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Thinking BIG:
Big Solutions for 

Big Sites



GAMEPLAY & RULES

· Earn points by signing up, attending, and participating

· Unlock new levels, earn badges and check our 
leaderboard 

· Use #SuperSEOGame to continue the conversation

· Have fun!



SINGLE PLAYER of the day

Rebecca Berbel
Product Marketing 
Manager @Oncrawl
@rebberbel



The BIG picture

1. Definitions & context

2. Technical constraints & solutions

3. Challenges in SEO strategy

4. Focus areas for successful SEO



What is a big site?



What do big sites 
have in common?



















How can see the
big picture?



6 Interpreting data

5 Retrieving data

4 Storing data

Analyzing data3

2 Preparing data

1 Collecting data



1 Collecting data

Why is it hard to get a view of the 
whole site?



1 Collecting data How do you reduce the time it 
takes to crawl?

⚠ Site infrastructure
⚠ Processing power



1 Collecting data How do you reduce the time it 
takes to crawl?

limited by maximum available 
resources = requires more time
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1 Collecting data How do you reduce the time it 
takes to crawl?

limited by maximum available 
resources = requires more time

autoscaling crawl clusters as 
required = requires more power
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1 Collecting data

“Google Kubernetes Engine enables us to tackle 

gigantic projects immediately, allowing our 

customers to crawl even hundreds of millions of 

JavaScript pages without prior notice. We’ve 

seen our JavaScript crawler scale up from 10 to 

750 pods in just a few minutes.”

—Philippe David, Chief Technology Officer, Oncrawl



1 Collecting data
Why is it hard to get a view of the 
whole site?

LOGS

ah ha!



1 Collecting data
Why is it hard to get a view of the 
whole site?

LOGS



2 Preparing data

1 Collecting data

Managing data for the full site

● Extracting

● Structuring

● Sorting

● Filtering

● Grouping



2 Preparing data

1 Collecting data

100 000 000 (pages)

× 100 (links per page)

10 000 000 000 (links)



2 Preparing data

1 Collecting data

100 000 000 (pages)

= (100 000 000 × 99 999 999) ÷ 2

≅ 100 000 0002

10 000 000 000 
000 000 

(duplication analyses)



2 Preparing data

1 Collecting data

× 1 × 2 × 3

3 300 000 000 000 000



2 Preparing data

1 Collecting data

BIG data
= sorting + hash + logarithms

3 300 000 000 000 000

800 000 000

3 300 000 000 000 000



Analyzing data3

2 Preparing data

1 Collecting data

✓ Inrank

Metrics that 
add BIG value

✓ Duplicate
content



Analyzing data3

2 Preparing data

1 Collecting data



Analyzing data3

2 Preparing data

1 Collecting data

SimHash (Moses S. Charikar)



Analyzing data3

2 Preparing data

1 Collecting data

Accessible information

Calculatable information

Archived information

4 Storing data



Analyzing data3

2 Preparing data

1 Collecting data

4 Storing data

If you think of a datamart as a store of bottled 

water – cleansed and packaged and 

structured for easy consumption – the data 

lake is a large body of water in a more natural 

state. The contents of the data lake stream 

in from a source to fill the lake, and various 

users of the lake can come to examine, dive 

in, or take samples.

—James Dixon, then Chief Technology Officer, Pentaho



4 Storing data

Analyzing data3

2 Preparing data

5 Retrieving data

1 Collecting data

Video of app navigation

https://docs.google.com/file/d/1ulOtJRNKl5ZM2X90LKYjbZwIE3zqFTaq/preview


4 Storing data

Analyzing data3

2 Preparing data

5 Retrieving data

1 Collecting data

https://docs.google.com/file/d/1b9i7gSZdek8mTOHBs3h7BAlhfJDVZZGn/preview


4 Storing data

Analyzing data3

2 Preparing data

5 Retrieving data

1 Collecting data

We use one of the best systems – 

ElasticSearch – to store, index and retrieve 

your data, for over 1400 native metrics as 

well as additional connectors, ingested or 

scraped data, etc. Our goal is fast and 

reliable retrieval.
—Vincent Terrasi, Data SEO Educator & Product Manager, Oncrawl



