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The New iPhone 8
& How To Rank For It:
A Complete SEO Strategy

After the most highly-anticipated product release in Apple’s history, resellers 
need to be ahead of the competition. With this whitepaper, Ayima tells you 
how to do just that. 

The iPhone is one of the most anticipated product launches of the year. Millions 

of people from around the world tune in to watch the new product announcement 

live every September.

In the UK alone, searches for iPhone terms reach 7 digit figures every year. With 

the iPhone 6 reaching 9,140,000 searches in September 2014 and the iPhone 7 

reaching 6,120,000 searches in September 2016, it certainly is a highly queried 

keyword. In order to capture the surge in traffic in surrounding the latest iPhone 

release, companies will spend millions of pounds in paid advertising.

Ranking within the top 5 for iPhone 8 is very competitive, and with Apple’s 

restrictions making it even more difficult, it’s all the more beneficial once achieved. 

In this white paper, we will uncover the full SEO strategy required to get that 

number one spot and, more importantly, how to get there quickly. 
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Challenges

Apple Restrictions

Apple sets strict restrictions to all iPhone sellers, especially telecom companies such 

as O2, Vodafone, EE, Three and giffgaff. 

Apple have also imposed several regulations which prohibit the breadth of content 

that resellers can publish. For example, no reseller can mention the iPhone prior 

to its release, publish any news articles or even publish a blank page for the new 

iPhone 8.

Unfortunately, the challenge doesn’t end there. The original content supplied by 

Apple cannot be edited, official images must be used and no custom descriptions 

are allowed. This means that each iPhone seller must use identical content without 

the option of tweaking it to stand out from their competitors.

Any articles published on the domain are also highly regulated. Apple does not 

allow telecom providers to compare the iPhone with any other manufacturers, such 

as Samsung, or publish anything negative about the handset, regardless of how 

small it might be.

All these restrictions make it extremely difficult to perform well organically.

Speed of Deployment

Apple’s strict guidelines mean network providers and resellers all receive content 

at the same time, and are all working to the same guidelines.

In theory, this means that Apple have created a level playing field for resellers as 

they can only publish content on their sites the day they receive official details. 

This therefore means that time is of the essence. 

Resellers that have an agile development process and can publish content quickly 

on their website have a distinct advantage over larger, more complex sites that 

take time to update. 

Planning for the new iPhone release should start well ahead of the event. It is 

crucial for resellers to have the shortest turn around period possible when creating 

new iPhone pages and deploying them, as well as making other website changes 

to support them.
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The Opportunity

iPhone Market

Before we define the SEO strategy, it’s vital that we fully understand the market. The iPhone is a multi-billion-

pound industry, therefore we are continually seeing new competitors entering the search results. For our SEO 

strategy to be as effective as possible, we need to fully understand the past to predict the future. 

iPhone Models

The S model of every iPhone launch has never performed as well as an entirely new model of iPhone, as 

seen in the graph below.

 

If we follow the previous releases from Apple, we could automatically presume the new iPhone would be 

called the iPhone 7s. However, this year is Apple’s 10th anniversary for the iPhone and therefore Apple has 

skipped the iPhone 7s and has instead  launched the iPhone 8, iPhone 8 Plus and iPhone X. 

Demand for the iPhone 8 started as early as January 2017 with 165,000 searches, and it continued to swiftly 

increase month by month. July 2017 saw just under 700,000 searches, even though the handset (or the 

handset name for that matter) had not been officially announced.
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Due to the new iPhone being a 10-year anniversary model, searches have almost reached 700,000 within 

two months of the official announcement. Therefore, we can safely predict that search volumes for the new 

iPhone 8 will be significantly higher than previous models, with the possibility of them exceeding 9 million 

searches during September 2017.

Google Search Results

Google’s search results will naturally change considerably before and after the iPhone release, as user intent 

changes during this period.  

For example, users searching for the new iPhone during August and early September are more than likely to 

be in the research phase. Many users want to learn more about the new iPhone, and are likely to be looking 

for iPhone reviews, videos, features and so forth.

In contrast, users in October are more likely to have already researched the new iPhone and it is plausible 

they are in the purchase phase.

