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N O T E
By the way, you can often bypass these limitations if you have a good quantity of

high-value external links pointing to the page in question (though this is very

rarely scalable) or an extremely powerful, authoritative site (note how many one-

sentence Wikipedia stub pages still rank).

The next criterion from the engines demands that websites “add value” to the content they

publish, particularly if it comes from (wholly or partially) a secondary source.

A word of caution to affiliates

This word of caution most frequently applies to affiliate sites whose republishing of product

descriptions, images, and so forth has come under search engine fire numerous times. In fact,

it is best to anticipate manual evaluations here even if you’ve dodged the algorithmic sweep.

The basic tenets are:

• Don’t simply republish something that’s found elsewhere on the Web unless your site adds

substantive value to users, and don’t infringe on others’ copyrights.

• If you’re hosting affiliate content, expect to be judged more harshly than others, as

affiliates in the SERPs are one of users’ top complaints about search engines.

• Small things such as a few comments, a clever sorting algorithm or automated tags,

filtering, a line or two of text, simple mashups, or advertising do not constitute “substantive

value.”

For some exemplary cases where websites fulfill these guidelines, check out the way sites such

as CNET, Urbanspoon, and Metacritic take content/products/reviews from elsewhere, both

aggregating and “adding value” for their users.

Last but not least, Google has provided a guideline to refrain from trying to place “search results

in the search results.” For reference, look at the post from Google’s Matt Cutts, including the

comments, at http://www.mattcutts.com/blog/search-results-in-search-results/. Google’s stated

feeling is that search results generally don’t “add value” for users, though others have made

the argument that this is merely an anticompetitive move.

Sites can benefit from having their “search results” transformed into “more valuable” listings

and category/subcategory landing pages. Sites that have done this have had great success

recovering rankings and gaining traffic from Google.

In essence, you want to avoid the potential for your site pages being perceived, both by an

engine’s algorithm and by human engineers and quality raters, as search results. Refrain from:

• Pages labeled in the title or headline as “search results” or “results”
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• Pages that appear to offer a query-based list of links to “relevant” pages on the site without

other content (add a short paragraph of text, an image, and formatting that make the

“results” look like detailed descriptions/links instead)

• Pages whose URLs appear to carry search queries (e.g., ?q=miami+restaurants or ?

search=Miami+restaurants versus /miami-restaurants)

• Pages with text such as “Results 1 through 10”

Though it seems strange, these subtle, largely cosmetic changes can mean the difference

between inclusion and removal. Err on the side of caution and dodge the appearance of search

results.

Duplicate Content Issues
Duplicate content can result from many causes, including licensing of content to or from your

site, site architecture flaws due to non-SEO-friendly CMSs, or plagiarism. Over the past five

years, however, spammers in desperate need of content began the now much-reviled process

of scraping content from legitimate sources, scrambling the words (through many complex

processes), and repurposing the text to appear on their own pages in the hopes of attracting

long tail searches and serving contextual ads (and various other nefarious purposes).

Thus, today we’re faced with a world of “duplicate content issues” and “duplicate content

penalties.” Here are some definitions that are useful for this discussion:

Unique content

This is written by humans, is completely different from any other combination of letters,

symbols, or words on the Web, and is clearly not manipulated through computer text-

processing algorithms (such as Markov-chain-employing spam tools).

Snippets

These are small chunks of content such as quotes that are copied and reused; these are

almost never problematic for search engines, especially when included in a larger

document with plenty of unique content.

Shingles

Search engines look at relatively small phrase segments (e.g., five to six words) for the

presence of the same segments on other pages on the Web. When there are too many

shingles in common between two documents, the search engines may interpret them as

duplicate content.

Duplicate content issues

This is typically used when referring to duplicate content that is not in danger of getting

a website penalized, but rather is simply a copy of an existing page that forces the search

engines to choose which version to display in the index (a.k.a. duplicate content filter).
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Duplicate content filter

This is when the search engine removes substantially similar content from a search result

to provide a better overall user experience.

Duplicate content penalty

Penalties are applied rarely and only in egregious situations. Engines may devalue or ban

other web pages on the site, too, or even the entire website.

Consequences of Duplicate Content

Assuming your duplicate content is a result of innocuous oversights on your developer’s part,

the search engine will most likely simply filter out all but one of the pages that are duplicates

because the search engine wants to display one version of a particular piece of content in a

given SERP. In some cases, the search engine may filter out results prior to including them in

the index, and in other cases the search engine may allow a page in the index and filter it out

when it is assembling the SERPs in response to a specific query. In this latter case, a page may

be filtered out in response to some queries and not others.

Searchers want diversity in the results, not the same results repeated again and again. Search

engines therefore try to filter out duplicate copies of content, and this has several consequences:

• A search engine bot comes to a site with a crawl budget, which is counted in the number

of pages it plans to crawl in each particular session. Each time it crawls a page that is a

duplicate (which is simply going to be filtered out of search results) you have let the bot

waste some of its crawl budget. That means fewer of your “good” pages will get crawled.

