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1. Document Purpose

This short presentation is designed to highlight areas for improvement on BlackBerry’s UK-facing website by examining aspects of Search Engine Optimisation (SEO). This includes – but is not limited to – site structure, usability, accessibility and content. 
It will attempt to explore and explain ...
· The User Experience
· The Search Engine Experience 

· Underlying Structure 

· The problems encountered 
· The recommended actions
2. Executive Summary
Points arising from the audit of eu.blackberrry.com/eng include …

· The site is significantly underachieving in terms of Search Engine Ranking
   We will outline possible reasons for this

· The site code does not comply with current web standards
   We will show why this makes a difference
· The site’s competitors achieve significantly better results
   We will uncover some of the reasons
· The page is slow to download
   We will show which page elements contribute most to this

· The page does not have enough good content to be indexed by the search engines
  We will show why even the content that exists isn’t indexed well
· There are too many images on the page some of which are never seen
  We will explain how these can be reduced
· The page fails accessibility requirements
  We will show why this matters more than one might think
3. BlackBerry UK and its Environment
This section looks at the website and its place among the general competition, and demonstrates how the UK site measures up to today’s market.
3.1. BlackBerry
The BlackBerry smartphone was released by Canada’s Research In Motion (RIM) in 2002, supporting push e-mail, mobile telephone, text messaging, web browsing and other wireless information services. It delivers information over the wireless data networks of mobile phone service companies. 
3.2. Markets

BlackBerry devices were originally targeted at business clients but the increasing use of email and other media messaging outside of the office environment, and especially the appearance of the iPhone, has led RIM to introduce new devices appealing to a wider customer base, especially the new Storm. For this reason, comparisons will be made with websites aimed at business users (Nokia) and personal users (iPhone).

3.2.1. Nokia 
Fig. 1 Comparison of eu.blackbery.com/eng and nokia.co.uk
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BlackBerry — Nokia —
Nokia entered into direct competition with RIM in 2005 with the introduction of its E-series devices, the most recent of which is the E90. 

In the general site comparison (Fig. 1), Directory 1 is DMOZ (The Open Directory project) and Directory 2 is Yahoo’s Directory. Both are used as a reference point by the major search engines. 

Clearly nokia.co.uk is much more heavily indexed by Yahoo but otherwise it is generally comparable with the BlackBerry site in terms of basic SEO. Without reference to better analytics it is impossible to directly compare the sites, especially since the available online tools lump all the blackberry.com domain together.
Using the Alexa website comparison tool does show a general increase in Blackberry numbers as opposed to a generally flat report from Nokia (see Fig. 2).

Fig. 2 Alexa comparison of eu.blackbery.com/eng and nokia.co.uk
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3.2.2. iPhone

Apple’s UK site for the iPhone (http://www.apple.com/uk/iphone/) has a much broader footprint than either Blackberry’s or Nokia’s but this may be partly accounted for by the fact that it is part of a wider site for Apple computers. Again, freely available online statistics do not tell the full story because they blur the edges between parts of a wider domain.

Additionally, there is a raging debate over the use of subdomains vs sub-levels: is uk.blackberry.com better for SEO than blackberry.com/uk? Certainly, the search engines treat subdomains as being separate entities to the Top Level Domain (TLD) – in this case the .com – where they reside. Leaving the sub site in a sub-folder – the /uk – means that it accrues value from direct association with all the other pages in the TLD. In Blackberry’s case, the URL is a mixture of both: eu.blackberry.com is a distinct sub-division of the blackberry site and the/eng sub-folder is part of that sub-domain site.
In Apple’s case, this has been taken to the extreme; with the iPhone sub-site benefitting from its association with the complete Apple site. 
Fig. 3 Comparison of eu.blackbery.com/eng and apple.com/iphone/
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BlackBerry — iPhone —
Another look at Alexa.com shows the result of this increased footprint (See Fig. 4). By comparison, the apple site seems to be doing much better. On its own this certainly demonstrates the worth of improving SEO on all fronts.

Fig. 4 Alexa comparison of eu.blackbery.com/eng and apple.com/uk/iphone/ 
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4. Initial Observations
This section examines technical factors affecting the performance of Blackberry’s UK-facing site including coding, accessibility and content, and shows why SEO is partly a matter of blind faith. 
4.1. The UK web site

4.1.1. The URL

From an SEO standpoint, eu.blackberry.com/eng/ is problematic. 

What it means: There is obviously a requirement to make the English language pages of BlackBerry’s European website recognisably part of a corporate identity coupled with the knowledge that English-speaking visitors may not necessarily be from Britain. However, it is not an intuitive choice. 
Currently, the URL blackberry.co.uk redirects to eu.blackberry.com/eng/ (the logical domain for the Irish Republic blackberry.ie is owned by Blackberry Park Properties Ltd) so at least anyone typing the UK TLD (Top Level Domain) in will end up in the right place.
The site is also hosted on a US-based server (see Fig. 5).

Fig. 5 URL for eu.blackberry.com/eng showing server location
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Recommendation: For best results, certainly for UK customers, it would be better to run the site under the UK TLD and on a UK-based server. Google, for one, is known to give greater weight to websites which (appear to be) based in their host country.
4.1.2. Pages

BlackBerry’s dedicated UK website first appeared1 (appropriately, perhaps) on St George’s Day (April 23) 2007. Currently, there are 3,780 pages in the URL2; however, at the time of writing it has …

· 1,217 pages indexed by Yahoo! Search3
· 1,590 pages indexed by Ask.co.uk
· 8,470 pages indexed by Windows Live! 
· 20,600 pages indexed on Google4
The apparent discrepancy in index totals is explained by the use of the Google Search Engine to run blackberry.com’s own on-site search: the results pages are then included in Google’s own index. Windows Live! May also be picking up on these search results pages.
eu.blackberry.com/eng does not appear in the Yahoo! or DMOZ directories, both of which are used by search engines to augment their results; however, the wider “Blackberry.com” site DOES appear.
The page has a PUBLISHED Google Page Rank of 6 (keep in mind that the actual Page rank of the page varies from day to day) and an Alexa Rank5 of 1,189. 
4.1.3. Deep Links

Links which go straight to interior content pages are usually considered to be a quality signal to the major search engines. More than TWO-THIRDS of pages do this.
· Total links to eu.blackberry.com/eng: 8060

· Total links to interior pages: 5520

· Deeplink percentage: 68.48 %
4.1.4. Backlinks

For small sites just starting out, the key to rapid advancement up the search engine rankings is good backlinking. This URL however is not in prime need of backlinks as a first step. Reasons for this include …

