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w w w . k a t a n d m o u s e . c o m

Why am I 
on my 

soapbox? 
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History
• Metatags
• Keywords
• Backlinks – Bought & Traded
• Backlinks – Planted 
• Content Marketing & Earned 

Backlinks
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A website or web page that is relevant, is 
what the user is looking for, is engaging (not 
boring), credible, trustworthy, authoritative
and remarkable. 

RAP 
requires…

2014
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EAT
Google wants to give you something to

Expertise
Authoritativeness
Trustworthiness

2015



RANKINGS =
SEO friendly code + EAT 
content + backlinks +
user experience



AI + NLP
Google not only 
understands
your content,



AI + NLP
It understands
your user.
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Youtube link

https://www.youtube.com/watch?v=-RHG5DFAjp8


AI + NLP
• Sentiment Analysis
• Content Classification
• Synonyms & Context
• Structure Implied Meaning

It all boils down to…
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GOOGLE 
wants what
users want.
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So give it to 
them.
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And show 
Google they 
got what they 
came for.



EAT.

Intent (understand the user, 
then match intent with content) 

Satisfy the intent

Engage the user
(Google is watching)
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Match
Intent

1



Google knows if users are 
searching to (1) buy, 
doing (2)research or 
trying to (3)find resources
for any given search.



1. Searching to buy 
(transactional)

2. Research 
(informational) 

3. Find resources 
(navigational)
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w w w . k a t a n d m o u s e . c o m



w w w . k a t a n d m o u s e . c o m

What do they want?
A web 
designer or 
inspiration? 
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What do they want?
A web 
designer or 
inspiration? 



What do they want?

Buy a bed or 
get advice?



What do they want?

Buy a bed or 
get advice?





When doing keyword research in 
2019, check the SERPs to see what 
GOOGLE sees as matching the 
intent. Write accordingly.

Or move to another phrase.

TAKEAWAY
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Step One:
Make a list of all “intents” your 
customers may have. 



• Create Site Architecture 
(Start with transactional)
– Where are they in the buyer’s journey?
– Who is this for? What are they looking 

for?

Step 2: 
Target Each Intent



Target
Transactional Intent



Spoke & Wheel
Target ALL 
Intents Wellness

Nutrition

Exercise

Supplements

Stress 
Reduction



Target
Informational Intent

• Answerthepublic.com
• Webmaster Tools (Search Console)
• Keywords Everywhere Extension
• Ubersuggest



Lots of
Intent
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Satisfy
Intent

2



w w w . k a t a n d m o u s e . c o m

EAT
Expertise
Authoritativeness
Trustworthiness

Next tips come from 
https://neilpatel.com/blog/googles-advice-for-seo

https://neilpatel.com/blog/googles-advice-for-seo
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EAT
Does the content provide original
information, reporting, research, or 
analysis? 
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EAT
Does the content provide a 
substantial, complete, or 
comprehensive description of the 
topic? 
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EAT
Does the content provide insightful 
analysis or interesting information 
that is beyond obvious? 
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EAT
If the content draws on other sources, 
does it avoid simply copying or 
rewriting those sources and instead 
provide substantial additional value 
and originality? 
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EAT
Would you expect to see this content in 
or referenced by a printed magazine, 
encyclopedia, or book? Or is it so great 
you’d be willing to print it out and hang 
it on the wall? 
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EAT
Is this the sort of page you’d want to 
bookmark, share with a friend, or
recommend? 



Satisfy Intent
Skyscraper Technique

Query: Why won’t personal injury 
attorney take my case? 



Optimized for 
Conversions

Satisfy
Intent Fast. Affordable. And that display is cool! 

Perfect for my restaurant!
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Engage
the User

3



• Match intent
• Loads in 2 seconds or less
• Looks attractive
• Keeps them on the hook
• Is easy to scan
• Embedded video and other interactive 

elements

Bounce Rate Down

ENGAGEMENT UP



Google can see 
engagement

1. Bounce Rate
2. Time on Page
3. Time on Site
4. Scrolling
5. Pages Viewed
6. Conversions
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Chunking
Katandmouse.com

4 Ways to
Keep ‘em Engaged

1

http://katandmouse.com/san-jose-seo/
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Break up 
text into 
chunks
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4 Ways to
Keep ‘em Engaged

2

Bucket Brigades
“Whenever you have a place on your content 
where people might get bored and hit their back 
button, add a bucket brigade.” Brian Dean
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Bucket Brigades
from Backlinko.com
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Here’s the deal.
But there’s a catch. 
What’s the real story? 
How can you actually use this? 
The best part? 
Why does this matter?
That’s not all.  

