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PREFACE

Why This Book Exists

Digital marketing has entered its most transformative era. For two decades,
SEO professionals mastered one algorithm Google's. We learned to optimize
for crawlers, build backlinks, improve page speed, and craft content that
satisfied both users and ranking systems. The rules were complex but
ultimately knowable.

Then, in November 2022, everything shifted.

ChatGPT's launch marked the beginning of a new search paradigm. Within
months, Perplexity, Claude, Google's Al Overviews, and dozens of other large
language models began answering questions directly not with blue links, but
with synthesized responses drawn from multiple sources. Traditional search
didn't disappear, but it now shares the stage with generative Al search, and
the two operate on fundamentally different principles.

Today's digital marketers face a dual challenge: optimize for Google's 200+
ranking signals while simultaneously ensuring visibility in Al-powered answer
engines that prioritize citations, credibility, and consensus over keyword
density and backlink counts.

This book exists to solve that challenge.



What Makes This Different

Most SEO resources fall into one of two categories: tactical checklists that lack
strategic context, or high-level theory that provides no actionable path forward.
Meanwhile, Al search optimization remains fragmented across blog posts,
experiments, and speculation.

This book takes a different approach. Drawing from MagicWorks' two decades
of optimization work, documented Google guidance, peer-reviewed research,
and extensive testing with generative Al systems, we've created a unified
framework that addresses both algorithms with one integrated strategy.

You won't find generic advice here. Every recommendation includes an
expected impact timeline, an audit checklist, and a priority rating. We've
eliminated the noise and focused on the signals that actually move rankings
both in traditional search and Al-generated responses.

Who This Book Is For

This resource was written specifically for digital marketing professionals who
need results, not theory:
¢ Agency leaders and consultants managing multiple client campaigns who
need a prioritized playbook their teams can execute consistently
¢ In-house marketing directors working with limited resources who must
demonstrate ROI within quarterly cycles
¢ Content strategists and SEO specialists navigating the transition from
keyword-focused optimization to authority-based visibility
¢ Founders and business owners who understand that organic visibility is a
compounding asset but lack the framework to build it systematically
If you're overwhelmed by algorithm updates, frustrated by vague guidance, or

uncertain how to future-proof your content strategy, this book provides the
roadmap.

How to Use This Resource

This is not a book you read once and shelve. It's a working manual designed

for repeated reference.
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Start with Chapter 1 (The 10 Primary Ranking Factors) if you're optimizing an
existing site and need immediate wins. These factors account for the vast
majority of ranking movement in traditional search.

Jump to Chapter 8 (The 15 LLM Ranking Factors) if your priority is Al search
visibility. You'll learn exactly how ChatGPT, Perplexity, and Google Al
Overviews decide which sources to cite.

Use Chapter 10 (The 30-Day Technical Sprint and 90-Day Roadmap) if you're
building a strategy from scratch or recovering from a penalty. These sprints
eliminate technical blockers and establish sustainable growth processes.

What You'll Achieve

By implementing the strategies in this book, you'll:

e Cut through Google's complexity and focus on the 10-15 factors that
actually drive rankings

e Future-proof your content for Al-powered search engines that reward
credibility and citations

¢ Build a sustainable competitive advantage that compounds over time

¢ Deliver measurable results within 30-90 days, not 6-12 months

¢ Create systems your team can execute consistently without constant
supervision

A Note on Al and the Future of Search

Some SEO professionals view generative Al as a threat. We see it as an
opportunity.

Content that ranks well in traditional search comprehensive, well-cited,
structurally sound, and genuinely useful also performs exceptionally well in Al-
powered systems. The fundamentals haven't changed; they've been amplified.
Poor content won't rank anywhere. Exceptional content will be cited
everywhere.

This book gives you the framework to create that exceptional content, optimize
the technical foundation that supports it, and distribute it in ways that build
authority across both traditional and Al-powered search.



The landscape has changed. The opportunity hasn't.

Let's begin.

Swapnil Ughade
MagicWorks IT Solutions
December 2025
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CHAPTER 1

The 10 Primary Ranking

Factors



Direct Answer

These 10 factors account for the vast majority of ranking movement.
If you only optimize one chapter, let it be this one. Each factor includes an audit
step and a priority rating to help you prioritize work.

QUALITY
CONTENT

1.  Quality Content - HIGH PRIORITY

Why it matters:

Pages that satisfy user intent, cover topics in depth, and include clear evidence
and citations rank better across nearly all query types.

What to audit:

¢ |dentify your top 10 traffic pages

e Compare them side-by-side with the top 3 competing pages for your target
keywords

e List subtopics, examples, and data points that competitors cover but you
don't



What to fix:

e Expand depth on priority pages by adding missing subtopics

e Add primary sources, data, and expert quotes

¢ Include author credentials and contact information (especially for YMYL
topics)

e Target word count: informational content typically needs 2,000+ words to
compete at scale

Expected impact:

15-25% organic traffic increase within 60 days on expanded pages (measured
by engagement and CTR).

Ve Backlink Authority - HIGH PRIORITY

Why it matters:

The number and quality of unique referring domains strongly correlate with
higher rankings. A single link from a high-authority, topically relevant site can
outweigh dozens of low-quality links.

What to audit:

e Export your referring domains and compare them to your top 3
competitors.

¢ Identify how many links come from real editorial sources vs.
directories, profiles, or PBNs

¢ Flag toxic links from obvious spam networks

What to fix:

e Prioritize outreach to high-value, topically relevant sites (see Backlink
Acquisition Strategies below)

¢ Request removal of spammy links from webmasters

e Compile a disavow file only after removal attempts fail

Expected impact:

Each 10 high-quality new referring domains can boost rankings by 1-3
positions for competitive keywords.
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Core Web Vitals and Page Speed -

3 HIGH PRIORITY

Why it matters:

Performance metrics (Largest Contentful Paint, Cumulative Layout Shift,
Interaction to Next Paint) directly influence both rankings and user experience.
Pages that load slowly lose clicks and conversions before ever ranking.

What to audit:

Run PageSpeed Insights on your top 20 pages and note the LCP, CLS,
and INP scores

Check field data in Google Search Console = Performance for real-user
metrics

Identify the top 3 regressors sitewide (usually image optimization, server
response, or render-blocking JavaScript)

What to fix:

Image optimization: Convert to modern formats (WebP), add responsive
images, implement lazy loading

Server response time: Upgrade hosting or optimize backend queries if
TTFB is >600ms

JavaScript blocking: Defer noncritical JS and inline critical CSS

Caching strategy: Enable browser caching and use a CDN for global reach

Expected impact:

20-40% improvement in median LCP and CLS within 30 days; measurable
ranking improvement within 60 days.
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4. Mobile Usability - HIGH PRIORITY

Why it matters:

Mobile-first indexing means Google crawls and ranks your site primarily on
mobile. Errors in mobile UX (font sizes, touch targets, viewport issues) directly
demote rankings.

What to audit:

e Check Search Console - Enhancements - Mobile Usability for all
flagged errors

e Manually test key pages on actual mobile devices and in Chrome
DevTools emulation

e Look for critical content being hidden or requiring extra taps to reveal

What to fix:

¢ Ensure text is readable without zooming (minimum 16px for body text)

e Touch targets should be at least 48x48 pixels with spacing between
them

e Ensure the viewport meta tag is set and content doesn't overflow
horizontally

e Test forms and CTAs on mobile to ensure they're easy to use

Expected impact:

Resolve mobile errors can eliminate a -20% ranking penalty
immediately.
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5. E-E-A-T and Trust Signals - HIGH PRIORITY

Why it matters:

Expertise, Experience, Authoritativeness, and Trustworthiness matter
especially for health, finance, legal, and other YMYL (Your Money or Your Life)
topics.