· There are already MORE THAN 8,000 links coming to the site

· With a published PR of 6, finding quality backlinks requires a more SOPHISTICATED STRATEGY than simple blogging, directory stuffing or link-exchange

· With the vast number of indexed pages and the existing reputation of the site, a backlink campaign would offer POOR RETURN ON INVESTMENT.
While backlinks can never be ignored and a certain level of effort should be maintained in this direction, any budget is better spent on optimising the site from within.
4.1.5. Sitemap

eu.blackberry.com/eng uses two sitemaps for very different purposes. The sitemap linked at the bottom of the site serves as a visitor-focussed index page for the site and is accessible to general users. 
A second sitemap at eu.blackberry.com/eng/sitemap.xml is of more use to the search engines but is not complete offering just 134 pages compared to the calculated site total of more than 3,000!
What this means: While a sitemap will not guarantee higher Search Engine Results Pages (SERPS) it does offer an easier route for search engine robots to get deep within a site. 

Recommendation: A more complete XML sitemap should be compiled. Additionally, a text-only sitemap (sitemap.txt) should be considered. The compilation of these sitemaps should be left to an automatic process.

5. The Homepage Experience

5.1. Look and Feel

Fig. 6 Screen grab of eu.blackberry.co/eng
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The homepage eu.blackberry.com/eu (seen in Fig. 6) and almost all the pages leading from it all use a very visual style. Superficially, this is the obvious way to go and may modern websites rely on cool graphics and pretty pictures to sell their content. 
Happily, it looks like a decision has been made NOT to rely on Adobe Flash to serve content (something which Nokia have chosen to do). From an SEO perspective the choice of JavaScript over Flash has many potential benefits. 
For most purposes, Flash is virtually invisible to search engines (although Adobe claim to have worked with Google to improve the “spiderability” of Flash animations) and pages which rely on Flash to provide most (if not all) content are virtually useless in search terms.
JavaScript also has visibility problems with search engine robots but this can sometimes be used to SEO advantage. 
For example, because Search Engine Robots cannot “see” JavaScript-rendered text it is possible to use a JavaScript “blocking” method which allows search engines to index site content while denying access to JS-enabled browsers. 
In the case of eu.blackberry.com/eng a NOSCRIPT alternative has been provided which seems to mimic the content of the JavaScript version. This misses a trick; it would have been better to have included a version of the site which had more plain text – ideal for spidering. As will be seen it is possible to include extra text content on any page without harming design.
In fact, the homepage is extremely poor in terms of text content which has the effect of skewing keyword densities and making it less attractive to search engines. What makes matters worse is that not all of the images bear descriptive ALT tags which form the main method of allowing search engine spiders to “see” a picture. 
One way of illustrating what effect this has is to “remove” all the images on the page. This produces the result shown in Fig. 7. In effect, this is what is being “seen” by the search engine spiders! 
Fig. 7 eu.blackberry.co/eng with images removed.
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5.2. Keyword Densities

