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G

oogle’s search engine algorithm is notoriously secre�ve. In
fact, the en�re SEO industry is built on trying to ﬁgure out
exactly what helps a website rank higher in the search results.

So, when Google released its “Search Quality Evaluator” guidelines back in 2015, marketers across the world were pleasantly
surprised. Since then, Google has kept upda�ng these guidelines.
Today, they’re one of the most comprehensive and authorita�ve
resources on SEO out there.
It’s not like these guidelines tell you exactly what’s in Google’s
search algorithm — of course not. But they provide very important insights into what Google sees as a “high-quality” webpage.
And in the midst of so much specula�on and conjecture, these
guidelines are the most authen�c and accurate source of informa�on.
So in this post, we thought we’d break down Google’s Search Quality Raters to tell you how to create a high-quality website that
ranks up there.
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WHAT MAKES
A HIGH-QUALITY
PAGE?
The ﬁrst ques�on is “What does Google see as a high-quality
page?” For starters, there’s a basic deﬁni�on:
The webpage has a “beneﬁcial purpose” — in other words, it’s
designed to beneﬁt users
It achieves that purpose well
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Apart from this fundamental deﬁni�on, there are some main characteris�cs of a high-quality page:

A satisfying amount of high-quality main content
What does this really mean? High-quality main content is one into
which either �me, eﬀort, skill, or exper�se has gone in. But the
deﬁni�on of high-quality main content depends on the nature
and purpose of the webpage. So for instance:
A news webpage should have informa�on that’s engaging,
factually accurate, and comprehensive. There should also be a
fair bit of expert consensus around it.
For a sa�re webpage, factual accuracy isn’t important. The content needs to be hilarious — that’s the biggest determinator of
its quality.
A func�onal website — for instance, an e-commerce page —
needs to be high on func�onality. So a big indicator of quality
would be how easy it is to actually purchase an item oﬀ the
page.
Naturally, webpages which are more broad-based in their purpose would have to have more content than those that are narrower to be classiﬁed as high-quality.
For instance, this page about a Siberian Husky may not have a lot
of content but would s�ll be classiﬁed as high-quality main content because the topic itself is quite narrow. Similarly, this e-Commerce page is another example of high-quality main content
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because it has everything you need to know to make an informed
purchase decision — user reviews, shipping and returns informa�on, item details, product speciﬁca�ons etc.

“High-quality main content is one into which either time,
eﬀort, skill, or expertise has gone in”
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Clear and satisfying website information
Building trustworthiness is a big part of crea�ng a high-quality
webpage, and clear informa�on is a big part of that. How much
informa�on is required depends on the nature of the webpage.

YMYL (Your Money or Your Life) pages
These are webpages that tend to have a direct impact on either
your ﬁnancial situa�on, your health or your safety. So these pages
naturally require a lot of details — who is the owner of the website, detailed customer service informa�on, and so on.
Non-YMYL pages
These pages usually need less informa�on — an email address
may be suﬃcient in some cases.
So based on the purpose of your website, make sure you’re giving
users all the possible informa�on they need to be able to trust
you and make a more informed decision.
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Positive reputation
Online reputa�on management is a big part
of SEO. The guidelines say that a posi�ve reputa�on deﬁnitely helps when it comes to classifying page quality as “high”. Having said that,
the reputa�on is not as important as factors
like quality of main content. Which means
that a page which doesn’t have a posi�ve reputa�on can also be marked as a high-quality
page.
Having said that, a nega�ve reputa�on is a big
no-no. Having a nega�ve reputa�on will automa�cally disqualify a webpage from having a
high-quality ranking. That’s why a large part
of online reputa�on management will involve
mi�ga�ng nega�ve reputa�on. Here are
some of the most common ways your webpage can acquire a nega�ve reputa�on:

A negative
reputation is a big
no-no. Having a
negative
reputation will
automatically
disqualify a
webpage from
having a
high-quality
ranking.

