youtube.com/playlist?list=PLKoqnv2vTMUPOalM1zuWDP9OQl851WMM9
https://www.onely.com/blog/ultimate-guide-javascript-seo/
https://search.google.com/test/mobile-friendly
https://chrome.google.com/webstore/detail/quick-javascript-switcher/geddoclleiomckbhadiaipdggiiccfje/related?hl=en
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7. Optimize the Site for Mobile-First Indexing 

In 2016, Google announced that it was experimenting with mobile-first indexing, which basically 

means that Google would look at the mobile version of a site FIRST during the crawling, 

indexing, and ranking processes. During 2018 and 2019, Google slowly rolled out mobile-first 

indexing and is expected to include all websites by September 2020.  

 

As the web becomes more mobile-friendly, airlines need to make sure that their websites offer 

the best user experience and provide Google with consistent information from the desktop and 

mobile versions of the site.  

Be mobile-friendly 

First and foremost: be mobile-friendly. It seems redundant, but it’s important to stress it.  
 

There are three methods to make a website mobile-friendly: 

 

● Responsive Web Design 

● Dynamic Serving 

● Separate URLs 

 

We always advise our customers to build a responsive website, which is the safest and more 

efficient method. We strongly recommend against using separate websites for each website 

version.  

 

 
 

To comply with the best practices for SEO and user experience, the pages in airTRFX are fully 

responsive for all devices and browsers.  

 

https://webmasters.googleblog.com/2020/03/announcing-mobile-first-indexing-for.html
https://developers.google.com/search/mobile-sites/mobile-first-indexing
https://developers.google.com/search/mobile-sites/mobile-seo
https://developers.google.com/search/mobile-sites/mobile-seo/responsive-design
https://developers.google.com/search/mobile-sites/mobile-seo/dynamic-serving
https://developers.google.com/search/mobile-sites/mobile-seo/separate-urls
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If using separate URLs for mobile, adhere to the implementation 

requirements 

However, if for a good reason (and it better be very good) you still need to use separate URLs 

for the mobile site (e.g.: https://m.airline.com), then make sure that you adhere to the best SEO 

practices: 

 

Signal the relationship between the desktop and mobile URLs by using the link tag with 

rel="canonical" and rel="alternate" elements. 

 

On the desktop page, add a rel="alternate" tag pointing to the corresponding mobile URL. On 

the mobile page, add a rel="canonical" tag pointing to the corresponding desktop URL. 

 

There are two methods to implement this annotation: in the HTML and in XML sitemap. For 

example, let’s say the desktop version of a page is https://airline.com/en-us/flights-to-chicago 

while the mobile version is https://m.airline.com/en-us/flights-to-chicago.  

 

The annotation in the HTML of the desktop page would look like this: 

 

<link rel="alternate" media="only screen and (max-width: 640px)" 

 href="https://m.airline.com/en-us/flights-to-chicago"> 

 

https://m.airline.com/
https://developers.google.com/search/mobile-sites/mobile-seo/separate-urls
https://developers.google.com/search/mobile-sites/mobile-seo/separate-urls
https://airline.com/en-us/flights-to-chicago
https://airline.com/en-us/flights-to-chicago


 

 

53 

On the mobile page, the HTML annotation would be: 

 

<link rel="canonical" href="https://airline.com/en-us/flights-to-chicago"> 

 

The annotation in the XML sitemap should be: 

<url> 

    <loc>https://airline.com/en-us/flights-to-chicago</loc> 

    <xhtml:link rel="alternate" media="only screen and (max-width: 640px)" 

    href="https://m.airline.com/en-us/flights-to-chicago" /> 

  </url> 

</urlset> 

 

Use a canonical tag on the mobile URL pointing to the desktop URL.  

 

For example, on https://m.airline.com/en-us/flights-to-chicago, the canonical tag annotation 

should be: 

 

<link rel="canonical" href="https://airline.com/en-us/flights-to-chicago" /> 

 

Detect user-agent strings and redirect them correctly.  

 

You can redirect users to the best URL (preferably a 302 redirect), based on the device they are 

using. Remember to treat Googlebot like any other user-agent.  

 

Googlebot supports HTTP (including the Vary HTTP Header) and JavaScript redirects. 

Regardless of the method you use, the redirect must be consistent with the rel="alternate" link 

tag.  

 

Allow users to switch between the desktop or mobile URL.  

 

This will allow users to override the redirect policy in case it’s faulty and choose the URL version 
they want to see.  

 

If using hreflang, link between desktop and mobile URLs separately.  

 

Hreflang links on the desktop URL should point to the localized desktop URLs. Similarly, 

hreflang links on the mobile URL should point to the localized mobile URLs. 

 

For example: 

 

On https://airline.com/en-us/flights-to-chicago, the hreflang annotation should be: 

 

<link rel="canonical" href="https://airline.com/en-us/flights-to-chicago"> 

https://m.airline.com/en-us/flights-to-chicago
https://developers.google.com/search/mobile-sites/mobile-seo/dynamic-serving#the-vary-http-header
https://airline.com/en-us/flights-to-chicago
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<link rel="alternate" media="only screen and (max-width: 640px)" href="https://m.airline.com/en-

us/flights-to-chicago"> 

<link rel="alternate" hreflang="es-es" href="https://airline.com/es-es/flights-to-chicago"> 

<link rel="alternate" hreflang="fr-fr" href="https://airline.com/fr-fr/flights-to-chicago"> 

<link rel="alternate" hreflang="de-de" href="https://airline.com/de-de/flights-to-chicago"> 

 

On the mobile version, https://m.airline.com/en-us/flights-to-chicago, it would be: 

 

<link rel="canonical" href="https://airline.com/en-us/flights-to-chicago"> 

<link rel="alternate" hreflang="es-es" href="https://m.airline.com/es-es/flights-to-chicago"> 

<link rel="alternate" hreflang="fr-fr" href="https://m.airline.com/fr-fr/flights-to-chicago"> 

<link rel="alternate" hreflang="de-de" href="https://m.airline.com/de-de/flights-to-chicago"> 

 

Avoid cross-links.  

 

Make all internal links on the desktop website point to desktop URLs. The same on the mobile 

website.  

 

Use the same robots.txt directives on both versions of the site.  

 

In most cases, you should instruct search engines to crawl the same parts of both versions of 

the website.  

 

Create an XML sitemap for the mobile site.  

 

Same as with the robots.txt file, there should be an XML sitemap for both versions of the site. 

Also, submit both XML sitemaps to their respective Google Search Console properties.  

 

Verify both versions of the site in Google Search Console.  

 

For traffic and ranking analysis, reporting, or troubleshooting, you will want to have access to 

search and indexation data of both versions of the site.  

 

Provide consistent experience on the desktop and mobile site 

Finally, regardless of whether the website uses responsive design, dynamic serving, or separate 

URLs, there are some best practices in the Mobile-First Indexing era: 

 

● Use the same metadata, meta robots tags, and OpenGraph tags on the desktop and 

mobile sites. 