While the above shows starkly what a search engine robot “sees” when it goes to eu.blackberry.com/eng, the full “picture” can only be gleaned by using a spider simulator. This produces the result seen in Fig. 8. 
Fig. 8 Spider simulator output for eu.blackberry.co/eng
BlackBerry - Smart Phone - Smartphone - BlackBerry UK and Europe try { document.execCommand('BackgroundImageCache', false, true); } catch(e) {} content-start { visibility:visible; } docmgrd ulsidenav li ul li { display:block; } footer_home{margin:20px 0 20px -8px; padding:12px 0 10px 16px; width:880px; background:url(http://na.blackberry.com/eng/assets/images/footer_separator.png) 0 0 no-repeat;} html>body footer_home{ float:left; position:relative; } BlackBerry Skip to Content Europe Worldwide Partners Developers BlackBerry Overview Search Devices Software Support Solutions Where To Buy Owners Lounge  Compare these selected smartphones BlackBerry Storm BlackBerry Bold BlackBerry Curve 8900 BlackBerry Pearl Flip BlackBerry Storm Smartphone Make an impression BlackBerry Storm Gallery BlackBerry Storm Specifications BlackBerry Storm Where to Buy BlackBerry Bold Smartphone Discover Pure Innovation BlackBerry Bold Gallery BlackBerry Bold Specifications BlackBerry Bold Where to Buy BlackBerry Curve 8900 Smartphone See the smartphone with curve appeal BlackBerry Curve 8900 Gallery BlackBerry Curve 8900 Specifications BlackBerry Curve 8900 Where to Buy BlackBerry Pearl Flip 8220 Smartphone Open up a world of possibility BlackBerry Pearl Flip Gallery BlackBerry Pearl Flip Specifications BlackBerry Pearl Flip Where to Buy < BlackBerry Storm Smartphone BlackBerry Bold Smartphone BlackBerry Curve 8900 Smartphone BlackBerry Pearl Flip Smartphone > var _rpn = "Homepage"; Back to top Where To Buy Sitemap Site Index Contact Us Privacy Policy Legal Copyright &169; 2009 Research In Motion Limited, unless otherwise noted. Shortcut Navigation Home BlackBerry Overview Devices Software Solutions Support & Services Owners Lounge Careers Partners Developers Newsroom Customer Success About Us s_ol_id = ""; s_account = window.location.href.indexOf('wwwa.com') > -1 || window.location.href.indexOf("_TMP") > -1 ? "rimdev" : "rimglobal,rimbbuk"; s_siteID = "uk:bb"; var _hbEC=0,_hbE=new Array;function _hbEvent(a,b){b=_hbE[_hbEC++]=new Object();b._N=a;b._C=0;return b;} hbx=_hbEvent("pv");hbx.vpc="HBX0200u";hbx.gn="ehg-researchinmotion.hitbox.com"; //BEGIN EDITABLE SECTION //CONFIGURATION VARIABLES // account config area var _hbxacct_gru = "DM560815EMNV"; var _hbxacct_bbcom = "DM57010614DA"; var _hbxacct_owners = "DM56042472WM"; var _hbxacct_b4bb = "DM570808IOAN"; var _host = location.hostname; var _path = location.pathname; // default config var _hbxacct = _hbxacct_bbcom + ";" + _hbxacct_gru; // blackberry.com2 and gru account numbers // owners lounge config if(location.hostname){ if(_path.indexOf("/ownerslounge") > -1){ // ownerslounge environment _hbxacct = _hbxacct_owners + ";" + _hbxacct_gru; } } // built for bb config if(location.hostname){ if(_path.indexOf("/builtforblackberry") > -1){ // builtforblackberry environment _hbxacct = _hbxacct_b4bb + ";" + _hbxacct_gru; } } // test account config area if(location.hostname){ if(_host.indexOf("wwwa.com") > -1){ // test environment _hbxacct = "DM560111A3VA" + ";" + "*"; } } hbx.acct =_hbxacct;//ACCOUNT NUMBER(S) hbx.pn=_hbxStrip(_rpn);//PAGE NAME(S) //gets directory structure between hostname and file name var path = location.pathname; var path2 = path.lastIndexOf('/'); var mlcPath = path.slice(0, path2); //sets first level category for GRU var mlcGru = "/blackberry.com2"; //sets second level category (region) var mlcRegion = "/noregiondefined"; // Special case for the UK site - set region to EU if (_host.indexOf("uk.blackberry") > -1 || _host.indexOf("com-blackberry-uk") > -1){ mlcRegion = "/eu"; } else if (_host.indexOf(".blackberry.com") > -1 || _host.indexOf("com-blackberry-") > -1) { if (_host.indexOf(".blackberry.com") > -1) { mlcRegion = "/" + _host.substring(0, _host.indexOf(".blackberry.com")); } else if (_host.indexOf("com-blackberry-") > -1) { mlcRegion = "/" + _host.substring("com-blackberry-".length, _host.indexOf("-", "com-blackberry-".length)); } } //set the mlc variable if(_hbxacct == "DM560111A3VA;*"){ var _hbxmlc=mlcGru+mlcRegion+mlcPath; } else{ var _hbxmlc=mlcRegion+mlcPath + ";" + mlcGru+mlcRegion+mlcPath; } hbx.mlc=_hbxmlc;//CONTENT CATEGORY hbx.pndef="title";//DEFAULT PAGE NAME hbx.ctdef="full";//DEFAULT CONTENT CATEGORY //OPTIONAL PAGE VARIABLES //ACTION SETTINGS hbx.fv="";//FORM VALIDATION MINIMUM ELEMENTS OR SUBMIT FUNCTION NAME hbx.lt="auto";//LINK TRACKING hbx.dlf=".do";//DOWNLOAD FILTER hbx.dft="y";//DOWNLOAD FILE NAMING hbx.elf="n";//EXIT LINK FILTER //SEGMENTS AND FUNNELS hbx.seg="";//VISITOR SEGMENTATION hbx.fnl="";//FUNNELS //CAMPAIGNS hbx.cmp="";//CAMPAIGN ID hbx.cmpn="CPID";//CAMPAIGN ID IN QUERY hbx.dcmp="";//DYNAMIC CAMPAIGN ID hbx.dcmpn="DCPID";//DYNAMIC CAMPAIGN ID IN QUERY hbx.dcmpe="";//DYNAMIC CAMPAIGN EXPIRATION hbx.dcmpre="";//DYNAMIC CAMPAIGN RESPONSE EXPIRATION hbx.hra="";//RESPONSE ATTRIBUTE hbx.hqsr="";//RESPONSE ATTRIBUTE IN REFERRAL QUERY hbx.hqsp="";//RESPONSE ATTRIBUTE IN QUERY hbx.hlt="";//LEAD TRACKING hbx.hla="";//LEAD ATTRIBUTE hbx.gp="";//CAMPAIGN GOAL hbx.gpn="";//CAMPAIGN GOAL IN QUERY hbx.hcn="";//CONVERSION ATTRIBUTE hbx.hcv="";//CONVERSION VALUE hbx.cp="null";//LEGACY CAMPAIGN hbx.cpd="";//CAMPAIGN DOMAIN //CUSTOM VARIABLES hbx.ci="";//CUSTOMER ID hbx.hc1=_hbxStrip(navigator.platform) + "|" + _hbxStrip(navigator.userAgent) + ";*"; //CUSTOM 1 hbx.hc2="";//CUSTOM 2 hbx.hc3="";//CUSTOM 3 hbx.hc4="";//CUSTOM 4 hbx.hrf="";//CUSTOM REFERRER hbx.pec="";//ERROR CODES //INSERT CUSTOM EVENTS hbx.lc="y"; //END EDITABLE SECTION //REQUIRED SECTION. CHANGE "YOURSERVER" TO VALID LOCATION ON YOUR WEB SERVER (HTTPS IF FROM SECURE SERVER) BlackBerry site monitoring function hbxMediaPlay(hbxFileName, hbxCurrentPos, hbxEndPos, hbxFlashVersion) { _hbSet('m.f',hbxFileName); _hbSet('m.cp',hbxCurrentPos); _hbSet('m.ep',hbxEndPos); _hbSet('m.s','play'); _hbSet('m.cl','Flash Player'); _hbSet('m.cv',hbxFlashVersion); _hbSet('m.tt','e'); _hbSend(); } function hbxMediaPause(hbxFileName, hbxCurrentPos, hbxEndPos, hbxFlashVersion) { _hbSet('m.f',hbxFileName); _hbSet('m.cp',hbxCurrentPos); _hbSet('m.ep',hbxEndPos); _hbSet('m.s','pause'); _hbSet('m.cl','Flash Player'); _hbSet('m.cv',hbxFlashVersion); _hbSet('m.tt','e'); _hbSend(); } function hbxMediaStop(hbxFileName, hbxCurrentPos, hbxEndPos, hbxFlashVersion) { _hbSet('m.f',hbxFileName); _hbSet('m.cp',hbxCurrentPos); _hbSet('m.ep',hbxEndPos); _hbSet('m.s','stop'); _hbSet('m.cl','Flash Player'); _hbSet('m.cv',hbxFlashVersion); _hbSet('m.tt','e'); _hbSend(); } function hbxMediaPlayProgress(hbxFileName, hbxCurrentPos, hbxEndPos, hbxFlashVersion) { _hbSet('m.f',hbxFileName); _hbSet('m.cp',hbxCurrentPos); _hbSet('m.ep',hbxEndPos); _hbSet('m.s','playp'); _hbSet('m.cl','Flash Player'); _hbSet('m.cv',hbxFlashVersion); _hbSet('m.tt','e'); _hbSend(); } var axel = Math.random()+"";var a = axel * 10000000000000;document.write('');

From this mess of unformatted text it is possible to synthesize lists of keyword phrases composed of one, two and three words. These are typically what people enter into a search field.

But because of the enormously skewed Code-To-Content ratio – just 8 PER CENT of the page is text – there are actually just 230 WORDS (highlighted in yellow) of useful text to do this, the rest being HTML, JavaScript and embedded CSS.

