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Porto Hotels EG SEO Website Audit 
 

Portohotelseg.com — Executive Summary 
 
Portohotelseg.com is generating meaningful organic traction (~16.3K monthly sessions) 
and ranks #1 for several core brand/location queries (e.g., porto golf marina, porto marina 
resort and spa). At the same time the site shows moderate technical debt: the most 
recent crawls report a health score in the mid-60s with hundreds of issues (errors, 
warnings, notices), a modest backlink profile (224 backlinks, Authority Score ≈14) and 
multiple on-page problems that limit conversion and indexation.  
 

Audit scores & headline metrics (what matters) 
 

●​ Site Health Score: 65 / 100 (Ahrefs site audit, Aug 12, 2025). Note: an earlier 
snapshot (Aug 11) shows a higher score (82), so there is either a recent regression or 
variation between crawls. 

●​ Total identified issues: ~682 issues (112 errors / 502 warnings / 68 notices) in 
another. 

●​ Organic traffic: ~16.3K monthly. 
●​ Keywords tracked / ranking footprint: ~385 target keywords in the current set 

(with many high-value #1–#3 rankings).​
Backlinks / Authority: 224 backlinks from ~99 referring domains, Authority Score 
≈ 14. Anchor profile is heavily branded. 

 

Top technical problems (highest immediate impact) 

1.​ 4xx / broken pages & internal links: 4 pages reporting 4xx + 19 broken internal 
links — direct UX & crawlability loss. 

2.​ Duplicate metadata & missing/incorrect headings: 14 duplicate titles, 66 
duplicate metas, 40 pages with multiple H1s and several missing H1s — dilutes 
SERP relevance and CTR. 

3.​ Missing ALT text & thin content: ~303 images missing ALT; 62–66 pages flagged 
low text:HTML ratio. Accessibility, image search and topical depth suffer. 

4.​ Unminified JS/CSS & one slow page: 131 unminified assets; at least one page 
reports slow load (affects Core Web Vitals). 

5.​ Indexability quirks / orphan pages: 85 internal pages found, 79 indexable; 30 
orphan pages (14 present in sitemap but not internally linked) — content is hidden 
from crawlers. 
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Content & organic performance highlights 

●​ The site gets most of its traffic from informational intent (~61% of keywords → 
~15.9K traffic) while transactional queries are underutilised (27% → ~2K). That 
means plenty of traffic but a conversion gap.​
 

●​ Top performing keywords include porto golf marina, porto marina, porto marina 
resort and spa, porto said resort & spa — several rank in positions 1–3 and drive 
the bulk of visibility. 

 

Schema, social tags & structured data 

 
Open Graph & Twitter cards are widely present, but JSON-LD / Schema is essentially only 
on the homepage — the site is missing Hotel/LocalBusiness/FAQ/Review schema that 
could enable rich results.  
 
 

Suggested 6-month targets (realistic) 
●​ Health Score → 85–95. 
●​ Organic traffic → +35–45% (≈55K monthly). 
●​ Referring domains → +15–20%; Authority Score → 35. 
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Detailed dev-ready page — Major issues, exact 
URLs, and fixes (two-column format) 
 
 

Issue (priority) Example URLs (exact) 

1) 4xx pages (P0 — critical) https://portohotelseg.com/el-jabal-resort/rooms 

https://portohotelseg.com/explore
-old 

 

https://portohotelseg.com/said-re
sort/rooms/superior-room-sea-vie
w 

Acceptance: HTTP 200 for restored pages OR HTTP 301 
redirect in place; Search Console shows no crawl errors 
for these URLs after re-crawl. Remove from 4xx export. 

2) Broken internal links (P0 — 
high impact) 

Internal linking reports list 19 broken links. Sample: 
https://portohotelseg.com/rooms/superior (linked from 
footer) 

3) Duplicate title tags & meta 
descriptions (P0/P1) 

14 pages with duplicate titles; 66 duplicate metas. 
Affects category & room template pages. 

4) Multiple H1s / missing H1s (P1) 40 pages with multiple H1s; some key pages missing 
H1. Examples on room and offer templates. 