This can result in fewer of your pages being included in the search engine index.

• Links to duplicate content pages represent a waste of link juice. Duplicated pages can gain

PageRank, or link juice, and since it does not help them rank, that link juice is misspent.

• No search engine has offered a clear explanation for how its algorithm picks which version

of a page it does show. In other words, if it discovers three copies of the same content,

which two does it filter out? Which one does it still show? Does it vary based on the search

query? The bottom line is that the search engine might not favor the version you wanted.

Although some SEO professionals may debate some of the preceding specifics, the general

structure will meet with near-universal agreement. However, there are a couple of problems

around the edge of this model.

For example, on your site you may have a bunch of product pages and also offer print versions

of those pages. The search engine might pick just the printer-friendly page as the one to show

in its results. This does happen at times, and it can happen even if the printer-friendly page

has lower link juice and will rank less well than the main product page.

The fix for this is to apply the canonical URL tag to all versions of the page to indicate which

version is the original.
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A second version of this can occur when you syndicate content to third parties. The problem

is that the search engine may boot your copy of the article out of the results in favor of the

version in use by the person republishing your article. The best fix for this, other than

NoIndexing the copy of the article that your partner is using, is to have the partner implement

a link back to the original source page on your site. Search engines nearly always interpret this

correctly and emphasize your version of the content when you do that.

How Search Engines Identify Duplicate Content

Some examples will illustrate the process for Google as it finds duplicate content on the Web.

In the examples shown in Figures 6-24 through 6-27, three assumptions have been made:

• The page with text is assumed to be a page containing duplicate content (not just a snippet,

despite the illustration).

• Each page of duplicate content is presumed to be on a separate domain.

• The steps that follow have been simplified to make the process as easy and clear as possible.

This is almost certainly not the exact way in which Google performs (but it conveys the

effect).

There are a few facts about duplicate content that bear mentioning as they can trip up

webmasters who are new to the duplicate content issue:

Location of the duplicate content

Is it duplicated content if it is all on my site? Yes, in fact, duplicate content can occur within

a site or across different sites.

FIGURE 6-24. Google finding duplicate content
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Percentage of duplicate content

What percentage of a page has to be duplicated before you run into duplicate content

filtering? Unfortunately, the search engines would never reveal this information because

it would compromise their ability to prevent the problem.

FIGURE 6-25. Google comparing the duplicate content to the other copies

FIGURE 6-26. Duplicate copies getting tossed out
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It is also a near certainty that the percentage at each engine fluctuates regularly and that

more than one simple direct comparison goes into duplicate content detection. The bottom

line is that pages do not need to be identical to be considered duplicates.

Ratio of code to text

What if your code is huge and there are very few unique HTML elements on the page?

Will Google think the pages are all duplicates of one another? No. The search engines do

not really care about your code; they are interested in the content on your page. Code size

becomes a problem only when it becomes extreme.

Ratio of navigation elements to unique content

Every page on my site has a huge navigation bar, lots of header and footer items, but only

a little bit of content; will Google think these pages are duplicates? No. Google (and Yahoo!

and Bing) factor out the common page elements such as navigation before evaluating

whether a page is a duplicate. They are very familiar with the layout of websites and

recognize that permanent structures on all (or many) of a site’s pages are quite normal.

Instead, they’ll pay attention to the “unique” portions of each page and often will largely

ignore the rest.

Licensed content

What should I do if I want to avoid duplicate content problems, but I have licensed content

from other web sources to show my visitors? Use meta name = "robots" content="noindex,

follow". Place this in your page’s header and the search engines will know that the content

isn’t for them. This is a general best practice, because then humans can still visit the page,

link to it, and the links on the page will still carry value.

FIGURE 6-27. Google choosing one as the original
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Another alternative is to make sure you have exclusive ownership and publication rights

for that content.

Identifying and Addressing Copyright Infringement

One of the best ways to monitor whether your site’s copy is being duplicated elsewhere is to

use CopyScape.com, a site that enables you to instantly view pages on the Web that are using

your content. Do not worry if the pages of these sites are in the supplemental index or rank

far behind your own pages for any relevant queries—if any large, authoritative, content-rich

domain tried to fight all the copies of its work on the Web, it would have at least two 40-hour-

per-week jobs on its hands. Luckily, the search engines have placed trust in these types of sites

to issue high-quality, relevant, worthy content, and therefore recognize them as the original

issuer.

If, on the other hand, you have a relatively new site or a site with few inbound links, and the

scrapers are consistently ranking ahead of you (or someone with a powerful site is stealing

your work), you’ve got some recourse. One option is to file a DMCA infringement request with

Google, with Yahoo!, and with Bing (you should also file this request with the site’s hosting

company).