The more code that goes into displaying the useful content, the less importance a search engine will attribute it.
The full list of keyword phrases can be seen in Appendix I; however a shortened version is given in Table 1 below. 
As a general rule effective keyword densities should range between 5 to 15% of total text. Below this “sweet spot” the density of any single keyword phrase disappears into the background noise of web page “stuff”, above this the result can look like artificial “keyword packing” which, in some cases, may resemble fraudulent “Black Hat” SEO.
It’s also worth pointing out that because this is a percentage figure simply increasing the number of words will alter the ratio. Good copywriting is required.
Table 1. Keyword densities on eu.blackberry.com

	One Word
	Two Words
	Three Words

	blackberry (28) 15.82%
smartphone (9) 5.08%

curve (7) 3.95%

buy (6) 3.39%

storm (6) 3.39%

flip (6) 3.39%

bold (6) 3.39%

8900 (6) 3.39%

pearl (6) 3.39%

specifications (4) 2.26%

gallery (4) 2.26%

partners (2) 1.13%

developers (2) 1.13%

site (2) 1.13%

devices (2) 1.13%

overview (2) 1.13%

support (2) 1.13%

solutions (2) 1.13%

owners (2) 1.13%

us (2) 1.13%

lounge (2) 1.13%

software (2) 1.13%

compare (1) 0.56%

these (1) 0.56%

~

customer (1) 0.56%

europe (1) 0.56%

selected (1) 0.56%


	blackberry curve (6) 3.39%

blackberry storm (6) 3.39%

curve 8900 (6) 3.39%

blackberry bold (6) 3.39%

blackberry pearl (6) 3.39%

pearl flip (6) 3.39%

buy blackberry (4) 2.26%

gallery blackberry (4) 2.26%

specifications blackberry (4) 2.26%

smartphone blackberry (3) 1.69%

devices software (2) 1.13%

partners developers (2) 1.13%

storm smartphone (2) 1.13%

8900 smartphone (2) 1.13%

blackberry overview (2) 1.13%

bold smartphone (2) 1.13%

owners lounge (2) 1.13%

storm gallery (1) 0.56%

bold blackberry (1) 0.56%

unless otherwise (1) 0.56%

developers blackberry (1) 0.56%

appeal blackberry (1) 0.56%
~

smartphones blackberry (1) 0.56%

privacy policy (1) 0.56%


	 blackberry curve 8900 (6) 3.39% 
blackberry pearl flip (6) 3.39% 
curve 8900 smartphone (2) 1.13% 
blackberry bold smartphone (2) 1.13% 
blackberry storm smartphone (2) 1.13% 
8900 specifications blackberry (1) 0.56% 
partners developers newsroom (1) 0.56% 
newsroom customer success (1) 0.56% 
smartphone blackberry pearl (1) 0.56% 
owners lounge compare (1) 0.56% 
pearl flip smartphone (1) 0.56% 
us blackberry site (1) 0.56% 
us privacy policy (1) 0.56% 
blackberry storm specifications (1) 0.56% 
blackberry bold gallery (1) 0.56% 
blackberry storm blackberry (1) 0.56% 
~

these selected smartphones (1) 0.56% 
overview search devices (1) 0.56% 


As Table 1 clearly shows, just TWO keywords on eu.blackberry.com/eng sit in the sweet spot – the words “BlackBerry” and “smartphone”. While the first is an inevitability given the site (which search engines take into account in their ranking process) the second is such a high-competition property as to be meaningless.

Simply put, current keyword densities are abysmal. In comparison, nokia.co.uk’s keyword densities (excluding the word “Nokia”) average 6% for single-word phrases, 10% for two-word and 20% for three-word. Surprisingly then, Nokia’s code to content ratio is just 5 PER CENT; however, all this shows is how badly the actual text on eu.blackberry.com/eng is optimised (www.apple.com/uk/iphone/ is 9 per cent).
What this means: All the search engines work by trawling websites and recording the TEXT they find there. If there is little quality text and/or it is poorly focussed, incoherent and irrelevant, it will not count for much above the clamour of competing sites. No wonder that eu.blackberry.com/eng DOES NOT appear in the top 200 results for “smartphone” on Google.co.uk.
Recommendation: The text content of the site must be improved with particular attention paid to readability and good keyword density. This could be achieved by using the NOSCRIPT version of the website more effectively and paying attention to Accessibility improvements (explained later).
6. Back-end Considerations
Running the page through the World Wide Web Consortium (W3C) code validation tool (validator.w3c.org) results in the following (Fig. 9) …

Fig. 9 Screen grab of W3C Validator output for eu.blackberry.com/eng/
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Why this happens requires a probe around the back. While validation does not necessarily penalise a site with regard to Search Engine Ranking, it doesn’t help either and, for reasons which will be explained later, a site which passes the W3C validator is more likely to have a consistently high placing.

What follows is a step-by step examination of the code of this page which is mirrored throughout the site.
6.1.1. Doctype

Fig. 10 Screen grab of source code for eu.blackberry.com/eng/
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The DOCTYPE declaration is usually the very first line of a web page (see Fig. 10). The document type definition – usually shortened to DTD or doctype – as specified in the World Wide Web Consortium (W3C) standard, tells the browser what to expect and which set of design rules it should follow as it renders the site from the given code.

eu.blackberry.com/eng uses the TRANSITIONAL doctype. 

What this means: The W3C DISCONTINUED the TRANSITIONAL doctype in 2001 and it is not fully supported by the most recent browsers, meaning that rendering in the newest devices can be hit and miss. 
This may partly explain why the page has THREE conditional stylesheets to help it display correctly in Internet Explorer versions 1-5, ie6 and ie7. 
Recommendation: Use of the STRICT doctype and adherence to W3C codes, both essential if the page is to conform to the so-called “semantic” model; this allows a single page to be used on any platform, from laptop to mobile, and from screen reader to family TV, with more predictable results.