● Use the same content on the desktop and mobile sites, including headings.  

● Use the same interlinking structure on the desktop and mobile sites.  

https://m.airline.com/en-us/flights-to-chicago
https://developers.google.com/search/mobile-sites/mobile-first-indexing
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● Make sure that the mobile and desktop sites have the same structured data. 

● Use the same images and alt text for images on the mobile and desktop site. Make sure 

that videos are playable on mobile devices.  

● Make sure that both the desktop and mobile pages return the same status code.  

● Let Google crawl JavaScript, CSS, and image files required for the site to be mobile-

friendly.  

● Avoid interstitials that block users from completing tasks.  

Useful Tools and Resources 

• Google’s announcement of Mobile-First Indexing 

• Why Google recommends responsive web design 

• Google’s technical guide for separate mobile websites 

• Google’s Mobile-First Indexing best practices 

• Google’s Mobile-Friendly Test tool 

• Marie Haynes guide on Mobile-First Indexing 

• Mobile-First Indexing checker 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://webmasters.googleblog.com/2020/03/announcing-mobile-first-indexing-for.html
https://developers.google.com/search/mobile-sites/mobile-seo/responsive-design
https://developers.google.com/search/mobile-sites/mobile-seo/separate-urls
https://developers.google.com/search/mobile-sites/mobile-first-indexing
https://search.google.com/test/mobile-friendly
https://www.mariehaynes.com/mobile-first-indexing/
https://zeo.org/seo-tools/mfi/
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8. Install Dynamic XML Sitemaps 

An XML sitemap is a file that lists all the URLs of a site. It also includes secondary information, 

such as when a page has been updated, its update frequency, and relative importance. With all 

its attributes, the annotation for each URL in the XML sitemap would be: 

 

<?xml version="1.0" encoding="UTF-8"?> 

<urlset xmlns="http://www.sitemaps.org/schemas/sitemap/0.9"> 

   <url> 

      <loc>https://www.airline.com/</loc> 

      <lastmod>2020-01-01</lastmod> 

      <changefreq>monthly</changefreq> 

      <priority>0.8</priority> 

   </url> 

</urlset> 

 

Keep in mind that hreflang links could also be included in the XML sitemap, as we discussed in 

the multilingual SEO section.  

 

The XML file is typically located at https://airline.com/sitemap.xml or 

https://airline.com/sitemap_index.xml. However, a sitemap can be placed anywhere on a site, 

considering that it will affect only descendants of the parent directory. 

 

XML sitemaps are especially important for large websites because they help search engines 

discover, crawl, understand, and index the webpages. Actually, Google has said that it receives 

XML sitemaps “in the form of an energy drink”: 
 

 
 

As with everything in SEO, there are certain guidelines for handling XML sitemaps.  

 

Create an XML sitemap for each localized site edition 

Create a parent XML sitemap listing the sub-sitemaps for each localized site version. This will 

improve the discoverability and crawlability of the pages targeting a language/region. 

Additionally, you will be able to submit every separate sitemap to each Google Search Console 

property associated with a language/region.  

 

https://www.sitemaps.org/protocol.html
https://airline.com/sitemap.xml
https://airline.com/sitemap_index.xml
https://www.searchenginejournal.com/john-mueller-googlebot-receives-sitemaps-in-the-form-of-an-energy-drink/340643/
https://support.google.com/webmasters/answer/183668?hl=en&ref_topic=4581190
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For example, see how airTRFX generates a parent XML sitemap (more below) listing the 

individual XML sitemaps for each site edition on FlyTap: 

 

 
 

Break up large sitemaps into smaller sitemaps 

Sitemaps should be no larger than 50MB uncompressed and can contain a maximum of 50,000 

URLs. Therefore, for very large airline sites, you will have to split sitemaps that surpass these 

limits into smaller sitemaps. You should also include them in a parent XML sitemap, often 

named sitemap_index.xml:  

 

 

https://flights.flytap.com/sitemap_index.xml
https://support.google.com/webmasters/answer/75712?hl=en&ref_topic=4581190
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Only include pages with SEO value 

Google will crawl the URLs exactly as listed in the sitemap. Therefore, the XML sitemap should 

only include pages that you want search engines to serve in search results. But not all pages on 

an airline’s website have SEO value. In fact, on a typical airline’s website, there are several 
types of pages that definitely should not be included in the XML sitemap. By including only 

relevant pages with SEO value, you are telling search engines to prioritize those pages over the 

excluded pages.  

 

This advice goes beyond just being a rule of thumb. A messy sitemap can negatively impact the 

SEO performance of a large website. After all, everything listed on a sitemap will eventually be 

picked up by Google, and it better be good! 

 

Here are the pages that should be included in the XML sitemap: 

 

● Canonical URLs. Canonicalized URLs with parameters, session IDs, etc. should be 

excluded from the XML sitemap to reduce duplicate crawling.  

● URLs with consistent HTTP protocol. Do not mix pages with https and HTTP protocol 

in the sitemap. Be consistent! 

● URLs with 200 response code. Why would you want search engines to constantly 

crawl redirected or broken pages? That’s a waste of crawl budget, which on a very large 
website could become a critical issue. Therefore, avoid including 3XX, 4XX, and 5XX 

pages in the sitemap.  

● Indexed and unblocked pages. If a page has a noindex meta robots tag or has been 

blocked in the robots.txt file, it’s because that page is not intended to be served in 
search. Likewise, it should be excluded from the XML sitemap.  

 

The airTRFX sitemaps, by default, exclude all these pages dynamically.  

 

Make the sitemap dynamic 

Static sitemaps are not recommended for airlines’ websites. Airlines are constantly 
adding/removing new pages, routes, or very often update content on existing pages. Thus, 

managing static XML sitemaps on an airline's website could become a nightmare. This is why 

we have never met someone at an airline dedicated to updating static XML sitemaps.  

 

If the website CMS can’t handle dynamic XML sitemaps, make sure to involve the IT or 
Development teams. Alternatively, there are plenty of dynamic sitemap generators out there, 

fully supported by most search engines.  

https://code.google.com/archive/p/sitemap-generators/wikis/SitemapGenerators.wiki
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Use the <lastmod> tag 

The <lastmod> tag indicates the URL’s last modified date and time. Google ignores the 

<changefreq> and the <priority> tags, but the <lastmod> tag, a.k.a “last modified”, is the most 
important ancillary information. It’s recommended to dynamically change the last modified value 

when meaningful changes to an URL occur.  

 

 
 

Avoid URLs with non-ASCII characters 

An XML sitemap can contain only URLs with ASCII characters. If the sitemap URL contains 

non-ASCII characters, there will be an error when trying to add it.  