If you look at Google’s search results from 2016 and compare September and October for the term “iPhone 

7”, we can clearly see Google are serving different sites in order to meet changing user intent:

1    Apple
2   Trusted Reviews
3   Tech Radar
4   Alpha
5   Cnet
6   Mirror
7   Digital Trends
8   9 to 5 Mac
9   GSM Arena
10   Mac World

Sep - 16 Oct - 16
Position   Site

1    Apple
2   Apple
3   Carphone Warehouse
4   Trusted Reviews
5   Three
6   EE
7   Tech Radar
8   Vodafone
9   O2
10   GSM Arena
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Search results were primarily dominated by e-commerce websites in October 2016, with a 

handful of news and review websites still appearing. 

As the content published by phone networks is restricted by Apple, resellers must focus on 

purchase phase keywords when they go to market from announcement day. 

Fortunately, this coincides with Google’s shift in favouring sites with a retail focus, at least 

for generic iPhone terms such as ‘iPhone 7’.

Recommended SEO Strategy

Note: We have not included all best practice SEO recommendations such as page speed, 

schema, meta data, etc. in this document. Instead, this document is specific to the SEO 

strategy recommended by Ayima to rank after the iPhone 8 announcement and in time 

for the launch.

To implement a successful SEO campaign and target high search volume, generic iPhone 

keywords, we need to ensure our campaign meets as many user intents as possible. This 

can be accomplished via on-page content or by internally linking out to other iPhone 

pages. The second piece is ensuring the page has a good user experience from Google’s 

perspective. 

We start our strategy at a basic level: ensure your page is not a dead-end.

As we are not targeting specific keywords such as ‘iPhone 8 128GB rose gold’, we need 

to ensure your page is not a dead end from Google’s perspective. This means ignoring 

the header and footer links and concentrating on what is unique on that specific page. 

The question to ask yourself is ‘Does the page internally link out to any other iPhone-related 

pages or does it link out to other pages that may meet a specific user intent?’. This can be 

anything from iPhone accessories to another iPhone device.

Internal Linking

You may have Googled a competitive keyword and found many of the top-ranking 

pages have no text content. You also may have wondered how they have achieved such 

high rankings with only a handful of links on the page?

The answer is simple. When you are searching for a generic keyword, Google doesn’t 

know what your intent is. Therefore, a landing page that contains internal links to other 

pages which meet different user intents is favoured over pages with comprehensive on-

page content on a specific topic and no internal links to meet any other user intents.

A perfect example is the term ‘Mobile Phones’. Many of the top-ranking websites have 

zero content, just links. Here’s an example below from Argos. At the time of writing, 

they rank in 4th position for ‘Mobile Phones’.
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Their ranking landing page has almost no text content, just large images that contain links. 

This is only one example and it doesn’t end there. Mobile Phones Direct, giffgaff, Tesco Mobile and many 

other sites all rank on page one for ‘Mobile Phones’. Whilst it’s a given that their backlink profiles will have a 

part to play in their rankings, each site has little to no on-page content, just internal links.

Family Device Links

Apart from O2 Telefonica and EE, all e-commerce websites ranking on page one currently use family device 

links. These links are above the fold, and they allow users to easily and efficiently navigate to other devices 

from the same family. 

A number of examples are shown below:

Carphone Warehouse

Vodafone

Three



AYIMA   |   HOW TO RANK FOR IPHONE 8 & IPHONE X: A COMPLETE SEO STRATEGY                                                                                                      PAGE 8

These links not only help to improve user experience from Google’s perspective, they also improve the on-

page authority of all iPhone product pages. This is because an internal link from a relevant page is far more 

valuable than an internal link from an irrelevant page. 

Implementing family device links on all your iPhone product pages is a must if you want to reach that 

number one spot for ‘iPhone 8’. Furthermore, the most popular phone should be featured first. For 

example, far fewer people search for the Plus version of any phone. Therefore, you must place the ‘iPhone 

8’ first, followed by the Plus version. 

This will allow your new iPhone 8 page to instantly receive a handful of internal links from highly relevant 

and already established pages.  

On-Page Content

E-commerce websites that sell Apple products are not allowed to modify or add to the original Apple 

supplied content. This is why companies such as O2, Vodafone and Carphone Warehouse all use exactly the 

same product descriptions. An example of this can be seen below. 

This paragraph is the same on the Carphone Warehouse, O2, EE, Vodafone, Three and giffgaff websites. 

Using unique product descriptions is out of the question, but there are a few key tips that should be 

considered which we will walk you through. 