Google uses signals like author credentials, transparent contact information,
and accurate claims to build trust.

What to audit:

¢ Does every author/byline include a bio, credentials, and contact information?

¢ Do your claims include citations to reputable sources?

¢ s your contact information, privacy policy, and return/refund policy visible
and easy to find?

e For YMYL content: Do you include medical/legal disclaimers where
appropriate?

What to fix:

¢ Create or expand author pages with credentials, qualifications, and links to
public profiles

¢ Add transparent company information (about page, team page, contact
page)

¢ Link to reputable sources that support your claims

e For sensitive topics, add disclaimers and cite expert consensus

Expected impact:

Measurable trust lift within 30-60 days; prevents downranking from quality
updates; essential for YMYL recovery.

6. On-Page Optimization - MEDIUM PRIORITY

Why it matters:

While not as powerful as content and links, proper optimization of titles,
headings, meta descriptions, and schema makes pages more relevant to

queries and increases click-through rates from search results.
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What to audit:

Title tags: Are they unique? Do they include the primary keyword near the
start? Are they click-worthy?

H1: Is there one H1 per page? Does it reflect the page's main topic?

Meta descriptions: Are they present, compelling, and under 160
characters?

Schema: Is Article, FAQ, Product, or LocalBusiness schema implemented
where relevant?

What to fix:

Rewrite titles to include the primary keyword early: "Primary Keyword
Benefit or Differentiator | Brand"

Use one H1that mirrors the page's intent and use H2/H3 for logical sections
Craft compelling meta descriptions that include a benefit and a clear CTA
Add relevant schema and validate with Google's Rich Results Test

Expected impact:

10-15% CTR improvement on optimized pages within 14 days.
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Site Architecture and Internal Linking -

‘- MEDIUM PRIORITY

Why it matters:

A logical structure and well-placed internal links help crawlers find important

pages, distribute authority, and help users navigate your content.

What to audit:

e Map your site's structure: Are related topics grouped into logical silos?

¢ From your homepage, how many clicks does it take to reach important
pages? (Target: 3 clicks max)

¢ Are internal links using descriptive anchor text and pointing to priority
pages?

What to fix:

¢ Create a topical silo structure (group related articles under pillar pages)

e Add contextual internal links from high-authority pages to priority pages

¢ Use descriptive anchor text (not "click here" but "how to optimize Core
Web Vitals")

e Build a "related articles" or "next steps" module on key pages

Expected impact:
5-10% traffic lift on linked pages within 30-60 days; improved crawlability.

8. Content Freshness - MEDIUM PRIORITY

Why it matters:

For time-sensitive queries, Google favors recently published or substantially
updated content. For evergreen content, significant updates can trigger a

freshness boost.

What to audit:

¢ |dentify which of your top 50 pages are 6+ months old

e Look for pages with outdated statistics, links, or examples

e Check if competitors have published more recent content on the same
topics

15



What to fix:

e Schedule substantive updates (not just minor tweaks) for evergreen pages
at least quarterly

¢ When updating, make the changes significant enough to warrant a publish
date change

¢ Add a visible "Last Updated" date to signal freshness to both users and
crawlers

¢ Consider publishing a "What's New" section that highlights changes

Expected impact:

10-20% CTR improvement on fresh content; can recapture rankings for
evergreen queries.

Q. User Interaction Signals - MEDIUM PRIORITY

Why it matters:

Metrics like click-through rate, dwell time, and return visitors help Google
understand whether a page actually satisfies user intent. These metrics create
a positive feedback loop that amplifies ranking gains.

What to audit:

e What's your organic CTR for your top 50 keywords? (Target: >5% is
strong; >8% is excellent)

¢ What's the average dwell time on key pages? (Target: >2 minutes for
informational content)

¢ What percentage of users leave immediately (bounce rate)? (Target:
<40% for informational; <60% is acceptable)

What to fix:

e CTR: A/B test title tags and meta descriptions (test 2 variants for 2 weeks
each)

¢ Dwell time: Add quick answer blocks at the top, improve readability with
short paragraphs and lists, add multimedia (images, videos)

¢ Engagement: Build internal linking to related articles, add clear CTAs,
reduce page load time

Expected impact:

10-30% CTR improvement from A/B testing; 15-25% dwell time increase from

UX improvements.
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MEDIUM PRIORITY

Technical Crawlability and Indexation

. - MEDIUM PRIORITY

Why it matters:

If Google can't crawl or index pages, they won't rank. Technical issues block
rankings for otherwise good content.

What to audit:

Check Search Console - Coverage for excluded pages and errors
Verify robots.txt isn't accidentally blocking important sections
Ensure your XML sitemap is current and reflects your indexable
content

Look for accidental noindex tags or canonicalization issues

What to fix:

Fix robots.txt blocks and resubmit the sitemap

Resolve soft 404s (pages returning 200 but showing "not found" content)
Implement proper canonicalization for near-duplicate pages

Ensure HTTPS is enforced sitewide and all resources load securely

Expected impact:

Immediate elimination of indexation barriers often results in 20-40% index
growth once fixed.
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90-Day Execution Plan

Days 1-30: Foundation

e Complete Week 1-4 tasks from the 30-Day Technical Sprint below
¢ Audit top 20 pages; make quick wins on titles and meta descriptions
¢ Identify and begin removal outreach for toxic backlinks

Days 31-60: Scale

e Publish 2-3 long-form content pieces targeting priority keywords
¢ Implement schema on priority pages
e Execute targeted outreach to top 50-100 domains for link

acquisition

Days 61-90: Optimize & Iterate

e Run A/B tests on titles, meta descriptions, and page layouts
¢ Consolidate winning experiments across similar pages

e Conduct backlink audit and finalize disavow strategy

e Measure impact and plan next quarter roadmap

~
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CHAPTER 2

Domain Signals and Brand
Authority

Domain-level signals are foundational: they shape initial trust, determine how
Google geo-targets your content, and amplify the impact of your content and
link-building efforts. Brand work happens quietly but powerfully.
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Domain Ownership, History, and Trust

What matters:

Domain history - Long, clean ownership histories build trust; sudden
ownership changes or past penalties can carry forward as negative signals
WHOIS transparency - Public WHOIS and consistent contact information
reduce suspicion; private WHOIS isn't automatically bad but can be one of
several risk signals

Registration length - Long registrations (3+ years) can be a minor trust
indicator; short, repeatedly renewed domains may raise flags

Quick audit:

1. Check domain history on Archive.org to see past content and changes
2. Verify WHOIS information and ensure contact details match your official

contact pages

3. Check Search Console for any historical manual actions or penalties

Action items:

If acquiring a domain, scan for past penalties using tools like MozBar or
SEMrush

Maintain consistent WHOIS information and keep registration renewed 2+
years in advance

For sensitive industries, ensure public WHOIS or transparent company
registration

20


http://archive.org/

Brand Signals and Off-Site Reputation

What matters:

¢ Branded search volume People searching your brand name signals trust;
growth indicates brand awareness

¢ Unlinked brand mentions Citations and brand mentions across the web
(even without links) help Google associate authority with your brand

e Social presence Active, consistent brand profiles on major platforms
support discoverability and trust

¢ Reviews and third-party reputation Reviews on Google Business Profile,
directories, and industry sites influence local and e-commerce rankings

Quick audit:

1. Monitor branded search volume in Search Console (track month-over-
month growth)

2. Use tools like Brand Monitoring or Google Alerts to track unlinked mentions

3. Verify your Google Business Profile is claimed and optimized

4. Check review platforms relevant to your industry (Google, Trustpilot,
capterra, etc.)

Action items:

e Create a PR and content plan to grow branded searches (media
placements, partnerships, speaking)

¢ Respond to all reviews professionally (positive and negative)

¢ Consolidate business profiles and ensure NAP (Name, Address, Phone)
consistency

¢ Build partnerships and collaborations that naturally generate brand
mentions

21



CHAPTER 3

Page-Level Optimization
Masterclass

Your pages are where strategy becomes tangible. Small, focused
improvements to titles, structure, and content compound quickly when
combined with a strong technical foundation and authoritative backlink profile.
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Title Tags:

Your First 70 Characters Count Most

What matters:

* Keyword placement: Primary keyword near the start signals relevance
¢ Persuasion: A click-worthy title drives higher CTR from search results
¢ Uniqueness: Duplicate titles dilute ranking signals and confuse users

Template:

Primary Keyword Benefit or Differentiator | Brand Name.

Example:

. Weak: "How to Improve Website Speed"
. Strong: "How to Improve Page Speed: 7 Tactics That Reduce
Load Time by 50%"

Audit step:

1. Export your top 50 pages and their current titles
2. Mark duplicates and titles without keywords
3. Rewrite 10 titles and test CTR for 2 weeks before rolling out to others

Expected impact:
10-15% CTR improvement within 14 days.

Hi and Heading Structure

What matters:

¢ One H1per page: Reinforces page topic; multiple H1s dilute relevance

¢ Logical hierarchy: H2s and H3s break content into scannable sections for
both users and crawlers

¢ Keyword relevance: Subheadings should reflect the subtopics users

expect to find
23



Recommended structure:

H1:

H2:
H3:
H3:
H2:
H3:
H2:
H2:

Main Topic (matches page intent)
Subtopic 1

Sub-subtopic 1a

Sub-subtopic 1b

Subtopic 2

Sub-subtopic 2a

Real-world Example

Common Questions

Audit step:

1.
2.
3.

Check that each page has exactly one H1
Ensure H1 mirrors the page's primary keyword and intent
Verify H2s reflect the main sections users expect to see

Meta Descriptions:

Your 160-Character Sales Pitch

What matters:

Compelling language: You have ~160 characters to convince users to click
Benefit or value prop: Answer the implicit question: "Why should I click
this?"

Keyword inclusion: Include your primary keyword naturally (doesn't
directly affect rankings but improves CTR)

Template:
Brief summary of what the page offers + unique benefit + call to action.

Example:

Weak: "This article covers SEO best practices."
Strong: "Learn 7 proven SEO tactics that increased organic traffic by
156 %. No tools required just strategies you can implement today."
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Audit step:

1. Export top 50 pages with current meta descriptions
2. Identify missing, thin, or autogenerated descriptions
3. Rewrite for high-impression, low-CTR pages first

Expected impact:

8-12% CTR improvement on optimized pages.

Content Depth and Topic Coverage

What matters:

¢ Comprehensive coverage: Pages covering subtopics competitors miss
rank higher

¢ Evidence and sources: Data, quotes, and expert citations build authority

¢ Practical examples: Real-world examples and case studies improve
engagement and dwell time

Competitive gap analysis:

1. Identify your top 10 target keywords

2. For each keyword, read the top 3 ranking pages

3. List the subtopics, data points, and examples each covers
4. ldentify 2-3 gaps in your existing content

5. Expand your content to fill those gaps

Content framework:

¢ Introduction: Hook the reader; answer the "why" in the first 2-3 sentences

¢ Subtopic sections: Use H2s to break content into logical chunks

¢ Data and examples: Include original research, case studies, or calculations

¢ Actionable takeaways: Provide steps, templates, or checklists readers can
use immediately

¢ Conclusion: Summarize key points and include a clear next action

Expected impact:

20-50% organic traffic increase within 60 days on expanded pages.
25



Schema Markup and Structured Data

What matters:

¢ Rich results eligibility: Proper schema markup makes your pages eligible
for featured snippets, knowledge panels, and other rich features

¢ Crawler clarity: Schema helps search engines understand what your
content is about

¢ Future-proofing: As search evolves, structured data becomes increasingly
important for visibility

Priority schema types to implement:

1. Article schema - For blog posts and news articles

2. FAQ schema - For pages with frequently asked questions

3. Product schema - For e-commerce product pages

4. LocalBusiness schema - For service businesses and local listings
5. HowTo schema - For step-by-step guides and procedures

Validation:

¢ Use Google's Rich Results Test (https://search.google.com/test/rich-

results) to check markup
¢ Monitor Search Console - Enhancements for structured data errors

Audit step:

1. Identify which pages could benefit from schema (articles, FAQs, products,
services)

2. Add schema to 10 priority pages first

3. Validate and monitor for errors in Search Console

4. Scale to remaining pages once you've validated success

C@_J
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CHAPTER 4

Technical SEO Foundation

Technical SEO is the plumbing of your website: when it's broken, even the best
content and links can't deliver results. This chapter covers the technical signals
that most commonly block or accelerate organic growth.

27



Crawlability and Indexation

Critical audit checklist:

¢ Robots.txt: Is it blocking important content?

o XML sitemap: Is it submitted, current, and free of errors?

* Index coverage: Are excluded pages intentional or accidental?
¢ Canonicalization: Are duplicate pages properly consolidated?

Quick fixes (30 minutes):

1. Open robots.txt and verify no accidental disallows

2. Check Search Console - Coverage for excluded pages

3. If excluding unintentional pages, remove the disallow and resubmit the
sitemap

4. If duplicate content exists, add rel=canonical to consolidated versions

Expected impact:
20-40% index growth within 14 days.

Core Web Vitals (LCP, CLS, INP)

Key metrics explained:

¢ Largest Contentful Paint (LCP): Time for the page's main content to load

Good: <2.5 seconds
Needs improvement: 2.5-4 seconds
Poor: >4 seconds

e Cumulative Layout Shift (CLS): Visual stability how much content moves
around

Good: <0.1
Needs improvement: 0.1-0.25
Poor: >0.25
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¢ Interaction to Next Paint (INP): Time for the page to respond to user
interaction

Good: <200ms
Needs improvement: 200-500ms
Poor: >500ms

Top optimization tactics:

1. Image optimization:

¢ Use modern formats (WebP instead of JPG)

¢ Resize images to actual display size

¢ Implement responsive images for mobile and desktop
e Add lazy loading to offscreen images

2. Server response

¢ Consider a faster hosting plan if TTFB >600ms
¢ Optimize database queries
¢ Implement caching (browser cache, server cache, CDN cache)

3. JavaScript optimization:

e Defer noncritical JavaScript
¢ |Inline critical CSS
¢ Remove unused JavaScript libraries

Measurement:

¢ Lab data: PageSpeed Insights
¢ Field data: Search Console - Performance or Core Web Vitals report
e Goal: Get 75%+ of pages to "Good" rating within 30 days

Expected impact:

15-30% ranking improvement on optimized pages within 60 days.
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CHAPTER 5

The Art of Backlink
Acquisition

Backlinks remain one of the most influential external signals for search engines.
This chapter explains which link attributes matter most and provides safe,
scalable acquisition strategies.
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The Backlink Profile You Want

High-quality link profile characteristics:

Links from topically relevant, authoritative sites

Diverse anchor text (not all exact-match keywords)
Editorial, in-content placement (not footer/sidebar)
Steady, natural growth pattern (not sudden spikes)
From established domains (aged, active, reputable)

What to avoid:

Exact-match anchor text anchor stuffing

Links from obvious spam networks or low-quality directories
Sudden large influx of links (triggers spam filters)

Links from unrelated niches with no topical relevance

Proven Link Acquisition Strategies

1. Create Linkable Assets

The idea:
Create content so valuable that other sites want to link to it.