 

 
 

 

https://www.seroundtable.com/google-priority-change-frequency-xml-sitemap-20273.html
https://www.seroundtable.com/google-priority-change-frequency-xml-sitemap-20273.html
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There are also some characters that require entity escaping: 

 

 
 

 

Submit the sitemaps to Google Search Console 

Whenever an XML sitemap is new or has been significantly updated, submit it to the Google 

Search Console. This will make Google catch up with the changes way faster.  

 

You can use the Google Search Console Sitemap tool for this purpose: 

 

 
Keep in mind that you will need Owner permission in Google Search to use this tool. 

 

If the XML sitemap is properly formatted, you should see the “Success” status almost 
immediately. Otherwise, the Status report would return “Has errors” or “Couldn’t fetch”. For a full 
list of potential XML errors, check out Google’s guide to the Sitemap report in Google Search 

Console.    

 

 

 

https://support.google.com/webmasters/answer/7451001
https://support.google.com/webmasters/answer/7687615?hl=en
https://support.google.com/webmasters/answer/7451001
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Specify the sitemap location in the robots.txt file 

It will help search engines discover the location of the XML sitemap. To do this, add the 

following line to the robots.txt, including the full sitemap URL: 

 

Sitemap: https://airline.com/sitemap.xml  

 

If there are multiple sitemaps, adding the parent XML sitemap would be enough.  

Useful Tools and Resources 

• Google’s XML sitemap guidelines 

• Google’s guide for large sitemaps 

• Google’s guide to the Google Search Console Sitemap tool 

• XML sitemap protocol 

• List of XML sitemap generators supported by Google 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://support.google.com/webmasters/answer/183668?hl=en&ref_topic=4581190
https://support.google.com/webmasters/answer/75712?hl=en&ref_topic=4581190
https://support.google.com/webmasters/answer/7451001?hl=en&ref_topic=4581190
https://www.sitemaps.org/protocol.html
https://code.google.com/archive/p/sitemap-generators/wikis/SitemapGenerators.wiki%C2%A0
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9. Optimize the Robots.txt File 

The robots.txt file tells crawlers which pages they can or can’t access. The robots.txt file is part 
of the Robots Exclusion Protocol (REP), which is a group of web standards that regulate how 

bots crawl, access, index, and serve the web content. 

 

An optimized robots.txt file can bring three key benefits for an airline’s site: 
 

● It helps Google maximize the crawl budget of the site.  

● It can prevent server overload.  

● It can keep non-public sections of a site private. 

 

However, the robots.txt comes with certain limitations: 

 

● It may not be supported by all search engines. 

● It may be interpreted differently by certain crawlers.  

● Blocked pages can still be indexed if linked to from other sites. 

 

Given the potential for disaster a robots.txt file brings, you must ensure it follows the best SEO 

practices. 

 

Follow the format, location, and syntax rules 

To start, the file must be named “robots.txt” and a site can have only one. The file format must 
be plain text encoded in UTF-8 with ASCII characters. It must be placed at the root of a domain 

or a subdomain, otherwise, it will be ignored by crawlers.  

 

Also, Google enforces a size limit of 500 kibibytes (KiB) and ignores content after that limit. 

 

There may be one or more groups of directives, one directive per line. Each group of directives 

includes: 

 

● User-agent: the name of the crawler. Many user-agent names are listed in Web Robots 

Database.  

● Disallow: a directory or page, relative to the root domain, that should not be crawled by 

the user-agent. It could have more than one entry.  

● Allow: a directory or page, relative to the root domain, that should be crawled by the 

user-agent. It could have more than one entry.  

 

Keep in mind that groups are processed from top to bottom, and a user-agent can match only 

one rule set, which is the first, most-specific rule that matches a given user-agent. Additionally, 

rules are case sensitive and typos are not supported! 

https://www.robotstxt.org/
https://webmasters.googleblog.com/2019/07/rep-id.html
https://support.google.com/webmasters/answer/6062608?hl=en
https://support.google.com/webmasters/answer/6062596?hl=en
https://support.google.com/webmasters/answer/6062596?hl=en
https://www.robotstxt.org/db.html
https://www.robotstxt.org/db.html
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You can also make comments preceded by a # and everything after it will be ignored. 

 

The robots.txt file also supports a limited form of “wildcards” for pattern matching: 
 

* designates 0 or more instances of any valid character. 

$ designates the end of the URL. 

 

Avoid the use of “crawl-delay” since Google and other crawlers might ignore it. Specifically, 
Google has its own sophisticated algorithms to determine the optimal crawl speed for a site. 

 

For example, here is how the robots.txt for Cape Air looks like: 

 

 
Let’s explain the structure of the robots.txt file, based on the example above: 

 

● User-agent: * indicates that the directives are meant for all crawlers. 

● Disallow: the directories (e.g. /aco/) indicate the forbidden paths for the crawlers. 

● #: a comment meant for humans, ignored by crawlers. 

 

For a full rundown of the syntax rules with examples, check out Google’s robots.txt 
specifications.  

 

Make the robots.txt file return a 200 response code 

If you want the directives in the robots.txt to work, the HTTP result code should signal success. 

Otherwise, Google can treat the robots.txt file differently depending on its HTTP response code: 

 

● 3XX: Google follows at least five redirect hops. If the robots.txt is not found, it will be 

treated like a 404, which means that there are no crawling restrictions. 

https://www.capeair.com/robots.txt
https://developers.google.com/search/reference/robots_txt
https://developers.google.com/search/reference/robots_txt
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● 4XX: Google assumes that there is no valid robots.txt file, which means that there are no 

crawling restrictions. 

● 5XX: server errors are seen as temporary errors that result in a full disallow of crawling. 

If the robots.txt file is still unreachable after 30 days, Google will serve the last cached 

version of the file. If unavailable, Google assumes that there are no crawl restrictions. 

 

Don’t use the robots.txt to keep pages out of Google 

The purpose of the robots.txt is to manage crawling, not indexing.  

 

For example, a blocked page can still appear in search results if other pages link to it.  

 

In another example, if a page or a group of pages are already indexed and you want to remove 

them from Google, you shouldn't rely on the robots.txt. This is because the robots.txt does not 

support a noindex directive.  

 

Instead, use a noindex directive through a robots meta tag or X-robots-tag HTTP header.  

 

Even if you use a noindex directive on a page or group of pages that are already indexed, you 

should not block the page(s) in the robots.txt. If you do so, Google won’t be able to process the 
noindex directive! 

 

Don’t block pages and resources that you want search engines to 
crawl 

This seems pretty obvious, but it’s worth it to stress it. You want to make sure that the robots.txt 
is not intentionally or unintentionally blocking resources that search engines should crawl.  

 

This is especially important for JavaScript and CSS files that are essential for the content and 

mobile-friendliness of a page.  