Apple supplies the content on the day of the product announcement as one large image. For several weeks, 

many telecom providers will tend to use the full image as their product description, as opposed to converting 

it into HTML. This means the page has almost no unique text content. By converting the large image into 

HTML as quickly as possible, you get an instant advantage. From our experience, Carphone Warehouse is 

typically the first to fully convert this into HTML, often within 24 hours of the announcement.

To rank well, it is vital that the page is converted from an image into HTML as soon as possible—ideally within 

hours of the page going live. This will ensure your page can surpass most of your competitors from an SEO 

perspective. 
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iPhone Specification

As previously mentioned, due to Apple restrictions, resellers are unable to make changes to on-page copy. 

This means any iPhone specific content will be identical to all other e-commerce sites.

This is where the specification section of the page can really help differentiate your iPhone page. 

Carphone Warehouse currently dominates the iPhone rankings, often outranking the official Apple website, 

and have spent a lot of time and resource on their specification section. 

Nevertheless, others such as Three typically use generic specification sections, such as the one displayed below. 

Carphone Warehouse provide the above, but they also took their specification to the next level by 

breaking down each significant feature and adding non-technical details for anyone to interpret.

An example of this can be seen below:
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This comprehensive specification from Carphone Warehouse allows them to stand out from the crowd from 

Google’s perspective. If all websites were equal from an off-page perspective, Carphone Warehouse would 

certainly have the advantage. 

The key takeaway here is to ensure that you maximise the specification section of your page to include 

as much information and detail as possible. This can help meet additional user intents such as iPhone 7 

camera, processor, battery etc., thereby improving on-page authority.

iPhone Reviews

Another great feature that almost all product pages have, is the reviews section. This is where each iPhone 

product page can truly differentiate itself from the competition.

It goes without saying that implementing customer reviews in HTML format as opposed to them being 

injected via JavaScript is beneficial. JavaScript reviews add to page load speeds and are not always 

rendered by Googlebot. 

Something to consider which hasn’t yet been done by any e-commerce website, is to create a dedicated 

‘iPhone 8 Reviews’ page that lists far more reviews than those visible on the product page. 

This page should be linked to via the current reviews section on your iPhone 8 page, and you can see an 

example of this below.

Reviews

 Best iPhone yet! 26/11/2016 By LeaLea83
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo 
consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. 
Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

 I think this is the best phone in the world I really recommend this phone 01/10/2016 By Nikola123
At vero eos et accusamus et iusto odio dignissimos ducimus qui blanditiis praesentium voluptatum deleniti atque 
corrupti quos dolores et quas molestias excepturi sint occaecati cupiditate non provident, similique sunt in culpa 
qui officia deserunt mollitia animi, id est laborum et dolorum fuga.

 Apple have nailed it. 09/09/2016 By Nim nim
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. 

 Love it, love it, love it 02/09/2016 By ChrisT
Sed ut perspiciatis unde omnis iste natus error sit voluptatem accusantium doloremque laudantium, totam rem 
aperiam, eaque ipsa quae ab illo inventore veritatis et quasi architecto beatae vitae dicta sunt explicabo.

See more iPhone 8 reviews
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Implementing a small link that allows users to navigate to the iPhone 8 Reviews page will suffice. 

Doing this has three advantages. 

1. We can now meet a new user intent (iPhone 8 reviews), which no other competitor is targeting.

This helps improve rankings for generic keywords such as ‘iPhone 8’.  

2. The search volume for ‘iPhone 8 reviews’ will exceed 100,000 searches per month. Whilst we’re not

looking to outrank leading websites such as TechRadar, we can certainly gain some traffic from 

longer tail keywords related to iPhone reviews.  

3. You can link back to your product page (using breadcrumbs) via the iPhone 8 reviews page. As

previously discussed, internal links from relevant pages are far more valuable than links from 

irrelevant pages.  

iPhone FAQ

Frequently asked questions (FAQs) can help the user convert when they are unsure about something, and 

they have a valuable SEO benefit.

Frequently asked questions’ content is educational, with billions of users searching for educational content 

every day - Google certainly has a soft spot for it. 

Once again, Carphone Warehouse is the only e-commerce site to leverage this type of content for SEO. 

Cleverly, they focus on unique questions, as opposed to generic phone / sim-related FAQs which are 

featured across all products. 