What works:

¢ Original research and data studies

¢ Comprehensive guides that are longer/better than competitors
¢ Interactive tools or calculators

e Curated resources or frameworks

¢ Infographics presenting original insights

Example:

A web agency could publish "The 2025 Digital Marketing Budget Report" with
original survey data this naturally attracts links from industry publications.

Timeline:
30-60 days from conception to launch; 60-90 days to see link velocity.
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2. Skyscraper Outreach

The idea:

Find high-value pages that attract links, create something better, then reach

out to sites linking to the original.

Process:

1. Find a competitor's high-performing article in your niche

2. Create a better version (more comprehensive, more recent data, better
examples)

3. Research sites linking to the original

4. Reach out with: "I noticed you link to [original article]. I've published an
updated resource that covers [unique angle]. You might find it useful for
your readers."

Expected results:

5-20% of contacted sites accept the new resource.

3. Broken Link Reclamation

The idea:
Find broken links on relevant sites and offer a replacement.

Process:

1. Identify 50 authoritative sites in your niche

2. Use tools to find broken outbound links on those sites

3. Create or identify your content that covers the same topic

4. Email the webmaster: "l found a broken link on your page [URL]. You
linked to [dead resource]. | have an updated guide on the same topic that
your readers might find valuable."

Expected results:

10-30% conversion rate (links from webmasters who accept your
replacement).
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4. Expert Commentary and HARO

The idea:

Provide expert insights to journalists and content creators.

Process:

1. Sign up for services like HARO (Help a Reporter Out)

2. Respond to requests for expert quotes in your industry
3. Provide a genuine, concise insight and your credentials
4. Journalists cite your company and link back

Expected results:

2-5 links per 100 responses; high-authority placements.

Outreach Email Templates

Template 1

Quick Suggestion (30 seconds to write)

Subject: Quick suggestion for your article on [topic]

Hi [Namel],

| enjoyed your piece on [specific topic]. | noticed you link to [resource].

I recently published a comprehensive guide on [related topic] that your readers
might find valuable: [URL].

Worth a look if it fits your readers' needs.

Best,

[Your name]

[One-line credential/company]
[LinkedIn link optional]
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Template 2:

Broken Link (10 second)

Subject: Broken link on your [page title]

Hi [Name],

| found a broken link on your page "[page title]": you link to [dead URL].

I have an up-to-date resource on the same topic you might consider linking to

instead:
[Your URL]

Happy to help if you'd like a short description to replace it.

Best,
[Your name]

Template 3:

Expert Quote (HARO response)

[Quote]: "[Write a specific, concise quote addressing the journalist's question]"
[Attribution]: [Your name], [Title], [Company]

[Credential]: Expert in [specific area]; [1-2 sentences about your background]

[Contact]: [email]

Best practices:

e Personalize each email (reference something specific about their content)
¢ Keep initial outreach short and helpful

¢ Follow up once or twice with added value

¢ Track responses and refine messaging based on what works

34



Auditing Your Backlink Profile

Essential metrics to track:

1. Referring domains - Unique domains linking to you (more important than
total links)

2. Authority distribution - What % come from high, medium, and low
authority sources?

3. Anchor text diversity - Do you have a healthy mix of branded, generic,
and long-tail anchors?

4. Link velocity - Is growth steady or do you have suspicious spikes?

Monthly audit checklist:

e [ ] Export all backlinks from your backlink tool

e [] Sort by referring domain authority

e [ ] Flag suspicious domains (spammy content, irrelevant niches, obvious
spam networks)

¢ [ ] Check for anchor text over-optimization

¢ [] Document new links and lost links

Action:

If you find toxic links, begin removal outreach. Document all attempts.



CHAPTER 6

User Behavior and
Engagement Signals

User behavior is a powerful indirect signal that helps search engines determine
whether a page satisfies search intent. Improving these signals improves both
rankings and conversions.
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Key Metrics

Organic Click-Through Rate (CTR)

¢ What it shows: How compelling your title and meta description are
e Benchmark: >5% is good; >8% is excellent
e How to improve: A/B test titles and meta descriptions

Dwell Time

¢ What it shows: How long users stay on your page

e Benchmark: >2 minutes for informational content; >1 minute acceptable

e How to improve: Add quick answer block, improve readability, add
multimedia

Bounce Rate

¢ What it shows: Single-session exits

e Benchmark: <40% for informational; <60% acceptable

¢ How to improve: Ensure content matches search intent, improve page
speed, add internal links

Return Visitors

e What it shows: Brand loyalty and repeat visits
¢ How to improve: Build email list, create remarkable content, improve brand
presence

Quick Wins for Engagement

1. Add a Quick Answer Block (5 minutes)

For pages with high bounce rates, add a 1-2 sentence answer at the very top:
Looking for the quick answer? [Answer in 1-2 sentences].
Keep reading below for detailed steps and examples.
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2. Improve Readability (30 minutes)

¢ Break long paragraphs into 2-3 sentences max

¢ Use bullets and numbered lists liberally

e Add subheadings every 200-300 words

e Aim for 8th-grade reading level (use tools like Hemingway App)

3. Add Multimedia (1-2 hours)

e Embed 1-3 relevant images with descriptive alt text
¢ Add a short explainer video (YouTube embed)
¢ Include a screenshot or diagram where it helps explain a concept

4. Build Internal Links (30 minutes)

e Add 3-5 contextual internal links from this page to related articles
e Use descriptive anchor text ("How to fix Core Web Vitals" not "click here")
e Add a "Related Articles" section at the end

Expected impact:
15-30% dwell time increase; 10-15% CTR lift within 14 days.
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CHAPTER 7

SERP Features and Special
Rules

Search results are no longer just a list of blue links. Google applies special
handling for certain queries and surfaces rich features that change visibility
metrics.
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Featured Snippets

What they are:

A highlighted box at the top of search results with a direct answer.

How to win:

1. Add a concise answer (40-60 words) to a relevant H2
2. Use lists or tables for structured content

3. Keep language simple and directly answer the question
4. Use FAQ schema where relevant

Example:

How long does SEO take to show results?

Most businesses see measurable ranking improvements within 60-90 days of
consistent optimization.

However, top-3 positions typically require 6-12 months of sustained effort,
especially for competitive keywords.