5) Missing ALT attributes on 
images (P1) 

~303 images missing alt. Sample gallery URLs in 
/media/ and /uploads/. 

6) Thin content / low text:HTML 
ratio (P1) 

~62–66 pages flagged: e.g., /gallery, certain room 
pages, offers pages. 

7) Unminified JS/CSS & heavy 
assets (P1 — performance) 

131 unminified asset files; specific heavy scripts on 
https://portohotelseg.com/room/suite 

8) Core Web Vitals / slow page 
(P1) 

Specific slow page(s) flagged in the audit (see 
performance export). 
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9) Orphan pages (P2 — 
indexability & discovery) 

30 orphan pages; 14 appear in sitemap but have no 
internal links (e.g., /offers/old-offer-2023) 

10) Missing / incomplete 
Schema (P2 — SERP features 
lost) 

Only homepage has JSON-LD. Missing: Hotel, 
LocalBusiness, FAQ, Review structured data on 
room/offer pages. 

11) Hreflang / language issues 
(P2 — international targeting) 

English and Arabic content intermingled; inconsistent 
hreflang on localized pages. 

12) Sitemap / robots.txt quirks 
(P2) 

Sitemap contains pages flagged as non-indexable in 
some snapshots. robots.txt allows everything but has 
legacy disallows in comments. 

13) Redirect chains & incorrect 
canonicalization (P1) 

Redirect chains >2 hops found for some migrated 
URLs. Canonical tags on category pages sometimes 
point to root. 

14) Backlink profile & toxic links 
(P2 — authority risk) 

224 backlinks across ~99 domains; high % 
low-authority. 

15) Booking funnel & CTA issues 
(P1 — conversion) 

Booking pages lack microcopy and have inconsistent 
CTAs (examples in funnel export). 
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Keywords & Topical health 
 

●​ Organic footprint today: ~385 tracked keywords, ~16.3K organic monthly visits. 
Top ranked brand/location terms drive most visibility. 

●​ Intent mix: ~61% informational, 27% transactional, 10% commercial — large 
informational volume but a conversion gap to capture. 

●​ Top keyword strengths: “porto golf marina”, “porto marina”, “porto marina resort 
and spa”, “porto said resort & spa”, “porto el sokhna hotel” (many in #1–#3 
positions). These are the foundation to expand from. 

 

1) Top keywords (priority list — English + Arabic) 

Below are the highest-impact keywords the site already ranks for (best immediate ROI) — 
position, monthly volume, percent of traffic (where available). Use these as anchor pages 
for deeper topical clusters. 

Top English keywords (high impact) 

1.​ porto golf marina — Position 1 — Volume 6,600 — Traffic ~19%.​
 

2.​ porto marina — Position 1 — Volume 3,600 — Traffic ~10.4%.​
 

3.​ porto marina resort and spa — Position 1 — Volume 2,900 — Traffic ~8.4%.​
 

4.​ porto said resort & spa — Position 1 — Volume 2,400 — Traffic ~6.9%.​
 

5.​ porto el sokhna hotel — Position 3 — Volume 8,100 — Traffic ~4.5%.​
 

6.​ porto sokhna — Position 2 — Volume 5,400 — Traffic ~4.3%.​
 

Top Arabic keywords (high priority) 

●​ العلمين مارينا بورتو  — Position 6 — Volume 390.​
 

●​ السخنة بورتو منتجع  — Position 5 — Volume 110.​
 

●​ الساحل الجولف بورتو  — Position 35 — Volume 390.  
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Where traffic comes from: page-level concentration 
 
Three pages deliver the lion’s share of organic sessions: 
• /marina-resort-home ≈ 27% of traffic (55 keywords). 
• /marina-golf-home ≈ 24% of traffic (34 keywords). 
• /sokhna-resort ≈ 13% of traffic (61 keywords).  
 

Keyword intent & opportunity map 

●​ Informational (61%): great for top-of-funnel awareness (guides, things-to-do, local 
attraction pages). Convert by adding booking CTAs and micro-conversions. 

●​ Transactional (27%): under-optimized relative to volume — build landing pages for 
room types, packages, offers, and FAQs that match booking intent. 