6.1.2. The Head
Code placed between <HEAD> … </HEAD> largely controls how the page is displayed. It is also the repository for style information and META data. Commonly, JavaScript is placed in the HEAD but this can be a mistake; since JavaScript is executed by the browser and not until after the page has been rendered, putting it this high up can delay loading to the point where the user clicks away or, if there are errors with the script, prevent it from loading at all.
6.1.2.1 Meta tags
META tags are used to convey information about the page to the browser and the search engines. There are many different tags, although currently only five are commonly used in web design. They are TITLE, DESCRIPTION, KEYWORDS, EXPIRES and ROBOTS.
In the event, eu.blackberry.com/eng uses just THREE …
1).TITLE: 
“BlackBerry - Smart Phone - Smartphone - BlackBerry UK and Europe”
The primary purpose of the TITLE tag is to place words in the title bar of the web page. It acts like the heading of a book chapter. Best practice says this should be a short coherent sentence with keywords relevant to the content and UNIQUE to the page.
What this means: The tag at eu.blackberry.com/eng is simply a list of words and partly because of the page’s poor keyword density (see above), it fails the quality test.
Assessment: poor.
Recommendation: The TITLE tag is another source of keywords which is directly involved in the search process – after all it will most likely form the text which identifies the entry in the search result. Therefore it requires some sort of coherent phrase. Compare with the tag at nokia.co.uk: “Nokia UK - world leader in mobile phone industry”.

Write a new tag using a call to action, e.g. “BlackBerry UK – find the smartphone that rings your bell”.
2).DESCRIPTION:
“Find a BlackBerry smartphone that is right for you at the official BlackBerry Europe website. Connect to what matters most in your life with BlackBerry smartphones.”
DESCRIPTION is possibly the most important tag after TITLE. Its primary used to describe the site to the search engines but most importantly, it is likely that it will be used by Google et al as the paragraph to be displayed in search listings. It should be full of good keywords and relevant to the displayed content. Descriptions should be unique to each page. If missing, the search engine will usually select a block of text from the body of the page.
What this means: Because eu.blackberry.com/eng uses images to render most of its content there is very little “spiderable” text. It is therefore difficult to compare the DESCRIPTION tag directly with the site content. The phraseology is neither pertinent to the site nor active enough to encourage users to click on the link.

A good DESCRIPTION tag should contain between 140 and 200 characters; this one has 139 (excluding spaces).
Assessment: poor.
3).KEYWORDS:
“BlackBerry, BlackBerry UK, BlackBerry Europe, smartphones, smart phone” 
The relevance of the KEYWORDS tag sparks debate among the SEO community, particularly since it is generally agreed that no major search engine now uses them to determine rankings on a day to day basis.

What this means: While all the above is true it is equally generally agreed among the SEO community that since every bit of content is worth its weight in gold the KEYWORDS tag should be used to add as many quality keywords as possible: in practise this is somewhere BETWEEN 25 AND 50. Here there are just FIVE keywords.
Assessment: poor.
6.1.3. Additional META tags

Two other common META tags should be considered aimed specifically at SEO.
1). ROBOTS: 
The ROBOTS tag is designed to tell search engine spiders which parts of the site to scan, and how often. It can also be used to tell the spiders NOT to scan parts of the site; one common reason is to screen off “restricted” areas. Another method of relaying this information is to use a file in the root of the site called robots.txt containing the same information. One reason for using this method is that one .txt file is easier to edit than a series of web pages.
Recommendation: Add a robots.txt file to the site to specify that all pages should be spidered regularly.

2). EXPIRES: 
As web designs get richer, they include more scripts, stylesheets, images, and multimedia (including Flash). For a first-time visitor this means that the delivery of the page includes a lot of distinct “conversations” (called HTTP Requests) to the server.
 Although in practice these take just milliseconds each, their combined total – plus the delay caused by re-establishing contact with the server – implies they should be kept to a minimum
What this means: Adding an EXPIRES tag to the HEAD of the page tells the browser that elements can be stored in the cache, so the next time s/he visits, the browser can call on its local store instead of asking the server.

The EXPIRES META tag is most often used with images, but should be used on all components including scripts, stylesheets, and Flash components.

For a page such as this where much of the content will rarely change, the EXPIRES tag would be set far in the future, telling the browser that it can rely on stored data. Elements which are frequently undated would carry an individual EXPIRES header. An example of the difference this makes can be seen on Steve Souders’s website (http://stevesouders.com/hpws/expireson.php). 
For an example of the difference that caching the page makes to the user experience see Fig. 7 below.

Fig. 9 Cached and un-cached weight graphs for eu.blackberry.com/eng/
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Recommendation: Add a long EXPIRES tag to the head of the page, for example …
<meta name="expires" http-equiv="expires" content="Thu,
 15 Apr 2010 20:00:00 GMT " />
6.1.4. Cascading Style Sheets
As part of the move towards building the “Semantic Web”, cascading style sheets (or CSS) have taken on increased significance. The basic idea is that the instructions given to the browser as to HOW it displays the content should be kept separate from that content.

In the event. eu.blackberry.com/eng DOES makes use of CSS, including a separate file to restyle the site for printing as well as the alternative Style Sheets for the Internet Explorer anomalies. 
The big benefit of external CSS over embedded styles – aside from the ability to edit styles sitewide using a single document – is that the styles are only loaded when required and can be reused from the browser cache instead of being re-interpreted each time. 
What this means: New style sheets should be employed to restyle the website for display on other platforms, including mobile. The site currently redirects any attempt to access it via mobile (including RIM BlackBerrys) to http://www.blackberry.mobi. Further investigation is required to determine the pros and cons of this arrangement. For example, the current set-up may require several versions of the site to be maintained.
Recommendations: If a “One-Web” solution (i.e. many platforms served by one template) is preferred, it would be advisable to change the method of calling the Style Sheets from the current method of LINKing (See Fig. 10) to one of IMPORTing (Fig. 11). 

Fig. 10 Link method
<link rel="stylesheet" href="/eng/assets/css/global.css" type="text/css" media="screen" title="Global" charset="utf-8" />
Fig. 11 Import method
<style type="text/css" media="screen" title="Global">


@import url('/eng/assets/css/global.css');

</style>
In general, LINK loads the style-sheet alongside the content while IMPORT loads the style after the content, this is less important where the device being used is predetermined (such as .mobi). It should be remembered that device-specific domains such as .mobi are intuitive to mobile users, but could still display content from a “one-web” page 

The use of the IMPORT method allows greater flexibility in applying combinations of styles and can help to lower page load times.