An example of Carphone Warehouse’s FAQ section can be seen below:
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At present, O2, Three, Vodafone, EE and giffgaff do not leverage this technique to add additional, valuable 

content on their iPhone product pages. Again, this helps you to meet another user intent; educational 

iPhone content. 

Implementing unique and tailored FAQs on your iPhone 8 product page can help further improve on-page 

authority, allowing you to outperform competitors.

iPhone Accessories

This is another concept that is not currently leveraged by many e-commerce websites. Featuring iPhone 

accessories at the bottom of your iPhone product page can be advantageous because it provides additional 

links to highly relevant pages and adds more content to your iPhone product page. Once more, this will 

help you to meet another user intent; iPhone accessories. 

To successfully implement this strategy to maximise the SEO opportunity, you must first create a dedicated 

iPhone accessories landing page. 

This page should be the hub for any iPhone user looking to purchase an accessory for their iPhone.

Towards the bottom of your product page, you should feature a list of the most popular iPhone accessories, 

which is usually cases. An example of this can be seen below, demonstrated by Carphone Warehouse. 

Unlike Carphone Warehouse, we recommend linking out to the primary iPhone accessories hub page. This 

not only helps to boost on-page authority for your iPhone accessories page, but it can also help your main 

iPhone product page excel in organic search. 

This is primarily due to the iPhone product page linking out to many iPhone-related pages such as 

accessories, reviews and other iPhone products, to name a few. This naturally makes the page a perfect 

fit for any user searching for ‘iPhone 7’ when their user intent is unknown. This strategy includes both our 

internal linking and user intent methods, which was covered earlier in this paper. 
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iPhone Hub

An iPhone hub page usually lives close to the root of the domain (e.g. www.example.com/iphone) and will 

likely feature all of the iPhone devices on a single page. Users can then easily navigate to their preferred 

iPhone product page. 

The iPhone hub page will have multiple benefits for SEO, both for branded and unbranded searches. 

For example, a user searching for a branded term, such as ‘Three iPhone’, will see Three’s iPhone hub page 

with sitelinks to all iPhone-related pages. This can be seen in the image below.

The iPhone hub page is one of few pages that is highly relevant to iPhones that will not be deleted due to a 

device being discontinued. Therefore, it will naturally accumulate backlinks from external websites over time. 

Your iPhone hub page will be one of the strongest pages on your site, so should link out to your iPhone 

product page. 

One telecoms provider that does this well is Three, who currently feature all iPhone devices that are for sale 

and include an informative summary. As most other e-commerce websites do not provide this, they have 

leveraged a fantastic opportunity to stand out from the crowd.

An example of this can be seen on the following page.
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If your website doesn’t already have an iPhone hub page, we highly recommend publishing one. The 

page should consist of all iPhone devices that are currently in production and should feature content and 

internally link where relevant. For example, if you have a refurbished iPhone page, this is great place to 

internally link to it. 
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iPhone Compare

Most e-commerce websites currently ranking for the term ‘iPhone 7’ leverage an iPhone compare page. 

This is a page that features all the latest iPhones, with specifications, where users can easily compare each 

device side by side.

An example of this can be seen below, from Vodafone:

Not only is the page excellent if aiming to rank for keywords such as ‘iPhone compare’ and ‘Compare 

iPhone’, as page like this also allows you to link out to your key product pages via a highly relevant page.

To maximise your SEO strategy and ensure your iPhone product page is ahead of the competition, you must 

ensure you have an iPhone compare page that doesn’t use JavaScript and contains as many specifications 

and relevant information as possible. 

The page should ideally be linked to from the iPhone hub page and the family device links that are featured 

on all iPhone products. 

Blog Posts

Many e-commerce websites do not leverage blog articles, which can significantly help boost SEO 

performance for your key product landing pages. 

Once again, Carphone Warehouse leverages this technique very well, by publishing articles on the day of 

the new iPhone announcement and internally linking back to their main product page.
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In 2016, the iPhone 7 was launched on the 7th of September. Carphone 

Warehouse published two unique iPhone-related articles on the same day, and 

continued to publish articles throughout the month. By the end of September, 

Carphone Warehouse had already published seven iPhone 7 related articles.

Some of the article headlines from Carphone Warehouse can be seen below:

n   Complete guide to iPhone 7

n   iPhone 7 from Carphone Warehouse

n   How to get the most from your first iPhone

n   5 of the best new features in iOS 10

n   4 iPhone 7 accessories you need to check out

This approach allowed the company to stand out from any other e-commerce 

competitor through the provision of far more handset specific content and 

relevant internal links.

