
Win Google’s 
Attention & Affection
PureVisibility.com

http://PureVisibility.com


Linda Girard
Co-founder & CEO

Featured in: Ahrefs, Search Engine Land, 
Metro Times, Social Media Today, Detroit 
Free Press

Tarun Gehani
 SEO Lead



EDOs face similar challenges…

EDOs are not fully 
capitalizing on their 
subject-matter authority.

Lots of content has been 
created over the years.

Technical issues have 
developed.

Homepage is crowded, 
providing a sub-par user 
experience.



…as a result of similar causes
• Many different personas being targeting

• Various redesigns over the years

• Multiple people adding and editing  
content on the site

• Multiple stakeholders having different  
priorities

• Changes in how search engines work

• Not taking advantage of link building 
and outreach in your marketing strategy



Addressing your challenges
The Pure Visibility method: 

1.Perform a website visibility audit.

2.Create a detailed report of what’s 
working, what’s not, what can be 
improved.

3.Lay out a strategic roadmap of how 
to reach your goals and fix the 
issues.



Google must always serve the best 
search results (page) to its users 



SERP is an ever-evolving organism
The landscape is constantly shifting.

• 2005 - Personalized Search

• 2008 - Google Suggest

• 2010 - Social Signals

• 2011 - Freshness Update

• 2011 - Query Encryption

• 2011 - Schema.org

• 2012 - Knowledge Graph

• 2013 - Hummingbird

• 2015 - RankBrain



Google ranking factors
Google ranks webpages 
using a complex algorithm 
comprised of more than 
200 ranking factors.



Top 3 ranking factors

Content 

• On-page 
structure

• Relevance, topic 
coverage

• Depth, freshness

Links
 

• Natural, 
relevant

• Authority
• Brand citations

Technical  

• Crawl
• Index
• Web page 

delivery



What does this  
mean for EDOs?



Common content issues
• Content doesn’t serve user needs (their quest 

for specific info) 

• Content does’t serve our business goals

• Duplicate and/or thin content (tags, category 
pages)

• Keyword cannibalization



How to address content issues
How do we know?
• Low traffic, engagement or conversions

What do we do?
• Understand your audience: define personas 

and their varying need states.
• Use Google Analytics to uncover most popular 

pages based on ranking keywords, traffic, 
engagement.

• Have one clear purpose for each page on the 
site, supported with a relevant and well-
thought CTA.

Content 
doesn’t serve 
user needs or 
business goals



Personas and need states
• Look at Analytics

• Survey email list

• Facebook Insights

• Nielsen Prizm data

• Interview current 
clients/citizens



Content audit using Google Analytics
• Google Analytics > 

Behavior >  
Site Content > All 
Pages

• Export to CSV



Using GSC to improve CTR
Login to Google Search 
Console: 
Google.com/webmasters/tools

1. Search Traffic > Search 
Analytics

2. Select Clicks, Impressions, 
CTR

3. Sort by Impressions

http://google.com/webmasters/tools


Using GSC to improve CTR
Make note of Queries with high impressions 
but low click-through-rate.

These are opportunities for on-page 
optimization. 

They’re already showing up in Google for 
those particular queries, but the Title tag 
and Meta description need to be improved.

Click each row and select the Page and ask 
yourself how you can make the language 
more enticing or add CTAs to encourage 
people to click on your result (vs. your 
competitor’s)



How to address content issues
How do we know?
• By performing a site crawl (Screaming Frog)
• View page source on the /tag or /category 

page to see if they are set to INDEX

What do we do?
• Change page source to NOINDEX. 

 -or-
• Add more content to the /category page so it’s 

not just a list of blog posts that are in that 
category.

Duplicate  
 and/or  

thin content  
(tags, categories)



Eliminating duplicate content
• Crawling tools, like Screaming Frog, 

will list duplicate content pages.
• In GSC > Search Appearance > 

HTML Improvements, we can see a 
list of duplicate, missing, or improper 
title tags and meta descriptions.

• CMSs, like WordPress, will create 
“junk” pages (such as /tags and /
categories). These should be 
periodically reviewed and are best 
to NOINDEX.



Enhancing thin content
• Thin content is a low-quality page that adds little to no value to the 

reader. 

• Google Panda update is now baked into the main algorithm (checks for 
this in real-time) 

• Review your site’s content and ask yourself: 
“Is this high-value?” 

“Does it solve my visitor’s problems” 
“Would a search engine rank this on 

Page 1 for its main keyword?”



Enhancing thin content
• Brainstorm how you can expand the topic 

coverage.

• Search wikipedia.org for your topic to get 
ideas of sub-topics or categories.

• Use answerthepublic.com to find how 
people are searching, what questions they 
use—incorporate this into your content 
strategy. 

• Look at auto suggestions in search

• Review related searches in the results

http://wikipedia.org
http://answerthepublic.com


Featured snippets
•How to get your page “featured”:

•Use AnswerThePublic.com to find 
long-tail questions people are 
searching for.

•Directly answer the question in a 
sentence or two.

•Create in-depth content to address 
related questions.

•Format your content using bullets, 
lists, numbered steps, JSON-LD 
markup (schema).

http://AnswerThePublic.com


Job listings in search results
•Above-the-fold real estate being taken 

away.