 

For example, based on the Cape Air example above, it seems that they are blocking a directory 

called /js/, which is likely where some JavaScript scripts live. You can use the Mobile-Friendly 

Test tool to verify it. Just submit an URL and click on the Page Loading Info tab: 

 

 

https://developers.google.com/search/reference/robots_meta_tag
https://www.capeair.com/robots.txt
https://search.google.com/test/mobile-friendly
https://search.google.com/test/mobile-friendly
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If you want to test whether your robots.txt is blocking important pages, use the Google Search 

Console Robots.txt tool. In this case, let’s check the Cape Air's robots.txt file: 

 

 
 

Maximize crawl budget 

The crawl budget is basically the number of URLs that Google wants to crawl on a site. The 

crawl budget limit depends on two factors: 

 

● Crawl rate limit: the maximum fetching rate for a site without degrading the user 

experience and overloading the server capabilities.  

● Crawl demand: the number of URLs that are important enough for Googlebot to crawl. 

This number depends on the URL’s Internet popularity and staleness in the Google 
index. 

 

Crawl budget is not a problem for small or even medium-sized websites with a few thousand 

URLs.  

 

However, a typical airline’s website is quite large. It has several thousand URLs and, in some 
cases, even more than a million URLs. Here is an example of how the Coverage report looks 

like for one of our customers: 

 

https://www.google.com/webmasters/tools/robots-testing-tool
https://www.google.com/webmasters/tools/robots-testing-tool
https://flights.capeair.com/robots.txt
https://webmasters.googleblog.com/2017/01/what-crawl-budget-means-for-googlebot.html
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There are a number of factors that can affect the crawl budget: 

 

● Faceted navigation and session identifiers 

● On-site duplicate content 

● Soft error pages 

● Hacked pages 

● Infinite spaces and proxies 

● Low quality and spam content 

● And more! 

 

Wasting server resources on these URLs will drain crawl budget from pages that actually have 

value. You can prevent Googlebot from accessing those URLs by blocking them in the robots.txt 

file.  

 

In our experience, below are the most common type of pages that should be blocked in the 

robots.txt of an airline’s website: 
 

● Deep links part of the Internet Booking Engines (IBE) 

● URLs with session identifiers 

● URLs with parameters that don’t essentially change the content (e.g.: internal tracking 
parameters) 

● Non-public pages (e.g.: staging sites, account pages, admin pages, etc.) 

● Search result pages 

● Conversion pages 

● Print pages 

● URLs of scripts that are not essential for a page content or user functionalities 
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Useful Tools and Resources 

• Google on the Robots Exclusion Protocol specifications  

• Google’s introduction to the robots.txt file 

• Google’s guide to creating a robots.txt file 

• Google’s robots.txt specifications 

• Google’s specifications for the noindex directives 

• Web Robots Database 

• List of Google crawlers 

• Google’s Mobile-Friendly Test tool 

• Google’s Robots.txt Test tool 

• Google’s crawl budget guide 

• Google’s FAQ pages on the robots.txt file 

• ContentKing’s guide to the robots.txt file 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://webmasters.googleblog.com/2019/07/rep-id.html
https://support.google.com/webmasters/answer/6062608?hl=en
https://support.google.com/webmasters/answer/6062596?hl=en
https://developers.google.com/search/reference/robots_txt
https://developers.google.com/search/reference/robots_meta_tag
https://www.robotstxt.org/db.html
https://support.google.com/webmasters/answer/1061943
https://search.google.com/test/mobile-friendly
https://www.google.com/webmasters/tools/robots-testing-tool
https://webmasters.googleblog.com/2017/01/what-crawl-budget-means-for-googlebot.html
https://support.google.com/webmasters/answer/7424835?hl=en&ref_topic=6061961
https://www.contentkingapp.com/academy/robotstxt/
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10. Implement Structured Data 

Structured data is a standardized format to provide information about a page and classify the 

page content. It helps Google and other search engines understand the content of a page.  

 

Structured data also allows Google to enable search results features, known as rich snippets. 

However, even if the structured data is implemented correctly, there is no guarantee that 

Google will display rich snippets in search results.  

 

Here is an example of a rich snippet from a Product schema type on Air Europa:  

 
 

Use the right structured data format 

Although most structured data for search uses schema.org vocabulary, you should rely on 

Google’s documentation. If Google does not specify attributes or objects for structured data, it 

means that they are not required for search even if schema.org requires them. Still, Google can 

support other schema.org structured data that is not included in the documentation.  

 

As a general principle, the more attributes or objects you define, the more likely is that Google 

will display rich snippets for the marked-up pages. However, keep in mind that it’s better to 
provide less but more accurate information! 

 

There are three implementation formats for structured data: 

● JSON-LD (Recommended) 

● Microdata 

● RDFa 

 

You can test the compliance with the correct structured data format using the Structured Data 

Testing Tool.  

 

https://www.aireuropa.com/en-us/flight-deals-to-madrid
https://schema.org/
https://developers.google.com/search/docs/guides/intro-structured-data
https://json-ld.org/
https://www.w3.org/TR/microdata/
https://rdfa.info/
https://search.google.com/structured-data/testing-tool/u/0/
https://search.google.com/structured-data/testing-tool/u/0/
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If you see errors or warnings, you can dig deeper by clicking on each detected structured data 

and check the recommendations and issues.  

 

 
 

Keep in mind that Errors will invalidate the implementation while Recommendations are just 

suggestions by Google to improve the quality of the schema. Even if your structured data has a 

bunch of Recommendations, as the above screenshot shows, the implementation is still valid. 

Besides, some Recommendations might not be applicable to all pages or websites.  

 

Likewise, the Rich Result Test tool can tell you whether a page is eligible for rich results.  

 

https://search.google.com/test/rich-results
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You can even see how the rich result will look like in search by click on Preview Results: 
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Unfortunately, this tool does not support all rich results yet. For a full list of supported rich 

results, check Google’s documentation.  

 

You can also monitor and troubleshoot errors in the Google Search Console Enhancement 

report.  

 

 
 

If you find problems in the structured data, fix it, retest with the URL Inspection Tool, and 

request another index. 

 

Review Google’s most common structured data errors for additional insights.  

 

Follow the structured data quality guidelines 

Google has defined strict quality guidelines for structured data. In case of a violation, Google 

won’t display rich results or, in the worst case, it can take manual action against the site.  

 

Here are the most important quality guidelines for structured data: 

 

● Provide updated information.  

https://support.google.com/webmasters/answer/7445569
https://support.google.com/webmasters/answer/7552505
https://support.google.com/webmasters/answer/7552505
https://support.google.com/webmasters/answer/9012289?hl=en
https://developers.google.com/search/docs/guides/prototype#common-sd-errors
https://developers.google.com/search/docs/guides/sd-policies
https://support.google.com/webmasters/answer/9044175?visit_id=637206070449602333-3380007589&rd=1#spammy-structured-markup
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● Don’t mark up content that is not visible to the user.  
● Don’t mark up misleading or deceiving content, such as fake reviews or impersonation of 

a person or organization.  