Local Pack

Whatitis:
The "map pack" showing 3 local businesses for local intent queries.

How to win (for local businesses):

1. Claim and fully optimize your Google Business Profile

2. Ensure NAP consistency (Name, Address, Phone) across all directories
3. Encourage genuine reviews and respond to all reviews

4. Add LocalBusiness schema to your website

5. Add service area markup if you serve a geographic region

How to win:

30-50% increase in local search visibility within 30-60 days.
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CHAPTER 8

LLM And Generative Al

Search Ranking Factors

41



The Evolution of Search: From Keywords to Al
Understanding

The search landscape is shifting. While traditional SEO focuses on keyword
optimization and backlinks, Generative Engine Optimization (GEO) and LLM
ranking factors operate on a fundamentally different principle: Al systems
prioritize credibility, citations, and consensus over keyword density and link
counts.

This chapter covers the 15 most important factors that influence how ChatGPT,
Perplexity, Claude, Google Al Overviews, and other large language models
decide whether to cite your content in their responses.

High Priority LLM Factors (Critical Impact)
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1. Citations & Source Attribution - CRITICAL

Why it matters:

LLMs are trained to cite sources when generating responses. Content with
clear citations boosts visibility by 30-40% in Al search results. Models prefer
pages that link to authoritative sources and make it easy for the LLM to trace
the origin of information.

What to audit:

e Count the number of external links pointing to reputable sources
(government, academic, industry leaders)

o Verify that citations appear throughout the content, not just at the end

e Check for proper attribution format ("Source:" or "According to...") for
each claim

What to fix:

e Link to at least 5-7 authoritative sources per 2,000 words of content

¢ Use explicit attribution: "According to [Source name]..." rather than passive
references

e Add in-text citations directly after key claims, not just in a references
section

¢ Link to primary sources (research papers, government data, official
reports)

¢ Include author names and publication dates with each citation

Implementation example:

Rather than: "Studies show that artificial intelligence improves productivity."

Write: "According to a 2024 McKinsey report on Al adoption, organizations
implementing machine learning saw a 30-40% productivity increase within the
first year."

Expected impact:

40% increase in Al search citations within 60 days. Pages with 5+ distinct
sources are cited 3x more often.
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> Statistics & Quantifiable Data -
*  HIGH PRIORITY

Why it matters:

LLMs weight numerical data heavily when generating responses. Specific
statistics, percentages, and data points are significantly more likely to be
extracted and cited than general statements. This is the most easily actionable
factor for immediate results.

What to audit:

e How many statistics appear in your top 20 pages?
¢ What percentage of claims include specific numbers or percentages?
¢ Do you cite data from original research or only use secondary sources?

What to fix:

Add 3-5 quantifiable data points per article
¢ Use specific numbers instead of vague language:
"Many businesses are adopting Al"
"82% of enterprises reported increased Al adoption in 2024"
e Create comparison tables showing year-over-year metrics
¢ Include actual survey results with sample sizes and methodologies
¢ Add benchmark data (industry averages, performance metrics)
¢ Visualize data in structured formats (tables, lists with numbers)

Format guidelines:

Metric 2023 2024 Growth
Al Adoption Rate 55% 82% +27%
Content with Data 30% 60% +30%
Citation Rate 2.1X 3.2X +52%

Table 1: Impact of Data-Rich Content on LLM Citations.
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Expected impact:

35-40% visibility improvement. Content with 5+ statistics is cited 5x more
often than generic content.

3. Expert Quotations - HIGH PRIORITY

Why it matters:

LLMs value direct quotes from recognized authorities and thought leaders.
Expert commentary strengthens credibility and provides validation for your
claims. Models treat quoted experts as endorsements of your content.

What to audit:

¢ How many expert quotes appear in your content?
¢ Are experts properly attributed with title and company?
¢ Do you quote from diverse, recognizable authorities?

What to fix:

e Add 2-3 expert quotes per long-form article (2,500+ words)
e Format quotes clearly with proper attribution:
"Al will transform marketing."
"Al will transform marketing by 2025." Jane Smith, Chief Al Strategist,
TechCorp
¢ Include direct contact information or LinkedIn profile links for experts
¢ Get permission from experts before quoting (builds a relationship for future
collaboration)
¢ Mix quote types: industry leaders, researchers, practitioners, customers

Quote placement strategy:

¢ Place the first expert quote in the introduction to establish authority
e Use mid-article quotes to support key arguments
¢ Include a final expert insight in the conclusion

Expected impact:

25-30% citation increase. Each expert quote increases the likelihood of LLM

inclusion by ~15%.
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4 Semantic Authority & Topic Clusters -
HIGH PRIORITY

Why it matters:

LLMs evaluate your credibility across your entire domain, not just individual
pages. If you have comprehensive coverage of a topic across multiple pages
with clear relationships, LLMs recognize you as an authoritative source on that
topic and cite you preferentially.

What to audit:

¢ Do you have a topic cluster (pillar page + 15-20 related articles)?
e Are there clear internal links connecting related articles?

e Does your site comprehensively cover all subtopics in your niche?
* How deep does your content library go on your primary topics?

What to fix:

¢ Build a pillar page (3,500+ words) covering the main topic

¢ Create 15-20 cluster articles (2,000+ words each) covering subtopics

¢ Implement clear internal linking from pillar to clusters and between clusters

e Ensure you have content covering: definitions, comparisons, how-tos, case
studies, and trends for each major topic

¢ Create a visual site map showing topic relationships

Example cluster structure:

¢ Pillar page: "Complete Guide to Atrtificial Intelligence in Marketing"
¢ Cluster articles:

. Al tools for email marketing

. Predictive analytics for customer behavior

. Al copywriting best practices

. Machine learning algorithms explained

. Case study: Al implementation in retail

. Ethical considerations in Al marketing

OO g WN

Expected impact:

Establishes you as a domain authority. Increases citation probability by 60-

80% across all related topics.
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5. Answer-Ready Formatting - HIGH PRIORITY

Why it matters:

LLMs extract information more efficiently from well-structured, scannable
content. If your answer is easy to parse, the LLM is more likely to cite it.
Formatting acts as a roadmap for how the model should interpret and extract
your information.

What to audit:

e Do your articles start with a direct answer?

¢ How many FAQ sections appear on your pages?

¢ What percentage of your content uses bulleted lists vs. paragraph text?
e Are comparison tables present on comparative articles?

What to fix:

1. Add quick answer block at the top:

¢ Place a 40-60 word answer to the main question before the full article
¢ Format as: "Quick Answer: [Direct answer in 1-2 sentences]"

2. Create FAQ sections (critical for Al):

¢ Include 8-12 questions per article
* Keep answers to 40-60 words (scannable length)
e Format as: Q: Question? A: Direct answer.

3. Use structured data:

e Bullets for lists

¢ Numbered lists for processes
e Tables for comparisons

¢ Headers for section breaks

4. Add visual hierarchy:

e H2 for major sections (every 500 words)
e H3 for subsections

¢ Bold key terms

e Use CAPS sparingly for emphasis
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Example formatting:

¢ Define the concept in one sentence
e Provide 2-3 practical examples

¢ Include at least one relevant statistic
e Add expert quote or validation

¢ Conclude with actionable insight

Expected impact:

30-45% improvement in extraction rate. Pages with FAQ schema are cited 2x
more often.

Enhanced Structured Data (JSON-LD) -
HIGH PRIORITY

6.