6.2. Server Load

6.2.1. Downloads

The un-cached page eu.blackberry.com/eng is large – 826,249 Bytes or more than 800Kb. In loading, 182 requests are made on the server. This equates to a download time of nearly 40 seconds on a high-speed T1 network. 
Full details of download times are given in Table 2 below. 
Table 2.—Download times for individual page elements
	Object type
	Size (bytes)
	Download/56K (seconds)
	Download/T1 (seconds)

	HTML:
	6,075
	1.41
	0.23

	HTML Images:
	49,570
	10.68
	1.06

	CSS Images:
	693,776
	170.87
	36.28

	Total Images:
	743,346
	181.55
	37.34

	JavaScript:
	54,987
	12.56
	1.89

	CSS:
	21,841
	5.55
	1.32


What this means: The sheer number of objects on the page – some of which do not display until clicked on – could make the download of this page unbearable. Research shows many users wait less than 10 seconds for a page to download before moving on. The figures show that a slow connection – perhaps an overloaded office LAN or a lap-top using a coffee shop Wi-Fi network – may mean a wait of more than THREE MINUTES to fully load the page. In practice, most users wait a fraction of that.
Recommendation: While corporate sensibilities may be that the opening page should be all-singing, all-dancing, in reality the long wait may drive users away from the page before it has even loaded. 
In general, the number of page elements should be less than 20 with greater emphasis given to CSS techniques such as coloured backgrounds, borders or spacing, the employment CSS sprites to help consolidate decorative images and the replacement of graphic text with CSS text headers to reduce HTTP requests.

In this particular example, the JavaScript object which contains much of the graphic load could be optimised to load only that which is necessary.

Greater attention to usability could also reap benefits. More of this later.

6.2.2. Images 

There are 167 images as big as 55kb on the page of which no more than 33 appear at any one time. 

Recommendation: While steps have been taken to minimise load by using CSS rollover menus, this could be further improved by using text-based CSS menus.
6.2.3. CSS

While the benefits of CSS cannot be overestimated, the sheer number of different stylesheets attached – six – is overkill. At least half of these are linked to the use of a TRANSITIONAL doctype.
Recommendation: Combine and reduce the number of external stylesheets
6.2.4. Scripts
There are eight external JavaScript files – totalling more than 56Kb – called from the page, including those linked with analytics. 
Recommendation: Many of the files have already been compressed and optimised. Most are placed correctly at the bottom of the page to allow progressive display. As a result, the only option is a reassessment of their requirement.
6.2.5. Web Standards

The W3Ccode validator’s 6 results page can be daunting: for a start the 85 Errors and 6 Warnings it throws up may actually be the result of less than a dozen mistakes in coding. In practice, correcting one error will usually clear up several more besides.
In addition, these errors may simply be the use of capital letters in a situation where the W3C standard says lower-case should be used. In essence, standards-compliance is not hard, just time-consuming.

While standards-compliance is no “Magic Bullet” solution for SEO, sites which pay greater attention to compliant code generally show better SERPS. As well as this, standards compliance is the first step towards an “accessible” website, the benefits of which are discussed below.

Finally, standards-compliant web sites …

· RUN more smoothly, 
· DELIVER content more consistently, 
· ARE LESS LIKELY to break, and are

· MOST LIKELY to display correctly across all browsers
This is especially true when applied in conjunction with a STRICT doctype.

7. Accessibility & Usability
7.1. What’s the difference?
“
Accessibility is ensuring that all users can access all services and content. Usability is ensuring that the process of accessing services and content is as intuitive and efficient as possible.”
· LÉONIE WATSON, British Web Design and Marketing Association's first workgroup for accessibility and usability
7.2. Usability

The site has obviously had some work done on usability: there is obvious hierarchy on the page and there is little conflict between individual items. Usability is an essential tool to get site visitors to travel along the path you want them to take, ending up with some form of conversion.

If the site is confused and overcrowded, that process becomes more difficult: users simply don’t know what to click first. A usable site has clear calls to action and distinct paths to follow. 

There is an interesting demonstration of this on the sister sites shopzilla.co.uk and shopzilla.com. Guess which one has a higher conversion ratio?
7.3. Accessibility

The news is not so good here, and not just in terms of improving the experience of blind or partially-sighted users. Since 2005, under European legislation, any EU website must take steps to improve disability rights access. To see what’s wrong, take off the style sheets and display the site using purely the back-end code (See Fig. 13)
	Fig 13 eu.blackberry.com/eng without CSS
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	What immediately becomes clear is the lack of any meaningful text on the site, with the only content being strings of text equating to links to other pages.

To experience what a page “looks” like on a screen reader – a machine which “speaks” the content of a website – you can use a simulator like the one at WebAIM (Web Accessibility In Mind)7. 

Léonie Watson who was quoted above is herself blind and uses the Jaws (v5.0) screenreader with Internet Explorer.  She says: "Through the net I'm able to communicate with friends and colleagues. I can do my banking and bill paying with relative ease and I can read the newspaper, locate articles and research far more readily than might otherwise be possible. 
“The sites for doing these things are still some way from ideal accessibility and usability, but despite this they transfer control back to the user. 

“You can't argue with the ability to Christmas shop online: no need for someone to describe each product to you, no need to worry that you've missed something."

A common myth about accessibility is that it caters to an insignificant minority. According to the RNIB, Tesco.com gained £13 MILLION a year in new business by making its site accessible site.


“You can't argue with the ability to Christmas shop online: no need for someone to describe each product to you, no need to worry that you've missed something."
A common myth about accessibility is that it caters to an insignificant minority. According to the RNIB, Tesco.com gained £13 MILLION a year in new business by making its site accessible site.
To make the site more accessible, it needs to have more relevant text at the top of the page.

7.4. The Unspoken Truth about Accessibility

While it may be great to get more business like tesco.com, the real truth about accessibility is much more significant.

Right now there is one class of “blind” web users who have TRILLIONS of dollars at their disposal and can influence entire societies. They will never “see” the elegant roll-over navigations and have no interest in colour combinations. And they’re not in the slightest bit worried about flashy animations or clever scripting.
They are the search engines – Google, Yahoo, Windows Live! and Ask, to name just four.

The unspoken truth about Accessibility is that it is perfect for SEO. All the “best practice” techniques aimed at making the Internet experience good for people who cannot see, hold doubly true for the search engine spiders. 
An example of this is related by spoonfed.co.uk, a London listings-based website which discovered that content it syndicated to other websites appeared in Google hours before their own pages. Quite simply, the syndicated sites were using more accessible designs.

