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The SEO Clinic
The pages, the phrases, the rankings

no. 100
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source: The B2B Service Page Checklist

https://www.orbitmedia.com/blog/b2b-service-page-checklist/
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Links              Keywords
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Authority            Relevance
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Off-site              On-page
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Off-site              On-page
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User Interaction Signals

Do your visitors like your page?
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User Interaction Signals ...and “RankBrain”

1. Click through rate from search results pages

2. Bounce Rate

3. Time on page
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Evidence that these are ranking factors

source: How Google Works: A Ranking Engineer’s Perspective, Paul Haar (slide 30)
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The Short Click vs. The Long Click
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How do we get visitors 
to stick around?
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Types of formatting

1. Headers, subheads

2. Bullet lists, numbered lists

3. Bolding and Italics

4. Internal links

5. Multiple images
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The typical blog post includes the following elements

source: 2019 Blogging Survey

https://www.orbitmedia.com/blog/blogging-statistics/
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source: 2019 Blogging Survey

Bloggers who report “strong results” by content format

https://www.orbitmedia.com/blog/blogging-statistics/
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Avoid long, blocky
paragraphs
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Your “readers” are scanners

source: How Little to Users Read? NN Group

Users have time to read at most 28% 
of the words during an average visit. 
20% is more likely.

http://www.nngroup.com/articles/how-little-do-users-read/


Short paragraphs get read.
Long paragraphs get skimmed.

Very long paragraphs get skipped.

Jason Fried
Basecamp







Videos and images (esp. charts and diagrams)
add visual interest at every scroll depth
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source: 2019 Blogger Survey

https://www.orbitmedia.com/blog/blogging-statistics/
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source: 2019 Blogger Survey

https://www.orbitmedia.com/blog/blogging-statistics/
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E-A-T
Expertise – Authoritativeness - Trustworthiness

Aligning with the quality rater guidelines
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Expertise,  Authoritativeness and 
Trustworthiness of the creator of the 
main content, the main content itself, 

as well as the website.
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source: Quality Rater Guidelines

E-A-T mentioned 135 times

https://static.googleusercontent.com/media/guidelines.raterhub.com/en/searchqualityevaluatorguidelines.pdf
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LIVE USER TESTS
Search quality evaluators 
measure/assess website 

quality

BENCHMARKING

Feedback is used to 
inform algorithms

CORRELATION

Algorithms identify 
signals that correlate 

with E-A-T

User tests 🡪 Benchmarks 🡪 Correlation 🡪 Algorithm



source: What webmasters should 
know about Google’s core updates

https://webmasters.googleblog.com/2019/08/core-updates.html
https://webmasters.googleblog.com/2019/08/core-updates.html


Google’s criteria for analyzing the trustworthiness of
content and the people who publish it 

in order to mitigate misinformation.

Lily Ray
SEO Director, Path Interactive
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YMYL
“Your Money or Your Life” pages



#wineweb

Adding E-A-T to webpages

1. Evidence-based content

2. Cite (and link) to credible sources

3. Disclose the author

4. Use expert reviewers

5. Link to bios, create a footprint
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Schema that supports E-A-T

Person Organization Local Business

• address
• affiliation
• alumniOf
• award
• honorificPrefix
• honorificSuffix
• jobTitle
• knowsLanguage
• owns
• parent
• worksFor
• sameAs

• address
• award
• brand
• duns
• founder
• foundingDate
• foundingLocation
• knowsAbout
• knowsLanguage
• logo
• memberOf
• parentOrganization

• address
• openingHours
• specialAnnouncement
• telephone

source: schema.org

https://www.schema.org/