Why it matters:

Schema markup is approximately 2x more important for Al search ranking than
for traditional Google rankings. LLMs use structured data to understand entity
relationships, content type, authorship, and citations. Proper schema
dramatically increases citation probability.

What to audit:

¢ |s FAQ Page schema implemented? (Most critical for Al)
e Do you have Article schema with author information?

* Is there schema for data/dataset?

e Are citations markup included (though not yet universal)?

What to fix - Priority schema types for Al:

¢ |s FAQ Page schema implemented? (Most critical for Al)
¢ Do you have Article schema with author information?

¢ |s there schema for data/dataset?

e Are citations markup included (though not yet universal)?
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1. FAQ Page Schema (CRITICAL - implement first)
{

"@context": "https://schema.org",

"@type": "FAQPage",

"mainEntity": [

{

"@type": "Question",

"name": "What are LLM ranking factors?",

"acceptedAnswer": {

"@type": "Answer",

"text": "LLM ranking factors are elements that influence whether a large
language model cites your content in its responses. These include citations,
statistics, expert quotes, and structured data."

}

}
]
}

2. Article Schema with Enhanced Attribution
{

"@context": "https://schema.org",

"@type": "Article",

"headline": "LLM & Generative Al Search Ranking Factors",
"author": {

"@type": "Person",

"name": "Swapnil Ughade",

"url": "https://www.linkedin.com/in/swapnilughade/"

h
"datePublished": "2025-12-25",
"dateModified": "2025-12-25"

}

3. Dataset Schema (for data-heavy content)
{

"@context": "https://schema.org",

"@type": "Dataset",

"name": "Al Adoption Statistics 2024",

"description": "Dataset showing global Al adoption rates by industry",
"url": "https://yoursite.com/ai-adoption-data"

}
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4. HowTo Schema
{

"@context": "https://schema.org",

"@type": "HowTo",

"name": "How to Optimize for LLM Rankings",
"step": [

{

"@type": "HowToStep",

"name": "Add citations to authoritative sources",
"text": "Link to 5-7 reputable sources per 2,000 words"
}

]

}

Implementation checklist:

¢ [] FAQPage schema on all FAQ-containing pages

¢ [ ] Article schema on all blog posts and long-form content
¢ [] DataSet schema if you publish original research or data
¢ []HowTo schema on how-to and step-by-step guides

¢ [] Validate all schema using Google's Rich Results Test

¢ [ ] Monitor Search Console for schema errors

Expected impact:

Pages with proper schema are cited 50%+ more often. FAQPage schema alone

can increase Al visibility by 40%.

Medium Priority LLM Factors (Important but

Secondary)
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MEDIUM PRIORITY

SIEIEIE

Consensus Language & Authoritative Tone
- MEDIUM PRIORITY

Why it matters:

LLMs are trained to reflect mainstream expert consensus. Content using
consensus-based language ("research shows," "studies indicate") is weighted
more heavily than speculative or opinion-based claims. Tone signals credibility.

51



What to audit:

e How much of your content uses speculative language vs. consensus
language?

¢ Do you cite expert agreement on key points?

¢ Does your content acknowledge different perspectives?

What to fix:

Replace speculative language with consensus signals:

J "Al might transform marketing"
o "Research consistently shows that Al transforms marketing efficiency"

Use authority indicators:

e "Research shows..." (use when citing studies)

¢ "Industry experts agree..." (use when citing multiple sources)
e "Studies indicate..." (use for statistical findings)

e "The consensus is..." (use for widely accepted facts)

e "Data demonstrates..." (use with statistics)

Acknowledge opposing views professionally:

¢ "While some argue X, the preponderance of evidence supports Y."
e "Critics of X point to [concern], but research shows [counter-evidence]."

Expected impact:

15-20% increase in citation rate through improved credibility signaling.

Content Depth (2,900+ Words) -
MEDIUM PRIORITY

8.

Why it matters:

LLMs prefer extracting from comprehensive single sources rather than
combining fragments from multiple pages. Longer, more thorough content
increases citation probability because the model finds complete context in one
place.
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What to audit:

¢ What's the average word count of your top 20 pages?
e How many pages are under 1,500 words?
¢ Do competing pages have more comprehensive coverage?

What to fix:

1. Target depths by content type:

¢ Informational articles: 2,900-3,500 words

* How-to guides: 2,500-3,200 words

e Comparison pieces: 3,000-4,000 words

e Research-heavy content: 3,500-5,000 words

2. Expansion framework:

¢ Introduction: 150-200 words (set context and answer)
¢ Main sections (4-6): 400-600 words each

¢ Case studies: 300-400 words

¢ FAQ section: 600-800 words

¢ Conclusion: 150-200 words

3. Add depth through:

¢ Additional case studies (2-3 per article)
e Deeper statistical analysis

¢ More expert perspectives

e Expanded methodology explanations

e Real-world implementation guidance

Expected impact:

Content depth increase from 1,800 to 2,900+ words increases citation rate by
25-35%.

9 Entity Clarity & Disambiguation -
°  MEDIUM PRIORITY

Why it matters:

LLMs need to understand exactly which entity you're discussing to properly
attribute information. Clear entity identification helps models connect your
content to the right topics and reduces confusion with similarly-named entities.
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What to audit:

¢ On first mention, do you always use full, complete names?

¢ Do you disambiguate homonyms (Apple Inc. vs. apple fruit)?
e Are author bios and credentials clearly stated?

¢ Do you use consistent terminology throughout?

What to fix:

Implement entity clarification:

1. First mention should include full name and disambiguation:

o "Apple announced new Al features"
. "Apple Inc., the technology corporation, announced new Al features for
i0S 19"

2.Include entity schema linking:

e Add @id properties linking to Wikidata or DBpedia
e Use sameAs properties in JSON-LD

Example entity schema:

{

"@context": "https://schema.org",

"@type": "Organization",

"name": "MagicWorks IT Solutions",

"url": "https://magicworksitsolutions.com/",

"@id": "https://www.wikidata.org/wiki/Q[number]",

"sameAs": [
"https://www.linkedin.com/company/magicworks-it-solutions/"
|

}

Author entity clarity:

¢ Include author bio with credentials

¢ Link author name to LinkedIn or verified profiles
e Specify author expertise areas

¢ Add author schema markup
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Expected impact:

20% improvement in attribution accuracy. Reduces LLM confusion with
competing entities.

10 Freshness Signals (Last Updated) -
MEDIUM PRIORITY

Why it matters:

LLMs heavily weight recent content. Models are trained to prefer current
information, and a visible "Last Updated" date signals that content is actively
maintained and reflects current information.

What to audit:

e What percentage of your pages show last updated dates?
e When were your top 20 pages last updated?
¢ Do you have pages with outdated statistics?

What to fix:

1. Display last updated dates prominently:

¢ Place at top of article: "Last Updated: December 25, 2025"
e Update dates whenever content changes significantly
e Use ISO 8601 format (YYYY-MM-DD) for clarity

2. Refresh content regularly:

e Quarterly: Update statistics and data
¢ Semi-annually: Refresh examples and case studies
¢ Annually: Major review and update of all evergreen content

3. Update strategy:

¢ New statistics: Update immediately

¢ New tool releases: Update within 2 weeks

¢ Algorithm/methodology changes: Update within 1 week
e Product updates: Update within 1 month
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4. Create version signals:

e "Updated for 2026" in titles when applicable
e "2024 data" when referencing recent statistics
e "Latest Al developments as of December 2025"

Structured data for freshness:
{

"@context": "https://schema.org",
"@type": "Article",
"datePublished": "2024-01-15",
"dateModified": "2025-12-25"

}

Expected impact:

2x higher citation rate for recently updated content. Freshness can overcome
ranking position from older articles.