And the use of CSS-styling to add extra content to the page which does not show unless the stylesheet is removed can drastically improve the amount of spiderable content on a web page whilst remaining within the search engine rules about “hidden” content. Further explanation of this can be found in Appendix 2 below.
Recommendation: eu.blackberry.com/eng/ should be restructured to place coherent content as close to the top of the page as possible with all external links placed lower down. 
8. Conclusions

8.1. Content:

· Provide more spiderable content in the form of coherent, relevant text
· Increase content further by use of a CSS Accessibility Custom Class

· Improve the ratio of code to content

· Produce a more comprehensive XML Sitemap and introduce a second SEO-focussed .txt sitemap
8.2. Structure: 
· Restructure the site to place spiderable content at the top of the page

· Reassess the need for large JavaScript-based content display

· Improve the download times of the page by reducing images and improving CSS-optimisation

· Consider the use of blackberry.co.uk as a more intuitive URL: this might also allow further submission of the site to directories in which blackberry.com already exists
8.3. Code: 
· Ensure that the site conforms to W3C standards

· Remove unnecessary code where possible to reduce page size and download times

· Improve the download times of the page by reducing images and improving CSS-optimisation
9. Appendix i: Existing Keywords
9.1. Keyword combinations found on eu.blackberry.com/eng/
	One Word
	Two Words
	Three Words

