
Link building is one of those disciplines that sounds simple until you do it at scale. A few outreach emails, a
handful of placements, and suddenly you have a link profile that looks impressive in a spreadsheet. The hard part
is everything that happens before and after that spreadsheet: choosing targets that make sense, earning links that
don’t rot, and building relationships that keep paying off long after the first campaign ends. This is where a digital
marketing agency earns its keep, not by chasing volume, but by applying consistent judgment.

Below are link building best practices I’ve seen work across different business types and budgets, with enough
practical detail to help digital marketing agencies run campaigns that are both effective and defensible.

Start with the kind of site you want to be associated with
Most teams treat “link building” as a task, but it is really a brand association system. Every link is a signal of
relevance and trust between two entities. If your best links come from sites that have nothing in common with
your audience, you might see short-term movement, but you’re building on sand.

When you’re planning link acquisition, begin by defining what you want your links to say about you:

Are you positioned as an authority in a narrow niche, or as a generalist?

Do you want to be cited by industry publications, local news, software directories, or communities?

Who should feel like your content belongs on their pages?

A practical way to make this real is to build a “target audience map.” Look at the sites that your customers already
trust, then identify the pages where they typically discover new information. If your best prospects are decision-
makers at mid-market companies, don’t waste time chasing blogs with mostly student audiences. It’s not that
those links are “bad,” it’s that they are unlikely to produce real engagement, referral traffic, or repeatable wins.

Build assets that earn links without begging for them
True link earning is still outreach, but the work is different. Instead of asking for attention, you engineer usefulness.
The most link-attractive assets tend to be specific and durable, not broad and trendy.

In practice, that usually means you need at least one of these:

A data-led resource that stands on its own

A tool or template that solves a real problem quickly A set of case studies with enough detail to be genuinely
reusable A research-backed guide where the claims are measurable, not just opinion

The “durable” part matters. I’ve watched teams launch a flashy infographic that got traction for a few weeks, then
faded as soon as the trend cycle moved on. Contrast that with a practical how-to guide that keeps getting cited
because it answers questions readers still ask months later. When you’re running link building campaigns as a
digital marketing agency, durability reduces your cost per link because you can keep promoting and updating
what already works.

A quick reality check on “link bait”

People use that phrase like it’s a trick. Sometimes it is, but often it’s just a lack of clarity about what you’re making.
If a page exists purely to win links, you end up with content that feels thin, and editors can smell it quickly. If the
content earns attention because it’s genuinely useful, the links feel less like a transaction and more like a citation.



Do not skip the targeting stage, or outreach turns into noise
Outreach success is mostly determined by targeting and relevance. If your email reaches the wrong person at the
wrong publication with the wrong offer, even a great pitch will land poorly.

Before you write anything, get specific about the page you want to earn a link from. A lot of teams do broad
outreach like “We noticed you cover marketing topics.” That’s not targeting. Targeting looks like:

“You have a guide on X that references Y.”

“Your article doesn’t include a discussion of Z, which is common among readers.”

“You already link to complementary resources, here’s one angle you might want to add.”

This approach is slower than bulk outreach, but it’s how you reduce wasted messages and improve conversion. For
many digital marketing agencies, the real win is not “more emails sent.” It’s fewer emails sent, with higher
placement rates and better quality.

Create outreach that reads like a human conversation
Outreach is where good link building becomes either professional or spammy. The difference is usually tone,
structure, and evidence.

A strong pitch does three things:

1. It shows you understand the recipient’s page or audience.

2. It explains why your asset fits that context, not why it exists.

3. It makes the next step easy, without pressure.

I’ve seen agencies increase reply rates just by tightening the first two sentences. When you open with a vague
compliment, you give editors no reason to keep reading. When you reference a specific section or an existing
resource they already use, the message gets traction.

Here’s the trade-off to be aware of: personalized outreach takes time. If your agency tries to personalize
everything, you may end up with too few campaigns to learn quickly. The solution is to personalize at the “page
level,” not at the “life story level.” Mention the page, the gap, and the reader benefit, then keep the rest crisp.

Use defensible metrics, not vanity scores
A common mistake in link building is optimizing for metrics that are easy to measure but weak predictors of value.
A high authority score site is not automatically a better placement than a lower authority site with strong topical
alignment and an active audience.

