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HELLO
I am Justin Emig
• Holds 10 digital marketing certifications

• Has 9 years of digital marketing experience

• “Googles” for a Living

• Reads A LOT, tinkers, and thinks about the Future

• Obsessed with the consumer in the intersection of 
retail and digital



GET TO KNOW ME A BIT MORE.
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• How Google ranks websites and what it takes to win.

• Ranking Factors:
○ Google My Business: Ensuring you are present and able to be found 

on the maps for your most relevant keywords.
○ On-Site Factors: How you can improve your rankings with relevant 

keyword and page copy.

• Bonus… If time permits. 

AGENDA



HOW DOES GOOGLE RANK WEBSITES?
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Localized Searches Non-Localized Searches

HOW DOES GOOGLE 
RANK WEBSITES?

But first… What do these searches look like? 
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WHAT IS A 
LOCALIZED SEARCH

• Showcases localized intent

• Google assumes you are looking for 
information about a business within a 
near proximity. 

Map Listings >>

Traditional Organic Listings >>
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WHAT IS A 
LOCALIZED SEARCH

Mobile Search >>

<< Desktop Search

Above ‘Fold’

Above ‘Fold’

Further Refinement >>
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WHY IS MOBILE
LOCALIZED SEARCH IMPORTANT?

• 3.5 billion searches happen every day

• 60% of searches are from mobile devices

699 million searches a day are related to location. 

Source: Google Internal data



10

WHAT IS A 
NON-LOCALIZED SEARCH

Mobile Search >>

<< Desktop Search

Above ‘Fold’

Above ‘Fold’

What is the Difference? No Map Pack
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WHAT IS AN 
INFORMATIONAL SEARCH

Mobile Search >>

<< Desktop Search

Install Application, if 
applicable. 

Above ‘Fold’

Google assumes they are looking 
for info, not a Notary



TOO MUCH JARGON? LET ME EXPLAIN
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HOW DOES GOOGLE 
RANK WEBSITES?

Relevancy Authority

● What websites have content related to 
dogs? 

● Of those websites, does the content 
mention dogs with disabilities? 

● Of those websites, which ones have 
images of dogs with wheelchairs? The 
searcher appears to be looking for images. 

● Of the sites that have content related to 
dogs with disabilities or wheelchairs, 
which ones have other people trusted? 

● How many other sites have considered 
this site to be a relevant and authoritative 
source on the topic of dogs with 
wheelchairs?

● How long has the website been around in 
which they have had content speaking on 
dogs? 
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WANT TO KNOW HOW GOOGLE TELLS US 
THEIR PERCEPTION ON INTENT? 
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HOW DOES GOOGLE 
RANK WEBSITES?

NON-LOCALIZED SEARCHES
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HOW DOES GOOGLE 
RANK WEBSITES?

● Link Metrics Explained:
○ These are links pointing to your website. Also known as backlinks. 
○ Google doesn’t look at just the number, but the quality of those links. 

■ Link from Authoritative source > link from brand new website/blog, etc. 
○ Relevancy of those links is the most important factor. 

■ Links from ESPN mean little if you are not covering sports related material.

● On-Site Factors Explained:
○ This is in essence the words on your site. Do the words on your site answer the consumer’s question? 
○ There are also other, more SEO related factors, such as Page Title, META description, etc. 
○ There are other factors that are not visible to consumers, such as Schema, etc. 

● User Experience Explained:
○ Google is looking to provide the most relevant, but best result for the user’s search. 
○ Boomerang effect.
○ History of satisfied user experience = Rankings. 

● Social Explained:
○ These are generally links from ‘social’ networks to your site. 
○ The point here is brand identity. What is your ‘owned properties’ on Social Networks? 
○ Lesson: Make sure your social profiles link to your website. 
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HOW DOES GOOGLE 
RANK WEBSITES?

LOCALIZED SEARCHES



18

HOW DOES GOOGLE 
RANK WEBSITES?

● My Business Signals Explained:
○ This has to do with Google My Business listings. Factors reviewed here are: 

■ Accuracy, completion, details (business category, etc.), hours, phone number. 

● Link Metrics Explained:
○ These are links pointing to your website, primarily from Localized sites. 

■ Local news outlets, aggregator sites (Yelp, Manta, etc.)

● On-Site Factors Explained:
○ Same as Non-Localized. Content = Everything. 

● Citations Explained:
○ See Links. These are consistent instances of Name Address Phone number (NAP).

● Reviews Explained: 
○ These are important. More reviews are generally a positive indicator. Positive vs. negative is NOT a direct factor.