Nega�ve press:
This is especially tricky if the content is long-form as opposed to a
small paragraph or men�on somewhere. The severity of the
damage also depends on the Domain Authority of the news site.
Government no�ces:
Government sites are considered trustworthy and tend to rank
high — so a Government no�ce can be bad news.
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Bad reviews on neutral sites:
These can really damage your reputa�on, especially when they
start to gain trac�on, and people post one a�er another.
Bad reviews on the website:
These are easier to manage but should s�ll be few and far
between.
Li�ga�on, criminal records, tax default:
These usually appear on reputed government sites. They also contain a lot of text which leads to a higher ranking.
Nega�ve men�ons on social media:
Reddit threads and Facebook groups tend to rank high since they
fulﬁl the purpose they are created for. Nega�ve reviews here
means your reputa�on is likely to take a hit.
Both news ar�cles and opinion ar�cles tend to rank very high
riding on the reputa�on of the site on which they are published.
However, reputa�on for diﬀerent sites is measured diﬀerently. For
instance, an ar�cle on a humour website could also rank highly
because of the website’s reputa�on for crea�ng humorous content. In other words, your reputa�on is built in the context of your
website’s overall purpose. If you’re an entertainment website,
you won’t be measured against stringent factual accuracy, whereas a news website would.
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The E-A-T Level
Finally, a website will only have a high-quality ra�ng if it has a high
level of E-A-T (Exper�se- Authorita�veness-Trustworthiness).
Again, building exper�se for a website depends en�rely on the
purpose of its crea�on.
For instance, a forum for sa�re would be judged based on the reputa�on of the sa�rists par�cipa�ng. A page around scien�ﬁc informa�on, on the other hand, should represent a scien�ﬁc consensus on a par�cular topic (provided it exists).
Here’s an example of a local ﬁsh-and-chips restaurant that gets a
high-quality rank simply on account of E-A-T.
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Here’s a bathroom decor page which also gets this high-quality
rank largely on account of the high E-A-T vis-a-vis the purpose of
the page.
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Mobile Experience
According to Google, there are 27.8 billion more queries from
mobile than the desktop. Google has now made its en�re algorithm mobile-ﬁrst. So Google ranks web pages based only on the
mobile versions of the website. This happens even when the
search itself is happening from a laptop or desktop.

So what does this mobile-ﬁrst shi� mean for marketers? It means
that the mobile experience has become more important than
ever before. Your website has to be perfectly mobile op�mized—
in terms of loading speed, naviga�on, user interface, design, and
user experience. A perfectly op�mized mobile experience would
include:
Loading resources on mobile devices
Fast loading speed
Internal links and redirects that work
All content is visible on the mobile version of the site
A user experience that optimized across devices
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Search Intent
Search Intent is one of the things that probably tops the list of
Google’s Search Quality parameters. Search intent is how eﬀec�vely a piece of content fulﬁls the search intent of the user.
Search intent is of many diﬀerent types — informa�onal, commercial, naviga�onal, and transac�onal.

But what does it really imply? Let’s say you want to make an eggplant recipe that’s quick. So you search for “eggplant recipe”. If
the ﬁrst search result is an eggplant recipe that’s delicious but
takes over an hour to prepare, you’ll go back and look at another
result. If this recipe takes 10 minutes, chances are you’ll roll with
it. And over �me, this is the recipe that will climb to the top of the
search results. That’s exactly why you need to cra� your content
in a way that will speciﬁcally sa�sfy the search intent behind the
targeted keywords.

“Search intent is how eﬀectively a piece of content fulﬁls
the search intent of the user.”
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Needs Met
Another popular metric that Google uses is how well a par�cular
piece of content meets the needs of the person who is searching.
It uses 3 main parameters to discern this:

CTR (Click Through Rate)
What percentage of users click through to a par�cular page a�er
typing a par�cular search query.
Pogo s�cking
This refers to a process where a user clicks on a result, clicks on
the back bu�on, clicks on a diﬀerent result, clicks the back bu�on
again, and so on. This is a clear indicator that the user isn’t able to
ﬁnd what they’re looking for.
Dwell �me
This is considered in addi�on to pogo s�cking. So if someone
presses the back bu�on eventually, but if they stay there for a few
minutes before they do, then this is a signal that they have probably found useful informa�on.
www.justwords.in

13

THE BOTTOM
LINE
The Search Quality Evaluator guidelines are by no means the only
thing to keep in mind during SEO. Having said that, they come
straight from the horse’s mouth. Which means that these guidelines are the bare minimum that every website needs to work
towards. As long as you tackle each aspect of achieving a
high-quality ra�ng, and stay with it consistently, you should soon
be able to see a marked diﬀerence in your rankings.
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NEED A LITTLE
EXPERT HELP TO
GET STARTED?
Contact us today and discuss
what you have on your mind!
QUERY@JUSTWORDS.IN
SALES@JUSTWORDS.IN

1039, 10TH FLOOR,
TOWER B3, SPAZE I-TECH PARK,
SOHNA ROAD, SEC -49,
GURGAON- 122018
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