● Don’t mark up content that promotes pedophilia, bestiality, sexual violence, violent or 
cruel acts, targeted hatred, or dangerous activities. 

● Don't mark up content that engages in illegal activities or promotes harm to others. 

● Don’t mark up content that is irrelevant to the focus of the page.  
● Specify all required properties for the structured data.  

● Put the structured data on the page that it describes and on all duplicate pages for the 

same content.  

● Use markup for a specific product, not a category or list of products. 

● If using images on the structured data, the image URLs must be crawlable and 

indexable. 

● If you mark up one item in a list you must mark up all items. For example, on a flight 

from Miami to New York page listing fare modules, if a fare module is marked up as a 

Product schema type, then all fare modules must be marked up.  

 

If the site has been hit with a manual action by Google, review the Manual Actions report in 

Google Search Console, identify the affected pages and fix the issue in compliance with the 

technical and quality guidelines. Finally, submit a Reconsideration Request and wait for the 

results.  

 

Implement relevant structured data 

There are hundreds of structured data types, but not all of them apply to an airline’s website. 
You can review the list of schemas at schema.org and on Google’s search gallery.  

 

Based on our experimentation with dozens of structured data types across 50 airlines, here are 

the types that we find more relevant to any airline’s website: 
 

 

 

 

 

 

 

 

 

 

 

 

 

https://search.google.com/search-console/manual-actions
https://search.google.com/search-console/manual-actions
https://support.google.com/webmasters/answer/35843
https://schema.org/docs/schemas.html
https://developers.google.com/search/docs/guides/search-gallery
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Airline or Organization 

Provides information about the airline, such as the legal name, IATA code, address, email, logo, 

etc. 

 
 

BreadcrumbList 

It marks up the path from the homepage to the current page. Google Search may use it to 

display the path to the page in search results. 

 

https://schema.org/Airline
https://schema.org/Organization
https://developers.google.com/search/docs/data-types/breadcrumb
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Flight 

It represents an airline flight and includes information such as the departure and arrival gate, 

terminal, and airport; the type of aircraft, the flight number, duration, and distance; and more. 

 

 
 

AggregateOffer 

It represents an aggregation of offers within a product and includes information such as the 

product name, description, currency, and lowest price.  

 

 
 

A word of caution, though. One of Google’s data structured quality guidelines indicates to “use 
markup for a specific product, not a category or list of products.” Therefore, you want to make 
sure that the aggregateOffer schema is installed on an actual product page, instead of on a 

category page.  

 

https://schema.org/Flight
https://developers.google.com/search/docs/data-types/product
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For example, on any airline’s website, the most common page templates where a Product 
schema type may seem applicable at first are: 

 

● Flights to [Destination] 

● Flights from [Origin] to [Destination] 

● Flights from [Destination] 

 

However, if you think about it, the Flights to [Destination] and Flights from [Origin] can be 

considered as product category pages. That’s because on any of those page templates you will 
find multiple flight routes instead of just one. For example, on a Flights to New York page, there 

may be several flight routes departing from different locations to New York.  

 

Although some OTAs seem to be getting away with it, such as TripAdvisor and Skyscanner, 

Google already took action against them in 2016 due to their noncompliance with the quality 

guidelines. In all fairness, all Google did was to remove their rich snippets from the search 

results. 

 

Still, we recommend installing the aggregateOffer structured data on the Flights from [Origin] to 

[Destination] page template only, just to be on the safe side.  

 

FAQ 

 

Google started to support the FAQ structured data just in 2019. Since then, it has become 

widely popular in some verticals. The travel industry is one of them, with virtually all top organic 

OTAs using it on flight route pages, including Kayak, Expedia, Skyscanner, CheapOair, and 

CheapFlights.     

 

The FAQ structured data is suitable for a page that contains a list of questions and answers 

pertaining to a particular topic, provided that users cannot submit answers.  

 

There also are some implementation requirements specific to the FAQ structured data: 

 

● Each question should include the entire text of the question, and each answer should 

include the entire text of the answer.  

● The question or answer cannot include any of the following types of content: obscene, 

profane, sexually explicit, graphically violent, promotion of dangerous or illegal activities, 

or hateful or harassing language. 

● All FAQ content must be visible to the user. 

● If there is FAQ content that is repetitive on the site (meaning, the same question and 

answer appear on multiple pages), mark up only one instance of that FAQ for the entire 

site. 

 

https://search.google.com/structured-data/testing-tool/u/0/#url=https%3A%2F%2Fwww.tripadvisor.com%2FFlights-g45963-Las_Vegas_Nevada-Cheap_Discount_Airfares.html
https://search.google.com/structured-data/testing-tool/u/0/#url=https%3A%2F%2Fwww.skyscanner.com%2Fflights-from%2Fchia%2Fcheap-flights-from-chicago.html
https://searchengineland.com/google-drops-price-rich-snippets-airline-pricing-web-sites-248737
https://developers.google.com/search/docs/data-types/faqpage
https://www.kayak.com/flight-routes/United-States-US0/Las-Vegas-McCarran-LAS
https://www.expedia.com/Cheap-Flights-To-Las-Vegas.d178276.Travel-Guide-Flights
https://www.skyscanner.com/flights-to/las/cheap-flights-to-las-vegas-mccarran-airport.html
https://www.cheapoair.com/flights/cheap-flights-to-las-vegas-las-nevada
https://www.cheapflights.com/flights-to-las-vegas/
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The FAQ structured data is particularly appealing to travel sites because of the large real estate 

it takes in search results. Here is an example from Kayak: 

 

 
 

Here is the FAQ markup looks like for one question and answer: 

 

 
 

We recommend using different questions based on each page template, as shown below: 

 

Page template: Flights to [Destination] 

 

● How long is a flight to [Destination]? 

● How much is a [Airline] flight to [Destination]? 

● What is the cheapest [Airline] flight to [Destination]? 

● When to buy cheap [Airline] flights to [Destination]? 

● How many [Airline] flights to [Destination] are there per day? 

● What is the least-busy month to travel to [Destination] with [Airline]? 

● What percent of [Airline] flights to [Destination] gets delayed? 

● What airport is closest to [Destination]? 

● What car rental companies are at [Destination] airport? 

● Can you take an Uber from [Destination] airport? 
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Page template: Flights from [Origin] to [Destination] 

 

● How long is the flight from [Origin] to [Destination]? 

● How many [Airline] flights depart from [Origin] to [Destination] per day? 

● Are there [Airline] non-stop flights from [Origin] to [Destination]? 

● How much is a [Airline] flight from [Origin] to [Destination]? 

● What is the cheapest [Airline] flight from [Origin] to [Destination]? 

● What is the cheapest day to fly from [Origin] to [Destination] with [Airline]? 