● Personalization / Behavioral Signals Explained: 
○ Much of this is proximity to user’s search, as well as their history. Do they show intent to want localized result?

■ Good example, East India… 

● Social Explained:
○ Same as Non-Localized. 
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GOOGLE MY BUSINESS
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GOOGLE MY
BUSINESS
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GOOGLE MY
BUSINESS
• Free platform that provides a free listing 

for businesses with brick and mortar 
location(s). 

• Provides helpful information for 
consumers searching for local 
businesses.

• Powers Google Local/Maps listings.

• Allows you to control several business 
elements, such as: 
○ Address
○ Phone Number
○ Images / Videos / Tours
○ Hours (Regular & Holiday)
○ Services
○ Promotions
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GOOGLE MY
BUSINESS
• The first priority is to claim your listing, if 

you haven’t already. 

• This allows you to complete the 
necessary fields. 

• Consumers are able to add information if 
they want, however, it is best for you to 
control your information. 

• Think of the importance of directions in 
this search. They must be accurate. 

• Items to ensure are correct: 
○ Category (Notary Public if applicable)

■ Google has a large list to choose 
from. 

○ Address
○ Hours
○ Website
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GOOGLE MY
BUSINESS
• Here is an example of a best in class Google 

My Business listing. 

• Hours defined, Q&A present, website link, 
phone number. 

• Google then populates this with additional 
relevant information, such as popular times 
and how long people spend there. 

How much more helpful is this to a consumer, 
than the one on the previous slide? >>
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GOOGLE MY BUSINESS
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GOOGLE MY BUSINESS

• Here is an example of a Google My 
Business profile that utilizes all of the 
features available. 

• Here is all they are leveraging: 
○ Phone
○ Correct, verified address
○ Website link
○ Messaging (they will text your 

phone)
○ Posts

■ Think blog posts hosted on 
Google. 

• Here is also an example of how a user 
may suggest another website. Google 
will not use that until it is approved by 
verified owner. 
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• Understand local intent. What searches present a local 
result (map), vs. no map. 
○ Pro Tip: Do the search yourself. See what you get. 

• How are customers talking to you on the phone? What 
words are they using? 
○ Search is conversational. 

• Think of the customer’s problem. Is it need based vs. 
want based? 
○ Which document do they need? 
○ Are they buying a car / house? 
○ Where do you fit into their overall purchase? 

• WHY would they need a Notary? In here, is where you 
need to live. 

• Remember the role of geography and proximity to the 
searcher. 

HOW TO BE FOUND FOR 
RELEVANT LOCAL SEARCHES
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ON-PAGE FACTORS
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ON-PAGE FACTORS
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THE ROLE OF CONTENT 
IN RANKINGS

• Fundamentally, a search is a QUERY (aka question).

• The point of content is to:
○ Answer their question!
○ Leave them with a positive interaction with your site.
○ Potentially nurture them to a point of conversation. 

■ Conversation = Conversion

• Context is everything. Google connects queries to 
websites relevant and authoritative for that query. 

• If you do not say it and it is a query used by your 
consumer, you will not rank for it. 

• Ensure that the text on your website uses the correct 
keywords, but do not overdo it. 
○ Think subject matter. Notaries are called many 

different things to differing consumers. Google 
understands that. 
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IMPORTANT ON-PAGE 
FACTORS TO CONSIDER

• Page Title: This is ONLY visible to the consumer on the 
search result page, yet is customizable. 
○ Finite characteristics = 60-65 characters MAX
○ Needs to entice a click and answer a question
○ Success = click

• META Description: This is ONLY visible to the 
consumer on the search result page, yet is 
customizable. 
○ Finite characteristics = 150-155 characters MAX
○ Similarly, needs to entice a click and answer a 

question
○ Success = click
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THINGS TO INSTALL ON 
YOUR SITE

• Yoast SEO: If you are using Wordpress, install 
this plugin. You are able to adjust META 
information and make significant changes. 
○ Note: You do NOT need the premium version. 
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CITATIONS
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CITATIONS
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CITATIONS

CLAIM YOUR LISTINGS… IT IS FREE!!!



58

TAKEAWAYS / RECAP
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RECAP
• Google’s job is to connect consumer’s queries with websites that are authoritative and 

relevant resources to answer that question. 

• Control the controllables. 

• Claim your listing on Google My Business
○ If already claimed, make sure information is present and accurate.

• Ensure your website answers questions, instills an impression, and nurtures them to 
conversion. 
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QUESTIONS?
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