●​ Commercial (10%): use product/offer pages + comparison content (why book direct 
vs OTAs).​
 

Priority: convert informational -> transactional by enriching existing high-traffic posts with 
“Book / Check availability” modules and structured data for offers. 

 

Topic clusters (recommended) — 6 pillar clusters to own 

Each pillar becomes a hub page (pillar) and 6–8 supporting posts (spokes). 

1.​ Porto Marina (brand & location hub) — pillar: Porto Marina resort overview + 
booking CTA. Spokes: dining guide, marina activities, events, family stays. (Targets: 
“porto marina”, “porto marina resort and spa”).​
 

2.​ Porto Golf & Golf Tourism — pillar: Porto Golf Marina — tee times, course guide. 
Spokes: golf packages, tournaments, “golf + stay” bundles. (Targets: “porto golf 
marina”).​
 

3.​ Porto El Sokhna — pillar: Porto Sokhna resort hub + local travel logistics. Spokes: 
day trips, beaches, transfer guides. (Targets: “porto el sokhna hotel”, “porto 
sokhna”).​
 

4.​ Rooms & Offers (Transactional hub) — pillar: Rooms & booking landing page. 
Spokes: room-type pages, family suite pages, honeymoon packages. (Targets: 
transactional queries.)​
 

5.​ Events & MICE — pillar: Meetings & events facilities. Spokes: corporate events, 
weddings, conference packages.​
 

6.​ Local Attractions & Activities — pillar: “What to do near Porto (El Alamein / 
Sokhna / Marsa Matrouh)”. Spokes: local attractions, food guides, marina activities. 
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Keyword gaps & quick wins (low effort / high impact) 

Quick wins (implement in months 1–2): 

●​ “porto marina hotel number” — Position 3 (volume 260) — create a short 
contact/FAQ page with structured data (FAQ + LocalBusiness) to push to #1.​
 

●​ Local Arabic variants (e.g., العلمين, مارينا بورتو, ) improve Arabic landing
 pages and hreflang to capture local searchers


●​ Expand and optimize the three pillar pages (/marina-resort-home, 
/marina-golf-home, /sokhna-resort) with transactional sections and schema — they 
already drive most traffic.​
 

Medium-term wins (months 3–6): 

●​ Create “Golf + Stay” package landing pages targeting long-tail golf queries.​
 

●​ Produce authoritative local guides (e.g., “Top 10 things to do near Porto El Sokhna”) 
and interlink to room/offer pages.​
 

●​ Implement Hotel/LocalBusiness schema across property & room pages to enable 
rich results. 
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Content briefs — 12 high-priority bilingual pieces (titles + 
brief) 
 

Each brief below: intent, target KW (EN/AR), headline, word count, CTA, primary internal 
links, schema suggestion. 

1.​ Title: “A Golfer’s Guide to Porto Golf Marina” / « بورتو جولف ملعب دليل »​
 Intent: Informational → commercial. Target KW: porto golf marina (EN), الجولف بورتو  
(AR). 1,200–1,600 words. CTA: “View Golf Packages / Book Tee Time”. Internal links: 
marina-golf-home, rooms. Schema: FAQ + Article.​
 

2.​ “Exploring Porto Marina: Dining, Beaches & What to Expect” / « :مارينا: بورتو دليل

 Intent: Informational. KW: porto marina. 1,200 words. CTA:Check Availabilit. Link
 to restaurant pages. Schema: LocalBusiness + Breadcrumb


3.​ “How to Book the Best Room at Porto El Sokhna” / « السخنة بورتو في غرفة أفضل حجز كيفية »​
 Intent: Transactional. KW: porto el sokhna hotel. 900–1,200 words. CTA: Direct 
booking widget. Schema: Hotel + Offer.​
 

4.​ “Porto Marina Contact & Phone — Everything You Need” / « والمعلومات السخنه بورتو فندق رقم »​
 Intent: Navigational/transactional. KW: porto marina hotel number / بورتو فندق رقم  

4060 .السخنه. 0 words + schema. CTA: Call / Book


5.​ “Top Family Activities at Porto Sokhna” / « السخنة بورتو في للعائلات أنشطة أفضل »​
 Intent: Informational. KW: porto sokhna family activities. 1,200 words. CTA: Family 
offers. Schema: Event/Article.​
 