● When is the earliest [Airline] flight from [Origin] to [Destination]? 

● When is the latest [Airline] flight from [Origin] to [Destination]? 

● What percent of [Airline] flights from [Origin] to [Destination] gets delayed? 

● Which airports will you be using when flying from [Origin] to [Destination] with [Airline]? 

 

Page template: Homepage 

 

● Where does [Airline] fly to? 

● Does [Airline] fly international? 

● What are [Airline] most popular destinations? 

● How to book flights on [Airline]? 

● When to buy [Airline] flight tickets? 

● How to get cheap [Airline] flight tickets? 

Tools and Resources 

• Schema.org site 

• Google’s structured data guidelines 

• Google’s guide to build and test structured data 

• Google search gallery 

• Structured Data Testing tool 

• Rich Results Test tool 

• Google’s Rich Result Test documentation 

• Google Search Console Enhancement report 

• Google Search Console URL Inspection tool 

• Google Search Console Manual Action report 

• Airline structured data 

• Airline structured data 

• BreadcrumbList structured data 

• AggregateOffer structured data 

• FAQ structured data 

https://schema.org/
https://developers.google.com/search/docs/guides/sd-policies
https://developers.google.com/search/docs/guides/prototype
https://developers.google.com/search/docs/guides/search-gallery
https://search.google.com/structured-data/testing-tool/u/0/
https://search.google.com/test/rich-results
https://support.google.com/webmasters/answer/7445569
https://support.google.com/webmasters/answer/7552505
https://support.google.com/webmasters/answer/9012289?hl=en
https://support.google.com/webmasters/answer/9044175?visit_id=637206070449602333-3380007589&rd=1#spammy-structured-markup
https://schema.org/Airline
https://schema.org/Airline
https://developers.google.com/search/docs/data-types/breadcrumb
https://developers.google.com/search/docs/data-types/product
https://developers.google.com/search/docs/data-types/faqpage
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11. Optimize Page Speed 

Site speed has always been an obsession for conversion-focused websites. That’s because 
53% of mobile users leave a site that takes longer than three seconds to load! There are also 

plenty of case studies that demonstrate why performance matters for conversions.  

 

Site speed may also have implications for a site’s performance in organic search. In July 2018, 
Google announced that page speed would become a ranking factor in what’s officially known as 
Google Speed Update.  

 

Here are the key highlights of the Speed Update: 

 

● It affects pages that deliver the slowest experience to users.  

● It applies the same standard to all pages, regardless of the technology used to build the 

page. 

● It is based on user experience metrics rather than relying entirely on “static” metrics like 
TTFB, DOMContentLoaded event, Onload event, Fully Loaded event, etc.  

 

However, although the faster the better, there is a threshold, a limit below which a faster page 

doesn’t get any SEO benefit. The Speed Update only affects the slowest sites, meaning that 

saving a few microseconds off of an already fast page will not lead to a ranking improvement. 

Therefore, the site does not need a perfect score.  

 

In fact, according to Googlers, page speed is a “tiny” ranking factor: 
 

 
Page speed might not be that important for SEO, as long as your pages load relatively fast 

compared to the top organic pages. This is not at all meant to say that you shouldn’t prioritize 
page speed. After all, a slow page can be an outstanding conversion killer.  

https://developers.google.com/web/fundamentals/performance/why-performance-matters
https://webmasters.googleblog.com/2018/01/using-page-speed-in-mobile-search.html
https://developers.google.com/web/fundamentals/performance/user-centric-performance-metrics
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Focus on user experience metrics 

The user experience metrics are used by Google to measure a page performance as perceived 

by a human. To understand when a page delivers this feedback to its users, Google defined the 

below metrics: 

 

The Experience The Metrics 

Is it happening? Did the navigation start 
successfully? Has the server responded?  

First Paint (FP) / First Contentful Paint (FCP) 

Is it useful? Has enough content rendered that 
users can engage with it? 

First Meaningful Paint (FMP)  

Is it usable? Can users interact with the page, or 
is it still busy loading? 

Time to Interactive (TTI) 

Is it delightful? Are the interactions smooth and 
natural, free of lag and jank? 

Long Tasks (technically the absence of long 
tasks) 

 

Below there is a more specific description for each user experience metric: 

 

● First Contentful Paint : marks the time at which the first text or image is painted. 

● First Meaningful Paint: measures when the primary content of a page is visible. 

● Speed Index: shows how quickly the contents of a page are visibly populated. 

● Time to Interactive: is the amount of time it takes for the page to become fully 

interactive. Learn more. 

● First CPU Idle: marks the first time at which the page's main thread is quiet enough to 

handle input. Learn more. 

● Max Potential First Input Delay: the maximum potential First Input Delay that your 

users could experience is the duration, in milliseconds, of the longest task. 

 

Besides these metrics, Google recently announced essential metrics for a healthy site as part of 

the Web Vitals project. Google says that there are three important metrics when it comes to 

providing great user experience: 

 

● Largest Contentful Paint (LCP): measures loading performance. To provide a good 

user experience, LCP should occur within 2.5 seconds of when the page first starts 

loading. 

● First Input Delay (FID): measures interactivity. To provide a good user experience, 

pages should have a FID of less than 100 milliseconds. 

● Cumulative Layout Shift (CLS): measures visual stability. To provide a good user 

experience, pages should maintain a CLS of less than 0.1. 

 

You can measure the user experience metrics with Lighthouse and Google PageSpeed 

Insights. Lighthouse is primarily for your local iteration as you build your site while PageSpeed 

https://web.dev/user-centric-performance-metrics/
https://web.dev/vitals/
https://developers.google.com/web/tools/lighthouse/
https://developers.google.com/speed/pagespeed/insights/
https://developers.google.com/speed/pagespeed/insights/
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Insights provides a snapshot of improvement opportunities. However, the recently announced 

Web Vitals metrics are not yet available to test with Lighthouse or Google PageSpeed Insights.  

 

Additionally, there are many more site speed tools that you can check on Google’s performance 
tooling page. This is because a single metric, user or tool can’t capture the representative user 
experience on a site.  

 

The Google PageSpeed Insights tool is one of the most used for speed optimization because it 

provides field data, lab data, and an overview of optimization opportunities to improve user 

experience metrics.  

 

It provides two reports, one for Mobile and another for Desktop devices. In both reports, you will 

find: 

 

Performance score: it summarizes the page performance. A score of 90 or above is 

considered fast, and 50 to 90 is considered moderate. Below 50 is considered to be slow. 

 

Field data: it includes the historical performance of a URL and represents anonymized data 

from users in the real-world on a variety of devices and network conditions. It captures the real-

world experience from the Chrome User Experience Report, but it has limited debugging 

capabilities.  

 

Origin summary: it includes an overage of the field data for the whole site.  