Bucket Brigades
from Backlinko.com
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4 Ways to
Keep ‘em Engaged

3

Benefit Driven 
Subheadings, Bullets, 
Pull Quotes
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4 Ways to
Keep ‘em Engaged

4

Internal Linking
Wellness

Nutrition

Exercise

Supplements

Stress 
Reduction



If it’s not good enough 
to get a backlink, it’s 
not even good enough 
to rank… 

TAKEAWAY



The time is now to stop matching 
keyword phrases and start making 
sure that your content 
comprehensively answers questions 
your audience is asking via search.

TAKEAWAY



It’s better to do 1 great post 
that is properly distributed 
every few months than doing 
several per month that will 
only receive a few visits.

TAKEAWAY



SEO is a 12-18 month journey.
Can be weeks if you have an 
established brand.

But then after that, your content could 
rank in weeks if not days. And then it’s 
FREE traffic!

TAKEAWAY



What about?
Voice 
Search

Via KCPB

https://www.slideshare.net/kleinerperkins/2016-internet-trends-report/36-KPCB_INTERNET_TRENDS_2016_PAGE


What about?
Voice Search

• Aim for Featured Snippets
– Answer specific questions

– Answer concisely

– Write engaging content. 99.5% of 
featured snippets are in top 10

• Loads in 2 seconds or less
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Voice Search
Long, descriptive 
queries common.

No data in Search Console 
yet to verify, but it’s coming.
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Match
Intent

1
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Satisfy
Intent

2
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Engage
User

3
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Google wants to give them something good to

EAT
Is it this?
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Or is it this?

Google wants to give them something good to

EAT



The answer is, it’s what 
they want to

EAT



You need backlinks 
to rank high.

MYTH
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I look at it with the team and 
links are not a problem with 
that. …but rather everything 
else around the website or on 
the website being more of a 
problem.

“ John Mueller, Google
– when asked why a site doesn’t rank



You need LONG 
FORM CONTENT 
to rank high.

MYTH
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“Some pages have a lot of 
words that say nothing, word 
count is not indicative of 
quality.” – John Mueller, Google
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“Long-form content gets an average 
of 77.2% more links than short 
articles. Therefore, long-form content 
appears to be ideal for backlink 
acquisition.”– Backlinko
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Content pieces with higher word 
counts have greater potential to 
target more relevant queries 
and get to the root of search 
intent.

TRUTH



If your site is not 
secure, Google 
will not index it.

MYTH
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Your website visitors feel safe 
and you get better engagement.

TRUTH



URLs with exact match 
keywords rank better. 

MYTH
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Sometimes. But only because 
clickthru rate may be better 
because URL matches intent. 

TRUTH



Google uses machine 
learning to “see” images. 
Therefore you don’t need to 
add alt tags anymore.

MYTH
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Images aren’t always clear to 
Google. So add them to be safe. 
PLUS, you’ll get better engagement 
from blind readers (and may avoid a 

lawsuit as well!)  

TRUTH



You need to blog 4 
times a month.

MYTH
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You could be blogging once a day 
and it may not have any benefit if 
you aren’t writing strategically to 
capture intent, satisfy, and engage 
the reader. 

TRUTH



Beware SEO Scams
• On-site optimization is unending
• Promising the backlink moon
• Blogging that is not strategic (content for content sake)
• Blogs that don’t target intent (lack understanding of 

target market and their needs)
• Does not include ongoing improvements in 

engagement (reviewing GA and WT)



Skizzle
Introducing

Really, really optimized Wordpress websites
Optimized for search, engagement, & conversions

+
Ongoing optimization with graduated pricing that goes down –

from liftoff, to climbing altitude, through cruising al 