6.​ “Porto Marina: Weddings & Events — Packages & Venues” / « بورتو في والفعاليات الزفاف حفلات  
​«مارينا
 Intent: Commercial. 800–1,000 words. CTA: Request a quote. Schema: Event + 
LocalBusiness.​
 

7.​ “Best Restaurants at Porto Marina” / « 8 مارينا« بورتو مطاعم أفضل 00 words. CTA: Reserv
e tabl


8.​ “Top 10 Beaches Near Porto” / « 1,3 بورتو« من قريبة شواطئ 10 أفضل 00 words. CTA
: Packages & transfer


9.​ “How to Get to Porto from Cairo” / « 79 القاهرة« من بورتو إلى الوصول كيفية 00 words. CTA
: Transfer bookin


10.​ “Golf Packages: Stay & Play” / « 9 بورتو« في الجولف باقات 00 words, transactional. CTA
: Package bookin


11.​ “FAQ — Booking, Check-in, Policies” / « 8 الدخول« وسياسات الحجز — الشائعة الأسئلة 00 words
. Schema: FA
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12.​ “Why Book Direct? 5 Reasons to Book on Portohotelseg.com” / « مباشرة؟« تحجز لماذا
 600 words. CTA: Book now

 

Prioritization matrix (Immediate → 6 months) 
 

●​ Priority A (Month 1–2): Optimize pillar pages (add CTAs, schema), create “contact / 
phone” page, publish 4 briefs (items 1–4), fix duplicate meta for top 50 pages. 

●​ Priority B (Month 3–4): Publish briefs 5–8, implement Hotel schema across room 
pages, begin outreach for golf/travel writers. 

●​ Priority C (Month 5–6): Publish briefs 9–12, run CRO experiments on booking 
funnel, scale link acquisition.  

 
 

Measurement & KPIs for keyword program 

Track weekly & monthly: 

●​ Number of keywords in Top 3 / Top 10 / Top 20. (Baseline: 63 in Top 1–3; 89 in Top 
4–10). 

●​ Organic traffic from targeted pillar pages (monitor % of overall traffic). 
●​ Transactional keyword traffic (goal: +20–30% vs baseline ~2K). 
●​ Conversions (bookings / calls) attributable to content — add UTM & event tracking. 
●​ Rich results impressions & clicks (post-schema).​

 

Targets for 6 months (conservative): Top-3 keywords +25–40%; organic traffic (→ ~55K); 
transactional traffic +20–30%; referring domains +5–10%.  
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Backlinks Analysis 
 
 

●​ Total backlinks: ~224 links from ~99 referring domains (current snapshot). The 
link profile is relatively small and concentrated, which limits domain authority 
growth. 

●​ Authority profile: Domain Authority / Authority Score is low (~14), with the majority 
of referring domains falling in the low-authority bracket (AS 0–10). This indicates 
the need for higher-quality placements. 

●​ Anchor text distribution: Heavily branded (majority anchors = variations of 
“portohotelseg / porto marina”), which is safe but limits thematic relevance signals 
for non-brand queries. 

●​ Risk signal: A nontrivial share of referring domains are low-quality/low-trust; we 
should screen for toxic/spam links and consider remediation where appropriate 

 

Profile breakdown (what the data shows) 
 

1.​ Count & spread: ~224 backlinks from ~99 domains → average ≈2.3 links per domain 
(clustering around a small set of pages/domains).​
 

2.​ Top referring domain types (by number / perceived value): branded directories & 
low-authority travel listing sites, local business directories, niche blogs, and a few 
travel aggregator pages. Few high-authority editorial links were found.​
 

3.​ Anchor makeup: ~50–60% brand anchors; remainder are generic (e.g., “visit porto 
marina”, “read more”) and a handful of keyword anchors. Overuse of brand anchors 
limits topical relevance for non-brand search queries.​
 

4.​ Link types: Mostly dofollow editorial/directory links; some links appear to be from 
site templates or widget backlinks (low editorial value).​
 

5.​ Velocity & churn: Link acquisition is slow/steady with few recent high-value 
additions; there are some lost links (we should track lost vs. new monthly). (See raw 
export for first-seen / last-seen dates). 
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Top risk / opportunities (prioritised) 
 

Risks 

●​ Low-quality concentration: Many referring domains have low authority and 
limited topical relevance — this can cap the site’s authority score and dilute link 
equity. 