 

 

https://developers.google.com/web/fundamentals/performance/speed-tools
https://developers.google.com/web/fundamentals/performance/speed-tools
https://developers.google.com/speed/docs/insights/v5/about
https://developers.google.com/web/tools/chrome-user-experience-report/
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Lab Data: it includes performance data collected within a controlled environment with a 

predefined device and network settings. It is helpful for debugging issues, but it may not 

represent real-world experience.  

 
 

Opportunities: it includes suggestions to improve the page’s performance metrics.  
 

Diagnostics: it provides additional information on how a page adheres to best practices for web 

development.  
 

Passed audits: it indicates the audits that have been passed by the page. 
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You can also monitor the site’s speed performance in the Google Search Console Speed report. 

The report shows performance grouped by speed status, metric type, and similar URL type. The 

report is based on two metrics: FCP and FID. It provides field data from the Chrome User 

Experience Report.  

 

 
 

The page speed is evaluated against the below metrics: 

 

 Fast Moderate Slow 

FCP <1s <3s >=3s 

FID <100ms <300ms >=300ms 

A 

https://support.google.com/webmasters/answer/9205520?hl=en
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Implement the common fixes first  

There is a vast array of techniques to optimize the loading and rendering performance of a 

page. We recommend the airline’s IT or Development team look into all the potential speed 

optimization opportunities.  You can also start with the priority issues detected by the tools 

outlined above or with the most common fixes to optimize page speed: 
 

● Reduce server response times 

● Avoid redirect chains 

● Minify and compress CSS and JavaScript 

● Defer unused CSS 

● Resize and compress images.   

● Serve images in next-gen formats 

● Enable text compression 

● Preload key requests 

● Avoid enormous network payloads 

● Defer off-screen images 

● Eliminate render-blocking resources 

● Pre-connect to required origins 

● Ensure text remains visible during web-font load 

● Minimize main-thread work 

● Reduce JavaScript execution time 

● Serve static assets with an efficient cache policy 

● Avoid an excessive DOM size 

● Minimize Critical Requests Depth 

● Optimize API responses  

● Lazy-load unused dependencies 
● Avoid extra DNS lookups  

● Use a CDN 
 

To dive into how to do all this stuff, check out Google’s documentation and this great guide from 

Link Assistant.  

Useful Tools and Resources 

• Google’s full documentation on page performance 

• Google Speed Update announcement 

• Google’s guide to user-centric performance metrics 

• Lighthouse tool 

• Google PageSpeed Insights tool 

• Google’s Web Vitals project 

• Google’s list of performance measurement tools 

• Chrome User Experience Report 

https://developers.google.com/web/fundamentals/performance/get-started
https://developers.google.com/web/fundamentals/performance/get-started
https://www.link-assistant.com/news/page-speed-optimization.html
https://www.link-assistant.com/news/page-speed-optimization.html
https://developers.google.com/web/fundamentals/performance/why-performance-matters
https://webmasters.googleblog.com/2018/01/using-page-speed-in-mobile-search.html
https://web.dev/user-centric-performance-metrics/
https://developers.google.com/web/tools/lighthouse/
https://developers.google.com/speed/pagespeed/insights/
https://web.dev/vitals/
https://developers.google.com/web/fundamentals/performance/speed-tools
https://developers.google.com/web/tools/chrome-user-experience-report/
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12. Link Building for Airlines 

A comprehensive list of best SEO practices for airlines can’t be complete without a word or two 
about link building. Although Google wants to downplay the role of backlinks in its algorithms, 

the truth is that backlinks still are a backbone of SEO (remember PageRank?).  

 

However, the traditional link building scheme that relies on identifying link opportunities and 

reaching out to potential link posters just don’t work for airlines. This approach is not scalable for 
enterprise companies, and most of the time results in outreached webmasters or bloggers 

asking money in exchange for the link placement. 

Work in tandem with PR 

The airline’s PR strategy can become the best link building strategy too. If PR and SEO work in 
tandem, it will be extremely beneficial for the company, beyond just backlinks. A synergy 

between PR and SEO can improve the airline’s reputation, build trust, expand the audience, 
improve rankings, and, of course, drive bookings! 

 

Before we dive into a few PR tactics that can build links for the airline, there are a couple of tips 

we want to point out: 

 

● If PR is promoting specific destinations, ask them to include links to the promoted route 

pages.  

● Make sure that PR uses the preferred or canonical URLs. Using a canonicalized or 

redirected URL will not be as effective and a precious opportunity will be lost.  

● Make sure that links from paid sponsorships have the rel=”sponsored” attribute.  

 

Here are a few PR tactics that can work for SEO too: 

 

Press releases 

 

Work with PR to get links on every article or press release published in the news. Take a look at 

the materials the marketing and PR teams have created. They may include content assets and 

articles from which to link to a relevant page. 

 

 

https://ahrefs.com/blog/google-pagerank/
https://support.google.com/webmasters/answer/96569?hl=en
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It will be also beneficial to include links to relevant route pages on news pages published on the 

airline’s website. This is because content or news aggregators may pick up the story and get 
you some nice backlinks.  
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Media coverage opportunities 

 

There are plenty of platforms that allow experts on certain topics to connect with journalists. For 

example, sites like HARO will send you a plethora of queries from journalists looking for news 

sources on a daily basis. This may represent a great opportunity for an airline to build 

relationships with journalists and media outlets. Also, you can secure a link on each story! 

 

Community engagement 

 

It’s very common for large airlines to become very engaged with the local or national 
communities. Work with the PR team to gather a full list of community initiatives that can be 

leveraged for links, including sponsorships, charities, scholarships, contests, etc.  

 

For example, make sure to reach out to sponsored partners for an acknowledgment on their 

sites.  

 

 
 

https://www.helpareporter.com/
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Likewise, secure a mention of the airline’s scholarship programs on sites of universities and 

colleges.  

 

 

Create linkable assets 

Invest in content and create assets that can attract both users and links.  

 

In airTRFX , we have enabled a feature called Custom Pages that allow airlines to build different 

types of pages other than routes and destinations pages. Airlines can create an unlimited 

number of Custom Pages to cover topics with high search interest.  

 

Some common content assets for airlines are: 
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Travel guides 

 

Inspirational travel pages can provide airlines with an unmatched capability to attract natural 

links and visitors. After all, 95% of all US travelers search for their travel destinations online.  

 

For example, Skyscanner’s tips and inspiration articles have generated almost 50K backlinks in 

the last three years: 

 

 
 

 

 

 

 

 

 

 

 

 

https://www.statista.com/statistics/666622/preference-of-online-or-offline-vacation-research-us/
https://www.skyscanner.com/tips-and-inspiration
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Flight tracker tool 

 

Keywords about an airline’s flight status or tracker are among the most popular search queries 
on search engines, generating hundreds of thousands of monthly searches. This interest offers 

a great opportunity to build a dedicated page with a flight tracking tool for users. 

