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Today’s Agenda
1. How Google works - intro to Hummingbird algorithm and its evolution.

2. Key ranking factors - and how Google is using AIML to improve search

3. New challenges / opportunities - How Google SERPs are changing. 

4. Why “good unique content” has to die, die, die!

5. Discussion - Please chime in, let’s make this interactive. 
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Google Quick Facts
Google processes over two trillion searches in a single 
year, up from only one billion a year in 1999.

One Billion in 1999:          1,000,000,000

Two Trillion in 2018:   2,000,000,000,000

That’s over 4 billion searches per day. 

15% of searches have never been seen before. 
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Trivia question:  

What is the #2 search engine 
behind Google? 
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What is Google’s job? 
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How does Google’s algorithm work? 
Google indexes 1 trillion pages

Est. 30 trillion pages exist today

Understand content

Understand content quality / authority

Understand searcher’s intent

Constantly improve

And it needs to give you ranked results 
in under 1 second. 
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SEO has been a cat and mouse game 
between marketers and Google. 
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Google changes its algorithm 
600-700 x per year.

Panda: Content spam

Penguin: Link spam

Hummingbird: Searcher intent

Pigeon: Location

Mobilegeddon: Moblie

Rankbrain: AIML 
- #3 Ranking Factor
- Intent and Meaning

Possum: Hyper-local results

Fred: Penalize low-quality 
content, ad-heavy sites

https://blog.red-website-design.co.uk/2017/09/28/google-algorithm-updates-infographic/
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Google Ranking Signals

Google’s algorithm might have up to 10,000 
variations or sub-signals - Search Engine Land

1. Off Page
2. On Page
3. Rank Brain

Google’s 200 Ranking Factors - From Brian Dean at Backlinko

https://backlinko.com/google-ranking-factors
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Off Page SEO

Everything away from your site. 

***Inbound Links ---> Page Rank

- High Quality External Guest Posting
- Social Publishing and Promotion of Content
- Image and Video Sharing
- 3rd Party Social Sharing
- Forum Discussions
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PageRank

Search quality is not only a 
function of indexing everything - 
it’s sorting out the “junk” results. 

Developed in 1997 by Google 
co‐founders Sergey Brin and Larry Page as part of a project at Stanford. 

Based on how authority of scientific papers is determined.

PR is a mathematical formula that judges the “value of a page” based on a 
logrithmic value of 1-10 based on inbound link value. 

Google stopped reporting PR publicly in 2016 - but it’s still the #1 factor.
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Passing Link Equity

Not all links are equal.

Position on a page.
Domain Authority
Page Authority
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On Page SEO Elements - Everything on your site.
CONTENT ELEMENTS
URL
Meta Title and Description (Google search result)
Headlines - H1, H2, H3, H4
Paragraph Text
Image Alt Tags
Internal and External Links

WEBSITE PERFORMANCE
Site Speed
Mobile Responsiveness
AMP - Accelerated Mobile Pages
Cross Browser Compatibility

USER EXPERIENCE SIGNALS
Bounce Rate (Pogo Sticking)
Time on Site
Return to Site
Click Through Rate

CONTENT - QUALITATIVE
Content Freshness
Content Quality and Depth
Use of LSI Keywords - Synonyms
Multimedia Content
Social Sharing Capabilities
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Google announced RankBrain toward the end 
of 2015.

RankBrain is the #3 ranking signal after on and 
off page elements.

RankBrain uses AIML - artificial intelligence and 
machine learning - to improve search results. 

RankBrain is always learning and improving.



www.alanizmarketing.comwww.alanizmarketing.com

RankBrain learns meaning of 
words and understands 
connections between words.

So, Google is able to return 
results and answers, even if 
your search term is not 
included.
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Not only is RankBrain 
understanding words….

It learns searcher intent.  What 
does the searcher really want?

And it also understands user 
experience signals. 
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RankBrain also modifies results 
based on your situation: 

- Browsing history
- Location / Hyper Location
- Device type
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How have search engine results changed? 

Challenges and Opportunities.. 
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SERP Features 
Do you remember 
when search used 
to look like this?
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SERP Features

This is what search 
looks like today.  