Multi-Source Cross-Referencing -

11. MEDIUM PRIORITY

Why it matters:

LLMs fact-check by looking for consensus across multiple sources. Content
that references multiple authoritative sources for the same claim builds
confidence in the information and increases citation probability.

What to audit:

¢ For major claims, how many sources support them?
¢ Do you cross-reference between competing sources?
¢ Are single-source claims backed up by additional validation?
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What to fix:

Cross-reference key claims with 3-5 sources:

¢ Instead of citing one source, cite multiple sources supporting the same
point

e Format: "This finding is supported by research from [Source A], [Source B],
and [Source C]"

Validation through diversity:

e Academic sources

¢ Industry research firms

e Government/regulatory data
¢ Practitioner case studies

e Expert interviews

Example multi-source citation:

Rather than: "Al adoption is increasing. (Source: McKinsey)"

Write: "Al adoption is accelerating across enterprises. This trend is
documented by McKinsey (2024), verified by Gartner's latest report (2025),

and confirmed through primary research conducted by the Al Business
Council (2025)."

Expected impact:

20-30% improvement in information credibility. Multi-sourced claims are cited
3-4x more often.

Low Priority LLM Factors (Nice-to-Have)

LOW PRIORITY

QBE .
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12 Fluency & Readability Optimization -
LOW PRIORITY

Why it matters:

While LLMs can parse difficult text, clearer, simpler language improves
accurate extraction and reduces misinterpretation risks.

Target:
8th-10th grade reading level.

What to fix:

¢ Break long sentences into shorter ones (15-20 words max)

¢ Use active voice ("LLMs rank content" not "Content is ranked by LLMs")
¢ Define technical terms on first use

¢ Avoid jargon without explanation

1 Technical Terms with Definitions - LOW
3 *  PRIORITY

Why it matters:

Defining technical terms helps LLMs understand the context of specialized
information.

What to fix:

¢ Inline definitions: "Federated learning (a technique where Al models are
trained across distributed data sources) improves privacy."

¢ Glossary section for your niche

e Acronym expansion on first mention: "RAG (Retrieval Augmented

Generation) systems..."
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Unique Perspectives & Original Research

1 [
4 - LOW PRIORITY

Why it matters:

Proprietary insights and original research differentiate your content and
provide unique value that LLMs cannot find elsewhere.

What to add:

¢ Original surveys with methodology disclosed

¢ Proprietary case studies with measurable results
¢ Unique frameworks or methodologies

¢ First-hand experience and insights

¢ Original analysis of existing data

15 Multimedia Descriptions - LOW
°  PRIORITY

Why it matters:

While LLMs can't "see" images, they read and understand alt text and captions.
Detailed descriptions improve content completeness.

What to fix:

o Alt text: 15-25 descriptive words per image

¢ Image captions: Standalone sentences that make sense without image
¢ Video transcripts: Complete transcripts for video content

¢ Infographic descriptions: Text version of key data points
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Quick Audit Checklist for LLM Optimization

Week 1: Initial Audit of Top 20 Pages

[ ] Count citations/sources per page (target: 5-7 per 2,000 words)
[ 1 Check for quantifiable data points (target: 3-5 per article)

[ 1 Identify expert quotes (target: 2-3 per article)

[ ] Verify JSON-LD schema implementation

[ 1 Check last updated dates visibility

Week 2: Content Enhancement

[ 1 Add consensus language throughout top pages

[ ] Expand pages under 2,500 words to 2,900+ words
[ 1 Add "Last Updated" dates prominently

[ 1 Create comparison tables for comparative content
[ 1 Add FAQPage schema markup

Week 3: Technical Implementation

[ ] Validate all schema markup in Google Rich Results Test
[ 1 Fix any schema errors in Search Console

[ 1 Add entity disambiguation to author bios

[ 1 Implement multi-source citations for major claims

[ 1 Check page load speed (target: <2 seconds)
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Week 4: Scaling & Documentation

[ 1 Apply successful patterns to next 50 pages

e [] Train content team on LLM optimization principles
¢ [] Create style guide for citations and data formatting
e [] Set up monitoring for LLM citations (Al search visibility)

Integration with Traditional SEO

Important:

LLM optimization complements rather than replaces traditional SEO. Your
complete strategy should include:

Factor Traditional SEO LLM Optimization
Keywords High priority Lower priority
Backlinks High priority Moderate priority
Citations Low priority CRITICAL
Data/Statistics Medium priority CRITICAL
Content Depth High priority High priority
Freshness Medium priority High priority
Structure/Schema Medium priority CRITICAL

Table 2: SEO vs LLM Factor Prioritization.
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Expected Results Timeline

Month 1 (Weeks 1-4):

e 15-25% improvement in LLM citation rate
¢ Establish foundational schema and structured data
¢ Begin content enhancement across top 20 pages

Month 2-3 (Weeks 5-12):

e 30-50% improvement in Al search visibility
e Comprehensive implementation across all pages
e Multi-source citation patterns established

Month 4+ (Ongoing):

¢ Maintain 40-70% improvement in LLM visibility
e Continuous content refreshment and updates
e Scale successful patterns to all content

Key Takeaway

The shift from SEO to GEO (Generative Engine Optimization) requires a
mindset change: optimize for credibility, citations, and consensus rather
than keywords and links. Content that clearly cites sources, includes data,
quotes experts, and provides comprehensive answers will rank well in both

traditional search and Al-powered search engines.

The good news: these optimizations improve user experience and content
quality simultaneously. Better citations, more data, and expert perspectives

make content more valuable for human readers and Al systems alike.
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CHAPTER 9

Penalty Detection and
Recovery

Even strong sites can face penalties if they cross Google's lines. This chapter

explains how to detect, diagnose, and recover from penalties.
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Signs of a Penalty

Algorithmic penalty indicators:

¢ Sudden ranking drops across many keywords (not just one or two)
¢ Drop occurs shortly after a Google core update
e Traffic loss affects multiple content categories

Manual action indicators:

¢ Google Search Console shows a manual action notification

¢ Message specifies the issue (unnatural links, thin content, spammy
structure)

e Drop is typically more severe and immediate

(5 qu
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Recovery Workflow

Step 1: Triage (Day 1)

¢ Check Search Console for manual actions
e Compare organic traffic before and after the drop
¢ |dentify which pages/keywords are affected

Step 2: Evidence (Days 2-3)

e Export ranking history and traffic data
e Save screenshots of the drop
e Create a timeline of site changes (if any) before the drop

Step 3: Remediation (Days 4-14)

For content penalties:

e Remove or substantially improve thin pages
e Add depth, sources, and author credentials
e Consolidate near-duplicate pages

For link penalties:

¢ Document all removal outreach attempts

e Create a disavow file ONLY after removal attempts fail
¢ Maintain a log of all attempted removals

For technical issues:

e Fix indexation errors
¢ Remove accidental noindex directives
e Correct canonicalization problems

Step 4: Reconsideration (Days 15-30)

e Prepare a document summarizing cleanup steps
e Submit reconsideration request via Search Console
e Be prepared to provide additional evidence if asked

Expected timeline for recovery

30-90 days from reconsideration submission, depending on penalty severity.