Instead, evaluate each prospective placement on a mix of signals:

Topical relevance: does the site and the page actually match your subject?

Editorial standards: do they publish thoughtful work or thin content?

Likelihood of long-term stability: is the page likely to remain accessible and updated?

Potential for referral value: will real people land on your site from that page?

You can also track outcomes beyond rankings. For example, links that bring meaningful referral traffic often justify
themselves even if the ranking impact is gradual. Many teams focus solely on “did the keyword move,” which can
undervalue content that drives engagement and conversions.



Earn different kinds of links on purpose
Link profiles that come from one type of source usually look unnatural. Better link building plans create a portfolio
of link types aligned with your brand and niche.

That doesn’t mean you chase randomness. It means you think in categories such as:

Editorial citations from industry writers

Resource page mentions from relevant hubs Partnership-driven links from vendors or complementary tools
Community and event mentions that come with real context Brand mentions that can be converted into links
when your visibility grows

One caution, especially for digital marketing agencies working with clients in competitive niches: if you try to force
every link type early, you can look scattered. Start with what you can do well. If your team has strong research
capabilities, prioritize citations. If you have partnerships, prioritize collaborative assets and co-marketing pages.

Avoid shortcuts that create future cleanup
There are methods that can look efficient in the first month and expensive in month six. If you’re building for
clients, your reputation is a long game. “Cleanup” is not a cost you want to add to every campaign.

Red flags include:

Excessive anchor text repetition that feels engineered

Links from sites that clearly exist only to sell placements Fast surges of low-quality links with no supporting
content growth Requests that ask for links without any editorial justification

I’m not saying a brand should never use exact-match anchors. In natural ecosystems, anchors vary. The issue is
when the pattern looks deliberate and uniform.

The most practical rule I’ve used: if you would be embarrassed to explain the placement to a skeptical editor, the
link probably isn’t worth pursuing for the long term.

Strengthen pages that deserve links
Link building is often treated like a separate project from on-site SEO. That separation creates fragile results. If a
page earns a link but delivers a poor experience, you waste the opportunity.

Make sure your “linkable” pages are ready for real scrutiny:

Clear structure that matches search intent

Fast load performance and mobile usability Internal links that help visitors discover related content Updated
information so the citation stays accurate

This is also where you reduce link decay. Pages that stay current get re-cited. Pages that don’t tend to become
references that editors remove or replace.

Refresh and re-earn links, don’t just chase new ones
A link profile is not static. Pages get updated, sites change ownership, and editors adjust their resources. Over
time, some links become less valuable, not because the link was “bad,” but because the underlying page context



evolves.

For an agency, the highest-leverage maintenance work is link reclamation and content refresh. You identify pages
you previously earned, check whether the page is still relevant, update the content, then reach back out to the
sites that linked in the first place. Even when you don’t get every link back, you often strengthen the ones that
remain.

This approach also gives you stronger reporting. Instead of claiming success based only on new links, you can
explain how you improved existing assets and defended their usefulness.

Work with clients like operators, not like vendors
Digital marketing agencies often struggle with client expectations because link building is slower than paid
campaigns. It can take time for editorial review cycles, and even after a placement, the performance impact can lag.

The better way to manage this is to set campaign rhythms:

Define what “progress” means each week, not just at the end.

Track activities like outreach volume, but also track meaningful steps like replies and placements.

Align on what types of sites are acceptable for the client’s brand.

One lesson I learned the hard way: reporting only on links can trigger stress. Clients want reassurance that the
work is strategic. If your report shows you’re improving targeting, refining asset positioning, and building a
predictable pipeline, you build confidence even when placements are still in progress.

A lightweight campaign checklist you can actually use

This is the part many teams skip when they get excited about outreach.

Validate the target page’s relevance to the asset you’re pitching.

Confirm the recipient role and whether they edit or curate content.

Ensure the asset answers a specific reader need, not just a general topic.

Check your landing page experience, internal links, and freshness.

Plan a follow-up sequence that doesn’t feel pushy.

(That last item matters more than most people think. Editors miss messages. A calm follow-up can rescue good
opportunities.)

Use case studies to earn trust, not just to describe work
If you’re a digital marketing agency, your own site should reflect your link building competence. Clients rarely buy
“we do link building.” They buy outcomes and risk reduction. Case studies that show how you found gaps, how
you built assets, and how placements fit the editorial environment tend to convert.