To rank for the term ‘iPhone 8’ as quickly and highly as possible, a similar 

approach needs to be taken. 

In addition, the success of this strategy relies on your site having a blog that 

is flexible and enables you to publish new articles without requiring significant 

development or design resource.

One or more articles on the day of announcement is necessary to start building 

authority on a brand-new iPhone product page. The articles must be highly 

relevant to the new iPhone, whilst also internally linking to the product pages    in 

a natural way. 

It’s also beneficial for you to publish news articles announcing any iPhone-related 

updates. An example of this could be a news article letting users know that the 

new iPhone has now been announced, followed by two more news updates when 

the iPhone is officially available to pre-order and purchase.

Any future updates, such as a new iPhone colours can also be published and 

linked back to the relevant iPhone product page. 

To achieve position one rankings and retain them, you must regularly publish 

iPhone 8-related articles, guides and ‘how to’ articles on your blog. The goal here 

is to consistently improve the on-page authority of your product pages and to 

ensure you are not overtaken by any competitors.

Implementing the above strategy will certainly help boost SEO performance,     

but the objective is to be number one, as quickly as possible.
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This is a great opportunity to leverage our aforementioned internal linking SEO 

strategy. So far, your iPhone 8 product page should meet the following user 

intents at a minimum: 

n   Buy iPhone 8 (product page)

n   iPhone 8 accessories

n   iPhone 8 specification

n   iPhone 8 camera

n   iPhone 8 battery

n   iPhone 8 reviews

n   iPhone 8 compare (linking out to iPhone compare page)

During September, many websites such as TechRadar often rank with large 

articles covering topics such as top 10 iPhone features and the latest iOS 

update, for example.

For Google to deem your page worthy enough to rank for ‘iPhone 8’ as early as 

possible, you should leverage internal linking and link out to all of your blog articles. 

This is another tactic that no e-commerce website currently employs. Whilst 

we appreciate that the page is indeed a product page, this technique can still 

be implemented. Any internal links can simply be placed below the fold under 

important product modules such as description, specification, reviews and 

accessories. A new module named ‘Latest iPhone 8 Articles’ (or similar) will suffice.

This strategy will allow your e-commerce page to be associated with guides, ‘how 

to’ articles and news posts; it naturally meets far more user intents than any other 

iPhone 8 product page.

Discontinued iPhones

Almost every year when new iPhones are released, the old ones are discontinued. 

When an iPhone model such as the iPhone 6s and 6s Plus is discontinued, the 

product pages should not be deleted or redirected. It goes without saying that a 

clear message should be displayed to alert users that this product is discontinued 

or out of stock, but the content should remain on the page (whilst still adhering to 

Apple guidelines). 
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This technique will allow the handset to continue ranking for keywords such 

as ‘iPhone 6s’, whereas redirecting the page will result in a loss of rankings. 

Although redirecting the page can help, it would only do so up to a certain extent. 

Hundreds of backlinks related to iPhone 6s won’t carry the same weight when they 

link to an iPhone 8 page. You are therefore devaluing the off-page authority your 

domain receives. 

Furthermore, a link above the fold should be placed to allow users to easily navigate 

to the newest iPhone model (in this case the iPhone 8). 

This helps your iPhone 8 page receive additional internal links from relevant and 

established pages, thereby helping boost on-page authority. 

Conclusion

Apple have announced one of the most highly anticipated iPhone models in their 

history. With this international exposure, there will be an extremely high number of 

online searches for the new iPhone model. As a reseller, ranking highly for Apple’s 

new iPhone will result in a significant amount of revenue generated through pre-

ordering and online purchases.

This SEO strategy is tailored towards building on-page authority for your 

key iPhone 8 landing page. This can be achieved by using internal linking 

strategies, combined with content that meets a number of different user intents. 

Implementing the full strategy will help to improve rankings for both generic terms 

and long tail keywords whilst following Google guidelines. 

The key to early success is making sure the strategy is implemented as soon as 

possible. This requires dedicated resource to set up unique iPhone 8 accessory 

pages, writing FAQs, elaborating on specifications, and applying other tactics 

outlined above. This multifaceted approach will not only make your iPhone 8 

page more competitive but will also help drive you towards that coveted number 

one spot.