CHAPTER 10

Your 9o-Day Action
Roadmap

Use this roadmap to structure your first 90 days of optimization work.
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Phase 1: Foundation (Days 1-30)

Goal:

Remove technical blockers and stabilize indexation.

Week 1

[ 1 Run full site crawl and Core Web Vitals audit
[ 1 Export top 50 pages by impressions

¢ []Fix robots.txt issues and resubmit sitemap

[ 1 Check Search Console for manual actions

Week 2

[ 1 Fix top 3 Core Web Vitals regressors

[ 1 Resolve mobile usability errors

[ 1 Quick content triage: improve titles on top 20 pages
e [ ] Begin backlink audit

Week 3

¢ []Implement canonicalization for duplicates
[ ] Resolve indexation issues

[ 1 Add schema to priority pages

[ ] Create first linkable asset

Week 3

e []Begin outreach on linkable asset
[ 1 Set up measurement dashboard
¢ [] Document all changes

¢ []Plan next phase

Expected outcomes:

e Zero robots.txt blocks

e Index coverage errors reduced by 40%
e Core Web Vitals improved by 20%+

e Titles optimized on top 20 pages
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Phase 2: Scale (Days 31-60)

Goal:

Scale content and begin link acquisition.

Week 5-6

e [] Publish 2-3 long-form pieces targeting priority keywords
[ 1 Expand top 20 pages with missing subtopics

[ 1 Implement targeted outreach to top 50 domains

[ 1 Add internal links and improve navigation

Week 7-8

¢ [] Continue content outreach and follow-ups
[ 1 A/B test titles and meta descriptions

[ 1 Publish second linkable asset

[ 1 Monitor CTR and dwell time improvements

Expected outcomes:

¢ 5-15 new referring domains

e 2-3 pieces of expanded content published

¢ 10-15% CTR improvement on tested pages

e 20-30% dwell time increase on expanded content

Phase 3: Optimize & Iterate (Days 61-90)

Goal:

Consolidate wins and establish sustainable processes.
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Week 9-10

[ 1 Scale winning experiments (titles, content formats) to next cohort
¢ [] Expand outreach to next 200 domains

¢ [] Conduct full backlink audit

e [] Prepare disavow file if needed

Week 11-12

e [] Analyze 90-day results

e [ ] Document lessons learned

[ 1 Create SEO governance playbook
[ 1 Plan Q2 roadmap

Expected outcomes:

e 20-40 new referring domains

¢ 3-5new long-form content pieces

e 15-25% organic traffic increase

¢ Defined processes for ongoing optimization
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Complete Ranking Factors

Index

This index provides a comprehensive re
factors, or ganized by priority and category.

ference of Google's ~200 ranking
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High-Priority Factors (Focus Here First)

1. Quality content - Pages that satisfy user intent, cover topics
comprehensively, and include sources

. Referring root domains - Number of unique domains linking to your pages
. Core Web Vitals - LCP, CLS, INP scores

. Mobile usability - No critical errors; responsive design; proper viewport
E-E-A-T - Author credentials, expertise, trust signals for YMYL content

. Title tag optimization - Keywords near start; compelling; unique

. Backlink authority - Links from topically relevant, authoritative sites

. Content depth - Comprehensive coverage of topic; includes examples and
data

9. Technical crawlability - No robots.txt blocks; proper canonicalization;

O N ONWN

clean indexation
10. Server security (HTTPS) - Sitewide HTTPS; no mixed content warnings

Medium-Priority Factors (Important for
Competitiveness)

11. Internal linking - Contextual links from high-authority pages to priority

pages

12. Schema markup - Relevant schema types (Article, FAQ, Product, Local
Business)

13. Page speed - Fast loading time; optimized images; efficient
CSS/JavaScript

14. Mobile-first content parity - Same content on mobile and desktop

15. Anchor text diversity - Natural mix of branded, generic, and long-tail
anchors

16. Content freshness - Recent updates for time-sensitive content; visible
"last updated" dates

17. User engagement signals - High CTR, dwell time, low bounce rate

18. Canonical tags - Proper use for duplicate content consolidation
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19. Local signals - Google Business Profile optimization; NAP consistency;
reviews

20. Image optimization - Descriptive filenames; alt text; compressed; modern
formats

Low-Priority Factors (Monitor But Don't
Overoptimize)

2. Domain registration length - Long registrations preferred but minimal
impact

22. Social signals - Amplifies reach but not a direct ranking factor

23. Readability grade level - Optimize for audience but not critical

24. Outbound link quality - Link to authoritative sources but doesn't strongly
impact rankings

25. Brand mentions - Unlinked mentions help but less powerful than links

Quick Reference: Which Factor to Work
On When

If you have a ranking/traffic problem:

e Traffic is zero/low - Start with technical (crawlability, indexation, HTTPS)

¢ You're ranking but getting low CTR - Fix titles and meta descriptions

¢ You rank but have high bounce rate - Improve content depth and page
speed

e Competitors have more backlinks - Start link acquisition campaign

¢ You see ranking drops after updates - Audit content quality and E-E-A-T

¢ Local business - Optimize Google Business Profile and local citations

If you're planning quarterly roadmap:

¢ Q1: Technical foundation (crawlability, Core Web Vitals, mobile, HTTPS)
¢ Q2: Content expansion and on-page optimization

e Q3: Link acquisition and brand building

Q4: Analysis, optimization, and preparation for next year
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Closing Thoughts

Google's 200 ranking factors may seem overwhelming, but the
actual leverage points are surprisingly consistent:

1. Satisfy user intent with high-quality, comprehensive
content

2. Earn authority through technical excellence and relevant
backlinks

3. Build trust through E-E-A-T signals and brand presence

4. Enable discoverability through proper technical
implementation and structure

This eBook provides the roadmap. Your execution consistent,
data-driven, and disciplined delivers the results.

Start with the 30-Day Technical Sprint. Scale to the 90-Day
Roadmap. Measure relentlessly. Iterate based on data.

The businesses that win in search aren't those that chase every
algorithm update. They're the ones that master the
fundamentals, build sustainable advantage through content and
authority, and adapt intelligently as the landscape shifts.
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Search has evolved. Has your strategy?

Google's algorithm still matters, but Al-powered search engines like
ChatGPT, Gemini, and Perplexity are reshaping how people find
information. Your content needs to rank in both worlds.

Inside this book:

e The 10 primary ranking factors driving Google visibility in 2026

« 15 LLM-specific strategies that get your content cited by Al
search

o Technical SEO essentials: Core Web Vitals, schema markup, and
crawlability

o Backlink tactics that actually work (with ready-to-use templates)

» A 90-day roadmap with week-by-week implementation tasks

No theory. Just action.

Every chapter includes audit checklists and implementation guides.
Whether you're running an agency or managing in-house SEO, you'll
finish with a clear execution plan.

The shift to dual-algorithm optimization is happening now.

About the Author

Swapnil Ughade is Managing Director of MagicWorks IT Solutions
Pvt. Ltd., an Al-first digital marketing agency that has managed
campaigns worth over ¥50 crore and delivered 800+ websites since
2012.
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