The strongest case studies include at least one of these specifics:

What the audience needed that the existing content didn’t provide

How you tailored outreach to page context

What changed after feedback or performance review

How you updated the asset and re-earned attention



Avoid writing a case study that reads like a press release. Editors and informed buyers can tell when the process is
generic.

Measure link quality like a portfolio, not like a scoreboard
You can’t judge link building solely by short-term ranking movement, especially if the client is in a niche with
longer consideration cycles. Instead, assess link quality as a portfolio of contributing factors.

A practical approach is to score placements across a few dimensions, then compare them to your goals. For
example, a local services client might prioritize referral traffic and brand visibility over aggressive keyword
anchoring. A B2B SaaS client might care more about citations in industry guides and high-intent informational
pages.

If you do this, reporting becomes clearer. You can say, “These placements are the right kind of signals for the
audience we’re targeting,” instead of “We got links.”

What to track that actually helps decisions

When you keep this data, future campaigns get cheaper.

Placement context: which page linked and why it made sense

Anchor variation and how natural the phrasing looks

Referral engagement signals when available (not just raw visits)

Content performance changes after the asset and internal linking were improved

This is not about “proving” everything. It’s about making your next campaign better than the last one.

Common edge cases where judgment matters
Link building doesn’t happen in a perfect world. Here are situations where the best agencies slow down and decide
carefully.

The client wants fast wins

Some clients need momentum. If you try to satisfy that by prioritizing quantity over alignment, you can end up
with placements that don’t reinforce the brand story. A better compromise is to pick a few high-confidence targets
and move quickly there, while continuing longer outreach for harder placements.

The niche has few editorial opportunities

Certain industries have fewer blogs that publish external resources, or editors are tightly controlled. In those cases,
partnerships and co-marketing assets often outperform pure editorial citations. The key is to create content the
partners would genuinely want to share, not content designed for link requests.

The asset is good, but the page is wrong

Sometimes a client has a strong guide, but it doesn’t match the editor’s current information architecture. In that
situation, you might need to pitch a different page angle or create a smaller supporting resource that fits the slot
on the editor’s page. internet marketing strategies Great link building is frequently about meeting editors where
they already organize information.

https://www.zoominfo.com/c/uncommon-logic/320913467


Build a repeatable system, not a one-off scramble
The best digital marketing agencies treat link building like a process. There’s a sequence that repeats with
improvements:

You identify audience questions

You build assets that solve a specific problem or offer measurable insight You target pages where that asset
genuinely enhances the reader experience You outreach with relevance, not pressure You measure quality, refine,
and refresh

Repeatability is what makes link building scalable without turning it into spam.

A note on brand safety and long-term credibility
If you’re doing link building for a client, you also manage reputational risk. A placement can be technically “live”
but still be harmful if the linking site creates confusion about your brand, quality expectations, or compliance.

That’s why it helps to define acceptable ranges early. For example, some clients are fine with niche communities,
while others want only editorial publications. The agency’s job is not to override the client’s risk tolerance, but to
explain trade-offs clearly.

When decisions are made with care, you avoid the uncomfortable scenario where a client asks why a link exists,
and you cannot confidently answer beyond “we thought it would help.”

What “best practices” look like in real operations
If you zoom out, link building best practices are less about tactics and more about discipline. Discipline shows up in
the boring parts:

Keeping outreach lists clean and updated

Documenting what worked so you can improve messaging Updating assets instead of constantly replacing them
Following up professionally Refusing shortcuts that might inflate metrics but damage credibility

That discipline is why some digital marketing agencies can deliver consistent outcomes across multiple clients and
multiple quarters.

Final thoughts for agencies planning their next campaign
A successful link building campaign feels surprisingly calm once your system is in place. It’s not calm because
outcomes are guaranteed. It’s calm because your decisions are grounded in fit, usefulness, and editorial respect.

If you focus on earning links that genuinely help the recipient’s audience, you’ll spend less time arguing, fewer
placements will feel fragile, and your reporting will have substance. Over time, you also build a compounding
advantage: editors recognize your brand as reliable, and you get invited into conversations rather than chasing
them from the outside.

That is the real goal for any digital marketing agency building links responsibly, and for any digital marketing
agencies that want to grow without gambling.