●​ Potential toxic links: A handful of domains look spammy or irrelevant; they should 
be evaluated for removal or disavow.  

Opportunities 

●​ Reclaim & convert brand mentions: Unlinked brand mentions and review listings 
that can be claimed and turned into dofollow links. 

●​ Create linkable assets: Data-driven local guides, golf tourism content, and “best 
of” lists to attract higher-quality travel and sports backlinks. 

●​ Targeted outreach: Travel publications, local tourism boards, golf and marina 
niche sites, Egyptian travel blogs and lifestyle media. These are high-relevance 
prospects with better authority potential.  

 

Recommended tactical plan (90 days → 6 months) 

Priority actions are grouped by impact & effort. 

Immediate (Weeks 1–3) 

1.​ Full backlink audit & triage — produce a CSV: each referring domain + URL + link 
type (dofollow/nofollow) + Authority Score + anchor + first/last seen + traffic 
estimate. Mark each as: High value / Neutral / Toxic candidate. 

2.​ Reclaim & fix: Reach out to sites with broken links or unlinked brand mentions and 
ask to convert to live dofollow links (or to correct anchors). Priority: high-traffic 
references and local directories. 

3.​ Remove/disavow process (if required): For domains classified as toxic after 
manual review, assemble a disavow file and follow the Search Console process.​
 

Short-term (Month 1–3) 

4.​ Create 2–3 linkable assets: e.g., “A Golfer’s Data Guide to Porto Golf Marina” 
(original data + downloadable PDF), “Top 25 Things to Do Near Porto” (localized, 
bilingual). 

5.​ Targeted outreach campaign: 40–60 curated pitches to travel journalists, local 
news sites, golf blogs, and tourism directories.​
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6.​ Guest post & partnership program: Identify 10 high-relevance blogs/sites for 
co-authored content or sponsored editorial. 

Mid-term (Month 3–6) 

7.​ PR + data stories: Use seasonal offers, event tie-ins (golf tournaments, holiday 
packages) to pitch data-driven stories to national and regional media. These 
generate high-value editorial links. 

8.​ Local partnerships: Work with tourism boards, local events, and adjacent 
businesses (restaurants, marinas, golf clubs) for mutual linking, events, and content 
swaps. 

9.​ Monitor & iterate: Monthly link reports; adjust outreach lists based on success 
rates; scale what works.​
 

Disavow / Toxic link workflow (if needed) 
 

●​ Export candidate list from backlink tool (raw). 
●​ Human review — check each domain/page manually for spam signals (irrelevant 

language, link networks, thin content, malware warnings). 
●​ Attempt removal — contact webmasters for removal (3–6 attempts over 2–4 

weeks). 
●​ Disavow — only after failed removal and clear evidence of harm, submit a disavow 

file via Search Console with individual domains/URLs and a short rationale. 
●​ Monitor — track Authority Score and organic movement post-disavow; expect 

gradual effects over weeks/months.  
 
 

KPIs & targets (6 months) 
 

●​ Referring domains: +10% (goal: ~109+ domains). 
●​ Backlinks (total): +25% (goal: ~280). 
●​ Authority Score: increase from ~14 → 50 (conservative). 
●​ High-quality editorial links: secure 8–12 links from domains with AS > 30. 
●​ Toxic links: reduce/remove >90% of identified toxic candidates (if any). 
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Content Report & 6-Month Strategy 
 

Portohotelseg.com already has strong brand and local visibility (core brand/location 
keywords like porto golf marina, porto marina resort and spa, porto sokhna driving most 
traffic). The site’s content footprint is skewed to informational queries (~61% of traffic) and 
under-leverages transactional pages. Fixing metadata, enrichments, schema and a 
focused bilingual content program will (1) convert high-intent visitors, (2) grow non-brand 
organic visibility, and (3) supply linkable assets for outreach. Goal for 6 months: +15–25% 
organic traffic, +20–30% transactional visits, and more Top-3 keyword placements. 