	blackberry (28) 15.82%
smartphone (9) 5.08%

curve (7) 3.95%

buy (6) 3.39%

storm (6) 3.39%

flip (6) 3.39%

bold (6) 3.39%

8900 (6) 3.39%

pearl (6) 3.39%

specifications (4) 2.26%

gallery (4) 2.26%

partners (2) 1.13%

developers (2) 1.13%

site (2) 1.13%

devices (2) 1.13%

overview (2) 1.13%

support (2) 1.13%

solutions (2) 1.13%

owners (2) 1.13%

us (2) 1.13%

lounge (2) 1.13%

software (2) 1.13%

compare (1) 0.56%

these (1) 0.56%

content (1) 0.56%

see (1) 0.56%

worldwide (1) 0.56%

legal (1) 0.56%

possibility (1) 0.56%

open (1) 0.56%

top (1) 0.56%

sitemap (1) 0.56%

shortcut (1) 0.56%

limited (1) 0.56%

appeal (1) 0.56%

motion (1) 0.56%

8220 (1) 0.56%

home (1) 0.56%

2009 (1) 0.56%

impression (1) 0.56%

services (1) 0.56%

careers (1) 0.56%

index (1) 0.56%

skip (1) 0.56%

newsroom (1) 0.56%

search (1) 0.56%

copyright (1) 0.56%

smartphones (1) 0.56%

innovation (1) 0.56%

policy (1) 0.56%

privacy (1) 0.56%

success (1) 0.56%

discover (1) 0.56%

otherwise (1) 0.56%

noted (1) 0.56%

world (1) 0.56%

research (1) 0.56%

up (1) 0.56%

contact (1) 0.56%

pure (1) 0.56%

back (1) 0.56%

unless (1) 0.56%

navigation (1) 0.56%

customer (1) 0.56%

europe (1) 0.56%

selected (1) 0.56%


	blackberry curve (6) 3.39%

blackberry storm (6) 3.39%

curve 8900 (6) 3.39%

blackberry bold (6) 3.39%

blackberry pearl (6) 3.39%

pearl flip (6) 3.39%

buy blackberry (4) 2.26%

gallery blackberry (4) 2.26%

specifications blackberry (4) 2.26%

smartphone blackberry (3) 1.69%

devices software (2) 1.13%

partners developers (2) 1.13%

storm smartphone (2) 1.13%

8900 smartphone (2) 1.13%

blackberry overview (2) 1.13%

bold smartphone (2) 1.13%

owners lounge (2) 1.13%

storm gallery (1) 0.56%

bold blackberry (1) 0.56%

unless otherwise (1) 0.56%

developers blackberry (1) 0.56%

appeal blackberry (1) 0.56%

contact us (1) 0.56%

bold gallery (1) 0.56%

site monitoring (1) 0.56%

possibility blackberry (1) 0.56%

2009 research (1) 0.56%

storm specifications (1) 0.56%

lounge careers (1) 0.56%

limited unless (1) 0.56%

buy owners (1) 0.56%

storm blackberry (1) 0.56%

europe worldwide (1) 0.56%

open up (1) 0.56%

flip smartphone (1) 0.56%

us blackberry (1) 0.56%

policy legal (1) 0.56%

index contact (1) 0.56%

services owners (1) 0.56%

motion limited (1) 0.56%

content europe (1) 0.56%

lounge compare (1) 0.56%

otherwise noted (1) 0.56%

these selected (1) 0.56%

discover pure (1) 0.56%

worldwide partners (1) 0.56%

home blackberry (1) 0.56%

shortcut navigation (1) 0.56%

copyright 2009 (1) 0.56%

legal copyright (1) 0.56%

selected smartphones (1) 0.56%

flip 8220 (1) 0.56%

pure innovation (1) 0.56%

overview search (1) 0.56%

newsroom customer (1) 0.56%

support solutions (1) 0.56%

curve appeal (1) 0.56%

solutions support (1) 0.56%

navigation home (1) 0.56%

8900 blackberry (1) 0.56%

customer success (1) 0.56%

software solutions (1) 0.56%

8900 gallery (1) 0.56%

flip specifications (1) 0.56%

software support (1) 0.56%

compare these (1) 0.56%

blackberry site (1) 0.56%

innovation blackberry (1) 0.56%

developers newsroom (1) 0.56%

flip blackberry (1) 0.56%

smartphone back (1) 0.56%

noted shortcut (1) 0.56%

careers partners (1) 0.56%

smartphone discover (1) 0.56%

bold specifications (1) 0.56%

8900 specifications (1) 0.56%

flip gallery (1) 0.56%

8220 smartphone (1) 0.56%

smartphone open (1) 0.56%

buy sitemap (1) 0.56%

smartphone see (1) 0.56%

support services (1) 0.56%

us privacy (1) 0.56%

search devices (1) 0.56%

site index (1) 0.56%

impression blackberry (1) 0.56%

sitemap site (1) 0.56%

blackberry skip (1) 0.56%

overview devices (1) 0.56%

smartphones blackberry (1) 0.56%

privacy policy (1) 0.56%


	blackberry curve 8900 (6) 3.39% 
blackberry pearl flip (6) 3.39% 
curve 8900 smartphone (2) 1.13% 
blackberry bold smartphone (2) 1.13% 
blackberry storm smartphone (2) 1.13% 
8900 specifications blackberry (1) 0.56% 
partners developers newsroom (1) 0.56% 
newsroom customer success (1) 0.56% 
smartphone blackberry pearl (1) 0.56% 
owners lounge compare (1) 0.56% 
pearl flip smartphone (1) 0.56% 
us blackberry site (1) 0.56% 
us privacy policy (1) 0.56% 
blackberry storm specifications (1) 0.56% 
blackberry bold gallery (1) 0.56% 
blackberry storm blackberry (1) 0.56% 
contact us privacy (1) 0.56% 
buy blackberry storm (1) 0.56% 
worldwide partners developers (1) 0.56% 
smartphone blackberry curve (1) 0.56% 
buy blackberry pearl (1) 0.56% 
storm gallery blackberry (1) 0.56% 
flip specifications blackberry (1) 0.56% 
curve appeal blackberry (1) 0.56% 
blackberry bold specifications (1) 0.56% 
pearl flip blackberry (1) 0.56% 
smartphones blackberry storm (1) 0.56% 
solutions support services (1) 0.56% 
services owners lounge (1) 0.56% 
bold gallery blackberry (1) 0.56% 
8900 blackberry pearl (1) 0.56% 
buy blackberry bold (1) 0.56% 
content europe worldwide (1) 0.56% 
buy owners lounge (1) 0.56% 
discover pure innovation (1) 0.56% 
bold smartphone blackberry (1) 0.56% 
devices software solutions (1) 0.56% 
navigation home blackberry (1) 0.56% 
selected smartphones blackberry (1) 0.56% 
blackberry bold blackberry (1) 0.56% 
curve 8900 blackberry (1) 0.56% 
blackberry overview devices (1) 0.56% 
owners lounge careers (1) 0.56% 
possibility blackberry pearl (1) 0.56% 
8220 smartphone open (1) 0.56% 
blackberry overview search (1) 0.56% 
flip blackberry storm (1) 0.56% 
impression blackberry storm (1) 0.56% 
bold blackberry curve (1) 0.56% 
privacy policy legal (1) 0.56% 
8900 smartphone blackberry (1) 0.56% 
pure innovation blackberry (1) 0.56% 
site index contact (1) 0.56% 
partners developers blackberry (1) 0.56% 
specifications blackberry curve (1) 0.56% 
buy blackberry curve (1) 0.56% 
pearl flip specifications (1) 0.56% 
compare these selected (1) 0.56% 
developers newsroom customer (1) 0.56% 
specifications blackberry storm (1) 0.56% 
8900 gallery blackberry (1) 0.56% 
storm smartphone blackberry (1) 0.56% 
storm blackberry bold (1) 0.56% 
curve 8900 specifications (1) 0.56% 
appeal blackberry curve (1) 0.56% 
legal copyright 2009 (1) 0.56% 
lounge compare these (1) 0.56% 
smartphone blackberry bold (1) 0.56% 
bold specifications blackberry (1) 0.56% 
limited unless otherwise (1) 0.56% 
home blackberry overview (1) 0.56% 
flip gallery blackberry (1) 0.56% 
shortcut navigation home (1) 0.56% 
storm specifications blackberry (1) 0.56% 
pearl flip 8220 (1) 0.56% 
policy legal copyright (1) 0.56% 
europe worldwide partners (1) 0.56% 
software support solutions (1) 0.56% 
buy sitemap site (1) 0.56% 
gallery blackberry storm (1) 0.56% 
bold smartphone discover (1) 0.56% 
pearl flip gallery (1) 0.56% 
careers partners developers (1) 0.56% 
gallery blackberry curve (1) 0.56% 
support services owners (1) 0.56% 
blackberry site monitoring (1) 0.56% 
software solutions support (1) 0.56% 
noted shortcut navigation (1) 0.56% 
blackberry storm gallery (1) 0.56% 
motion limited unless (1) 0.56% 
flip smartphone back (1) 0.56% 
otherwise noted shortcut (1) 0.56% 
specifications blackberry pearl (1) 0.56% 
flip 8220 smartphone (1) 0.56% 
unless otherwise noted (1) 0.56% 
gallery blackberry pearl (1) 0.56% 
smartphone open up (1) 0.56% 
developers blackberry overview (1) 0.56% 
copyright 2009 research (1) 0.56% 
index contact us (1) 0.56% 
innovation blackberry bold (1) 0.56% 
search devices software (1) 0.56% 
8900 smartphone see (1) 0.56% 
gallery blackberry bold (1) 0.56% 
lounge careers partners (1) 0.56% 
sitemap site index (1) 0.56% 
specifications blackberry bold (1) 0.56% 
devices software support (1) 0.56% 
curve 8900 gallery (1) 0.56% 
overview devices software (1) 0.56% 
smartphone discover pure (1) 0.56% 
these selected smartphones (1) 0.56% 
overview search devices (1) 0.56% 


10.  Apendix ii: Accessibility-related CSS styles
The current CSS standards include the display attribute, which includes the value none. If this style is correctly applied to an element in a browser which uses CSS it will not show up.

For example, we can define a style called .accessible thus …

.accessible { display: none; } 

This can be applied using SPAN tags thus

Now you see me <span class=”accessible”>, now you don’t!</span> 

In a CSS-compliant browser such as Internet Explorer or Firefox what is seen is

Now you see me

But remove the style sheets for the page and you see

Now you see me, now you don’t! 

This means that text can now be embedded in a web page which only shows up in “accessibility” mode (i.e. when the style sheets are not used). 
An example of this might be the addition of explanatory text to a web page link …

<a href="/eng/support/" rel="Get help with your BlackBerry device, software or billing, and read about BlackBerry training and how to get technical support"><span class=”accessible”>Get help with your BlackBerry device, software or billing, and read about BlackBerry training and how to get Technical </span>
Support</a> 

In the browser, with a style sheet applied, this shows as …

Support
Without a style sheet applied, this shows as …
Get help with your BlackBerry device, software or billing, and read about BlackBerry training and how to get Technical Support
This not only makes more sense to a screen reader, it also provides more spiderable text for search engines to index.
11. Citations

1. Archive.org – see web.archive.org/web/20070202130500/eu.blackberry.com/eng/
2. Digital Point Backlink Tracker – see www.digitalpoint.com
3. SEO Quake – data as of March 13, 2009
4. Yahoo Site Explorer – see siteexplorer.search.yahoo.com/uk/siteexplorer/search?p=http%3A%2F%2Feu.blackberry.com%2Feng&bwm=p&bwms=p&fr=yfp-t-501&fr2=seo-rd-se
5. “Blackberry.com – Traffic Details from Alexa” – see www.alexa.com/data/details/traffic_details/eu.blackberry.com/eng
6. The W3C markup Validation Service – see http://validator.w3.org/
7. WebAIM Screen Reader Simulation – see http://www.webaim.org/simulations/screenreader-sim.htm
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