•Adopt new tools available to you.

•Being an early adopter will keep you 
ahead of the competition.

•Follow the user, don’t chase the algorithm.

•On your site, use the structured data 
markup to tag your Job post listings.



How to optimize for Google News
•Google News has its own algorithm:
•Site must publish a new post every 2 days
•Create special Google News sitemap 
•Important aspects: trustworthiness of the 

source, up-to-date, article length

•Use the tag “news_keywords” to include 
5-10 keywords

•Optimize text & images:
•Encourage clicks by creating unique, 

concise H1 tag, using target keywords
•Optimize images with keywords in the 

image title and alt tags.



How to optimize for Video results
• The vast majority of videos integrated in search results are from 

YouTube (89% on desktop) — build your brand presence.

• Optimizing videos can help you gain exposure in Google search 
results as well as on YouTube.com (the 2nd largest search engine)

How to optimize videos:
• Create an enticing and “clickable” thumbnail
• Use keywords in the Title and intriguing language to encourage 

click-throughs
• Use the Description to provide a detailed summary about the video 

content
• Tags on YouTube still play an important role
• Use subtitles in the video (Google is much better at interpreting 

and evaluating text content vs. audio-visual).
• Motivate your viewers to interact by liking and commenting.
• Additionally, the actual play length of the video is important for 

Google’s evaluation.

http://YouTube.com


Common technical issues
• Duplicate content (preferred domain not set) 

• Page loading speed  

• Unoptimized on-page elements (titles,  
meta, h1) 

• Poor information architecture, complicated 
main navigation



How do we know?
• Type into a browser www.example.com, http://example.com, and 

https://example.com (all should redirect to one)
• If not, add rel = canonical tag to help crawlers understand these 

aren’t duplicate pages.

 
What do we do?
• Make sure to add all “versions”  

of your website in Google  
Search Console and select  
the “preferred version.”

How to address technical issues

Duplicate
Content



How to address technical issues
How do we know?
•Use Google’s PageSpeed Insights, 

GTMetrix and Pingdom

What do we do?
•Compress images, Setup browser caching, 

Server-side optimization

Page  
loading  
speed



Page loading speed
• Page speed is a ranking factor (and has been since 2010)

https://webmasters.googleblog.com/2010/04/using-site-speed-
in-web-search-ranking.html

• Use Google’s PageSpeed Insights to see how your page 
stacks up to best practices

• Use TestMySite.ThinkWithGoogle.com  
to see how your site renders  
on mobile (3G network) also  
compares your site to the  
industry average.

http://TestMySite.ThinkWithGoogle.com


Page loading speed
•Use GTMetrix for more detailed analysis

•Try to minimize number of requests and 
lower total page size

•Compress images 

•Leverage browser caching



Google AMP
What is it?

• Accelerated Mobile Pages
• Free, open-source framework
• Allows you to create mobile pages that 

deliver content quickly

What are the benefits?

• It speeds up website load time
• It increases mobile ranking
• It improves server performance

AmpProject.org

http://AmpProject.org


Common backlinking issues
• Not enough authoritative links pointing 

to your site  

• Not taking advantage of the 
relationships you have  

• Not integrating your PR strategy with 
SEO strategy



How to find your backlinks
• Install MozBar browser extension to review site’s domain authority

• Review Google Search Console > Sites Linking to You

• Use a tool such as Ahrefs, OpenSiteExplorer or Majestic



Solutions to acquire backlinks
• Use Ahrefs to find broken backlinks (links 

from external sites pointing to old or deleted 
URLs on your site)

• Set up Google Alerts for your keywords or 
brand name

• Have partners and businesses link to you

• Guest blog on industry-related publications

• Media relations (build relationships, help 
journalists source quotes, use HARO)

• Targeted content development and influencer 
outreach



Strategies for staying competitive
Adapt with the environment
• Google has proven it’s a constantly shifting, evolving landscape
• Keep up-to-date with industry announcements, but don’t “chase the 

algorithm” — don’t adopt something just because it’s the latest and 
greatest — always ask yourself “How will this benefit my audience?”

Stay agile.
• Don’t limit yourself. Don’t make significant changes to your website or 

marketing that could limit your dexterity or ability to pivot if needed.

Take advantage of small tweaks.
• Most websites don’t use Schema (though it’s been available since 2011).
• Optimize your content/layout to try to get into featured snippets.
• Recognize YouTube is the second largest search engine. 
• Make “how to” videos, use compelling data points, tell a compelling story.



In conclusion…
• Understanding what Google is 

looking for is only half of the 
equation.

• If we rank well and get the traffic, we 
still need to satisfy user intent and 
convert the visit into action.

• We need to know how different 
components of a website stack up 
and influence one another.

• Auditing a site allows us to see 
exactly where the problems are so 
they can be addressed efficiently and 
effectively.



“Google only 
loves you when 

you love 
everyone else 

first.”
- Wendy Piersall



Thank you!
purevisibility.com

Call us! 

Linda Girard, CEO
lgirard@purevisibility.com
734.213.8100, x117

http://purevisibility.com
mailto:lgirard@purevisibility.com