4 Storing data

Analyzing data3

2 Preparing data

5 Retrieving data

1 Collecting data

Accessibility



6 Interpreting data

5 Retrieving data

4 Storing data

Analyzing data3

2 Preparing data

1 Collecting data

Data viz



6 Interpreting data

5 Retrieving data

4 Storing data

Analyzing data3

2 Preparing data

1 Collecting data By number of GA sessions
   green = pages with most sessions

By profit margin
   darker = greater margin

By publication date
   lefthand columns = most recent

By page template margin
   each color = different template



6 Interpreting data

5 Retrieving data

4 Storing data

Analyzing data3

2 Preparing data

1 Collecting data



What does it mean 
to think big?



Get the right support for SEO

Use data to illustrate:

● Low risk: the project is not complex or hard to 
predict

● Low cost: the technical solution envisioned is 
reasonable

● Easy to measure/monitor: quantitative data is 
available to measure the actions and the results

● Impactful: there is a business benefit to be gained 
from the success of this project



I could pitch this project as the first step to improve the ROI of 

all of our future SEO projects. At the C-level when I present my 

ideas, I can tell that there’s a lot of confidence. I’d still like to 

bring the data to the table, because you can’t make good 

decisions without the data to back it up. But when I say, ‘here’s 

what I’d like to do next,’ the response now is mostly, ‘that 

sounds like a good direction to move in.’

— Murat Yatağan, VP of Growth, Brainly



Define strategy adapted to your 
budget



Set up a sustainable crawl strategy

● Infrequent massive crawls: Obtain and maintain 
a view of the full site

● Regular smaller crawls: Monitor and improve

○ Top levels of the site

○ Limited to a certain template

○ Limited by parameters

○ Lists of important pages

○ Lists of pages with known problems

○ Limited to areas where changes have 
occurred



Set up a sustainable crawl strategy

● Representative crawls: Can you generalize? What 
are the limitations?

● Setting up small(er) crawls: How do you guide a 
crawler? Why?

○ URL lists

○ Links that are "followed" by the crawler

○ Subdomains

○ Robots.txt rules



Where are the
big wins?



"I'd probably start by looking at indexability and the canonical 

strategy."
— Mickaël Serantes, Technical SEO Strategist, Oncrawl

"Particularly with ecommerce sites with parameters, I'd focus 

on indexability and crawl budget."
— Adeline Lecellier, SEO Strategist, Oncrawl



Indexing & Strategy

In-app graph examples



Indexing & Ranking

In-app graph examples



Indexing & Crawl budget

In-app graph examples



"It's important for big sites to look at overall health, particularly 

status codes. Often if they've been using less enterprise-level 

tools, they have never seen a full view of their site health 

before."
— Janaina Barreto-Romero, Customer Success Manager, Oncrawl

"A good first focus is to check sanity. This works well with a 

sample of pages that is representative of page templates."
— Jérôme Salomon, Technical SEO Strategist, Oncrawl



Sanity checks & 3xx redirects



Pagination

In-app graph examples



Duplicate content

pages in these clusters declare a canonical URL…
BUT there's more than one canonical URL per cluster



Duplicate content

the pages that rank
that are also in a cluster with >80% similarity 



Hreflang

pages in these clusters use hreflang declarations to 
explain the similarities between the pages



Hreflang



"It's also important to ingest additional information, like 

exports from Ahrefs or SEMrush."
— Janaina Barreto-Romero, Customer Success Manager, Oncrawl

"What's important? Sanity, indexing, and logs. And you should 

also be ingesting conversion data if you really want to 

improve SEO on a big site."
— Julien Picot, Product Manager, Oncrawl



Big sites are 
different.



● Insist on what you need
● Use the right tools
● Focus 
● Segment
● Prioritize
● "Quick wins"



Grab your controller,
it’s time for Q&A!