 

For example, American Airlines flight tracker page has gained thousands of links over the years: 

 

 

 
 

 

 

 

 

 

 

 

https://www.aa.com/travelInformation/flights/status
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Online check-in page 

 

Searches about doing a flight check-in online are only second to searches for the airline’s flight 
tracker. Make sure there is a dedicated landing page to serve in search engines for these 

search queries.  

 

For example, United’s check-in page has become one of the most linked pages on the airline’s 
website: 

 

 
 

 

 

 

 

 

 

 

 

https://www.united.com/travel/checkin/start.aspx
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FAQ and help pages 

FAQ and help pages are powerful content assets that can naturally acquire an unlimited number 

of backlinks. Conduct a keyword research and find out what are the most asked questions on 

Google. SEMrush Keyword Magic tool is one of the best tools out there to uncover questions 

related to any airline’s services and flights. For example, here some of the most popular 
questions about American Airlines: 

 

 
 

In another example, Southwest’s FAQ page is actually the third-most linked page on the airline’s 
site: 

 

https://www.semrush.com/features/keyword-magic-tool/
https://www.southwest.com/html/customer-service/faqs.html
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Newsfeed section 

 

A news feed hub is another site section that will naturally pick up backlinks from media outlets. 

Many airlines have dedicated subdomain for this type of content, but we recommend a 

subdirectory implementation instead.  

 

Here is how many backlinks Delta’s news hub acquired over the years: 

 

 
 

 

 

 

 

 

 

 

 

 

https://news.delta.com/
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Travel alerts and notices page 

 

Build a travel notices page that provides real-time information about the airline’s flights, 
services, and policies. It will instantly become a natural information source for media outlets.  

 

For example, United’s travel notices page gained more than 10K backlinks in less than five 

months! 

 

 
 

 

 

 

 

 

 

 

 

 

https://www.united.com/ual/en/us/fly/travel/notices.html
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Dedicated page for deals and promotions 

 

A dedicated page that aggregates the latest flight deals is one of the few pages that can gain 

backlinks incredibly fast. That’s because travel bloggers and specialized sites are constantly 
looking for airline deals to share with their audience. If the airline offers an affiliate program, the 

possibilities are endless.  

 

For example, Air Canada has earned more than 20K backlinks since launching a dedicated 

page for deals and promotions in 2017: 

 

 
 

 

 

 

 

 

 

 

https://www.aircanada.com/en-ca/
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Dedicated membership page 

 

Once an airline offers a loyalty or membership program, it instantly becomes news. When it 

happens, you better be prepared. Build a dedicated page providing an overview of the loyalty 

program. It will start acquiring backlinks in auto-pilot. 

 

Check American Airlines AAdvantage Program: 

 

 
 

 

 

 

 

 

 

 

 

 

https://www.aa.com/i18n/aadvantage-program/aadvantage-program.jsp
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Route map 

 

Another useful tool to naturally pick up backlinks is the airline’s route map.  
 

For example, United’s route map has been constantly earning backlinks over the course of a 

year: 

 

 
 

 

 

 

 

 

 

 

 

 

 

https://www.united.com/web/en-US/content/travel/route-maps.aspx
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Dedicated policy pages for baggage, cancellation, and pets 

Baggage, cancellation, pets. These are, in that order, the most searched policy matters on any 

airline’s website. Therefore, building a dedicated page for each policy guarantees an 
exponential number of backlinks. 

 

 
 

American Airlines has made a great work with its baggage policy page, which keeps earning 

backlinks: 

 

 

https://www.aa.com/i18n/travel-info/baggage/checked-baggage-policy.jsp
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You should also create dedicated pages for other policies and topics that are popular. Use 

SEMrush Keyword Magic tool to conduct keyword research and identify potential opportunities. 

Avoid building separate pages for sub-topics because it might dilute the page value that a single 

comprehensive page would earn over time. Instead, consolidate similar content on a page 

entirely dedicated to a topic.  

 

Fare finder tool 

 

Another tool that can be super helpful for users is a fare finder calendar.  

 

For example, Southwest’s Low Fare Calendar is increasingly becoming one of the most popular 

pages on the site: 

 

 

https://www.semrush.com/features/keyword-magic-tool/
https://www.southwest.com/air/low-fare-calendar/


 

 

99 

Leverage airline associations and alliances 

Airline associations and alliances can be powerful tools for acquiring inks. This also extends to 

tourism boards and airports’ websites.  

 

Look for opportunities not only on the associations or alliances websites but also in joint events 

and publications.  

 

 
 

https://en.wikipedia.org/wiki/Category:Airline_trade_associations
https://en.wikipedia.org/wiki/Airline_alliance
https://skift.com/2017/08/08/25-best-tourism-board-websites-in-the-world-in-2017/
https://www.airlinequality.com/info/find-an-airport-website/
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Interlink between corporate websites 

It’s common for airlines to have multiple websites with their own brand identity. When it makes 

sense and helps users, have a link pointing to the airline’s website.  
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Promote links on social media 

Social networks provide an easy way to share and distribute content. Viral content, promotions, 

or announcements can lead to new backlinks to the airline’s website.  
 

 

Monitor online mentions 

It’s hardly possible to follow up on every single mention on the Internet, especially for large 
websites such as airlines'. It’s even harder to secure a backlink every time someone mentions 
the airline out there.  

 

However, targeted link reclamation can become a powerful method to earn backlinks. Set up 

alerts on mention monitoring tools such as Mention for different types of mentions: 

 

● Airline name and brand terms 

● Airline services 

● Airline’s membership program 

● Airline’s credit card programs 

● Airline’s community programs 

● Airline’s prominent employees 

 

https://mention.com/en/
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You want to pay special attention to mentions by top travel influencers, sites, magazines, 

journalists, and prominent clients. Obviously, you only want to reach when the mention is: 

 

• Positive 

• Relevant (not just an occasional mention) 

• The link is almost certain to be secured 

• It comes from sites with the highest page authority 

Useful Tools and Resources 

• Ahrefs guide to PageRank 

• Moz’s guide to Google’s valuation of links 

• Google’s qualification of outbound links 

• List of airline trade associations 

• List of airlines alliances 

• SEMrush Keyword Magic tool 

• Ahrefs suite of SEO tools 

• HARO platform 

• Buzzstream’s guide to using HARO 

• Mention monitoring tool 

 

 

 

https://ahrefs.com/blog/google-pagerank/
https://moz.com/blog/20-illustrations-on-search-engines-valuation-of-links
https://support.google.com/webmasters/answer/96569?hl=en
https://en.wikipedia.org/wiki/Category:Airline_trade_associations
https://en.wikipedia.org/wiki/Airline_alliance
https://www.semrush.com/features/keyword-magic-tool/
https://ahrefs.com/
https://www.helpareporter.com/
https://www.buzzstream.com/blog/haro.html
https://mention.com/en/