 

 

Current content strengths & weaknesses 

Strengths 

●​ Strong brand & local keyword rankings (multiple #1–#3). 
●​ Existing pillar pages that attract the majority of traffic (marina/golf/sokhna).​

 

Weaknesses 

●​ High share of informational traffic but weak conversion paths inside those pages 
(few CTAs, booking modules, offers). 

●​ Thin pages, duplicate meta/titles, missing H1s and ALT on images (technical issues 
reducing on-page performance). 

●​ Limited schema usage beyond homepage (missed rich result opportunities). 
●​ Arabic content inconsistent: some pages are machine or partial translations and 

hreflang setup is incomplete. 

 

Audience & intent (who we write for) 
●​ Leisure Families — looking for resorts, family activities, easy transfers. (Intent: 

informational → transactional) 
●​ Golf Tourists — seeking golf + stay packages and tee-time info. (Intent: 

commercial/transactional) 
●​ Local Weekenders / Nearby tourists (Cairo, Alexandria) — looking for weekend deals 

and quick logistics. (Intent: transactional) 
●​ Event Planners / MICE — searching venues, capacities, and event packages. (Intent: 

commercial) 
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Content pillars & cluster map (priority) 
 

1.​ Porto Marina (Brand & Location Hub) — spokes: dining, marina activities, events, 
transport.​
 

2.​ Porto Golf (Golf Tourism Hub) — spokes: course guide, packages, tournaments, 
best months to play.​
 

3.​ Porto El Sokhna (Regional Hub) — spokes: day trips, beaches, transfers, family 
offers.​
 

4.​ Rooms & Offers (Transactional Hub) — spokes: room pages, package landing 
pages, comparison pages (family vs. suite).​
 

5.​ Events & Weddings (MICE Hub) — spokes: wedding packages, conference rooms, 
testimonials, galleries.​
 

6.​ Local Experiences & Things To Do — spokes: food guides, water sports, kids’ 
activities, top beaches.​
 

Bilingual approach & localization rules 
 

●​ Every pillar and spoke should have EN + AR versions, not machine-literal 
translations. Arabic must be culturally localized (phrasing, units, months).​
 

●​ Apply hreflang at page-level and in sitemaps: use en-EG and ar-EG (or consistent 
codes you use). Ensure canonicalization doesn’t point cross-language.​
 

●​ For Arabic pages, confirm right-to-left (RTL) styling, correct fonts and mirrored 
images where appropriate (e.g., UI elements). 

 
 

Content types & formats (what to produce) 
 

1.​ Long-form pillar pages (2,000–3,000 words) — deep guides + strong internal 
linking + schema.​
 

2.​ Bilingual blog posts / spoke articles (1,200–1,600 words) — SEO-optimized briefs.​
 

3.​ Transactional landing pages (800–1,200 words) — room types, packages, offers with 
booking modules and schema.​
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4.​ Micro-pages / contact & phone pages (400–600 words) — local intent; exact match 
queries.​
 

5.​ Linkable assets (data guides, downloadable golf PDF, “Top 25 things” localized 
lists).​
 

6.​ Visual content: image galleries with alt, short videos (30–90s) for social & YouTube.​
 

7.​ FAQ pages and FAQ schema for common booking and policy queries. 
 
 

Measurement, KPIs & reporting 

Track: 

●​ Organic sessions from content pages (by pillar). Weekly.​
 

●​ Keywords in Top 3 / Top 10 / Top 20. Monthly.​
 

●​ % of site traffic from transactional pages (goal: +20–30%). Monthly.​
 

●​ Conversions attributable to content (bookings, calls) — UTM + GA4 event tracking. 
Weekly and monthly.​
 

●​ Engagement: avg time on page, bounce, scroll depth for new pillars. Weekly.​
 

●​ Rich result impressions & clicks (after schema rollout). Monthly.​
 

●​ Backlinks generated by asset & outreach campaigns (monthly).​
 

Dashboard: GA4 + Search Console + Ahrefs (or Semrush) weekly snapshot; monthly 
deep-dive report. 
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