Guide to Google SERP Features

https://www.brafton.com/blog/distribution/a-content-marketers-guide-to-every-2018-google-serp-feature/
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Direct Answer 
Box
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Bulleted Lists
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Numbered 
Lists
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Knowledge 
Graph 
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Local
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People
Also
Ask
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News
Boxes
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Paid
- Top
- Bottom
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Now let’s talk content.

The Buyer’s Journey
10X Content
They Ask, You Answer 
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Create buyer-centric content. 
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Why “Good unique content” needs to die!
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Video Content
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Infographic Content



www.alanizmarketing.comwww.alanizmarketing.com

Skyscraper Content

1. Find proven, linkable assets

2. Make something even better
a. Longer
b. More up to date
c. Better designed
d. More thorough

3. Reach out to the right people
a. Get links
b. Find promoters
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Pillar Content
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Podcast Content



They Ask, You Answer

What do want to know before you buy?

(Lessons from a pool guy.) 
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They Ask, You Answer

Your prospects are going to ask these questions.  Are 
you going to answer them, or will they go to your 
competitor or yelp? 

Don’t be scared to answer the “scary” questions: 

How much does it cost?   Example
Who are your competitors? Who else should I consider?  Example
What do the reviews say? Are there negative reviews?  Example
What are the problems with this product?  
How does your product stack up against your competitor’s product?

https://www.google.com/search?q=how+much+does+a+pool+cost&oq=how+much+does+a+pool+cost&aqs=chrome..69i57j0l5.4708j0j7&sourceid=chrome&ie=UTF-8
https://www.google.com/search?num=20&ei=zeSiW8uAN4_X8AO_kr3gCA&q=best+pool+builders+in+virginia&oq=best+pool+builders+in+virf&gs_l=psy-ab.3.0.0i22i30l2.52439.58333..59895...1.0..0.194.1413.13j2......0....1..gws-wiz.......0j0i71j0i13j0i7i30j0i8i7i30j0i13i30j0i20i264j33i160.5GzJR1tzO8w
https://www.google.com/search?num=20&ei=jOSiW578K7eQ0PEPo4iWuAc&q=virginia+pool+builder+reviews&oq=virginia+pool+builder+reviews&gs_l=psy-ab.3...51066.63239..63528...0.0..0.120.1902.17j4......0....1..gws-wiz.......0j0i71j33i10j0i22i30j0i13j0i13i30.YQ9ByjX6ZIw
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Key Takeaways
1. Allign your content with the buyer’s journey - help people solve 

problems and make decisions at every stage of the journey.

2. Invest in developing content that is 10x better than the best results 
in the SERPs - video, audio, pillar, skyscraper, infographics. 

3. Create an amazing user experience on your site. 

4. Learn and practice basic technical on- and off- page SEO (at a 
minimum)

5. Write for humans, not search engines!
 



Resources
SEO TRAINING KEYWORD RESEARCH
Moz Guide to SEO Google Trends
SEM Rush Academy Answer the Public

SEO SOFTWARE GOOGLE ALGORITHM UPDATES
Moz Panguin Tool
SerpStat Moz’s Google Algorithm Tracker
SEM Rush
Ahrefs GOOGLE RANKING FACTORS

Search Engine Journal
Backlinko  SEM Rush
Ahrefs Page Rank Explained 
Guide to Google SERP Featuresjh

https://moz.com/beginners-guide-to-seo
https://trends.google.com/trends/explore
https://www.semrush.com/academy/
https://answerthepublic.com/
https://moz.com/
https://panguintool.barracuda.digital/dashboard
https://serpstat.com/
https://moz.com/google-algorithm-change
https://www.semrush.com/
http://www.ahrefs.com/
https://www.searchenginejournal.com/seo-guide/ranking-signals/
https://backlinko.com/google-ranking-factors
https://www.semrush.com/ranking-factors/
https://ahrefs.com/blog/google-pagerank/
https://www.brafton.com/blog/distribution/a-content-marketers-guide-to-every-2018-google-serp-feature/


Questions?