The other option is to file a legal suit (or threaten such) against the website in question. If the

site republishing your work has an owner in your country, this latter course of action is

probably the wisest first step. You may want to try to start with a more informal communication

asking them to remove the content before you send a letter from the attorneys, as the DMCA

motions can take months to go into effect; but if they are nonresponsive, there is no reason to

delay taking stronger action, either.

An actual penalty situation

The preceding examples show duplicate content filters and are not actual penalties, but, for all

practical purposes, they have the same impact as a penalty: lower rankings for your pages. But

there are scenarios where an actual penalty can occur.

For example, sites that aggregate content from across the Web can be at risk, particularly if

little unique content is added from the site itself. In this type of scenario, you might see the

site actually penalized.

The only fixes for this are to reduce the number of duplicate pages accessible to the search

engine crawler, either by deleting them or NoIndexing the pages themselves, or to add a

substantial amount of unique content.

One example of duplicate content that may get filtered out on a broad basis is a thin affiliate

site. This nomenclature frequently describes a site promoting the sale of someone else’s

products (to earn a commission), yet provides little or no new information. Such a site may

have received the descriptions from the manufacturer of the products and simply replicated
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those descriptions along with an affiliate link (so that it can earn credit when a click/purchase

is performed).

Search engineers have observed user data suggesting that, from a searcher’s perspective, these

sites add little value to their indexes. Thus, the search engines attempt to filter out this type of

site, or even ban it from their index. Plenty of sites operate affiliate models but also provide

rich new content, and these sites generally have no problem. It is when duplication of content

and a lack of unique, value-adding material come together on a domain that the engines may

take action.

How to Avoid Duplicate Content on Your Own Site

As we outlined, duplicate content can be created in many ways. Internal duplication of material

requires specific tactics to achieve the best possible results from an SEO perspective. In many

cases, the duplicate pages are pages that have no value to either users or search engines. If that

is the case, try to eliminate the problem altogether by fixing the implementation so that all

pages are referred to by only one URL. Also, 301-redirect the old URLs to the surviving URLs

to help the search engines discover what you have done as rapidly as possible, and preserve

any link juice the removed pages may have had.

If that process proves to be impossible, there are many options, as we will outline in “Content

Delivery and Search Spider Control” on page 238. Here is a summary of the guidelines on the

simplest solutions for dealing with a variety of scenarios:

• Use the canonical tag. This is the next best solution to eliminating the duplicate pages.

• Use robots.txt to block search engine spiders from crawling the duplicate versions of pages

on your site.

• Use the Robots NoIndex meta tag to tell the search engine to not index the duplicate pages.

• NoFollow all the links to the duplicate pages to prevent any link juice from going to those

pages. If you do this, it is still recommended that you NoIndex those pages as well.

You can sometimes use these tools in conjunction with one another. For example, you can

NoFollow the links to a page and also NoIndex the page itself. This makes sense because you are

preventing the page from getting link juice from your links, and if someone else links to your

page from another site (which you can’t control), you are still ensuring that the page does not

get into the index.

However, if you use robots.txt to prevent a page from being crawled, be aware that using

NoIndex or NoFollow on the page itself does not make sense, as the spider can’t read the page, so

it will never see the NoIndex or NoFollow tag. With these tools in mind, here are some specific

duplicate content scenarios:
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HTTPS pages

If you make use of SSL (encrypted communications between the browser and the web

server often used for e-commerce purposes), you will have pages on your site that begin

with https: instead of http:. The problem arises when the links on your https: pages link

back to other pages on the site using relative instead of absolute links, so (for example)

the link to your home page becomes https://www.yourdomain.com instead of http://

www.yourdomain.com.

If you have this type of issue on your site, you may want to use the canonical URL tag,

which we describe in “Content Delivery and Search Spider Control” on page 238, or 301

redirects to resolve problems with these types of pages. An alternative solution is to change

the links to absolute links (http://www.yourdomain.com/content.html instead of “/

content.html”), which also makes life more difficult for content thieves that scrape your

site.

CMSs that create duplicate content

Sometimes sites have many versions of identical pages because of limitations in the CMS

where it addresses the same content with more than one URL. These are often unnecessary

duplications with no end-user value, and the best practice is to figure out how to eliminate

the duplicate pages and 301 the eliminated pages to the surviving pages. Failing that, fall

back on the other options listed at the beginning of this section.

Print pages or multiple sort orders

Many sites offer print pages to provide the user with the same content in a more printer-

friendly format. Or some e-commerce sites offer their products in multiple sort orders

(such as size, color, brand, and price). These pages do have end-user value, but they do

not have value to the search engine and will appear to be duplicate content. For that

reason, use one of the options listed previously in this subsection.

Duplicate content in blogs and multiple archiving systems (pagination, etc.)

Blogs present some interesting duplicate content challenges. Blog posts can appear on

many different pages, such as the home page of the blog, the Permalink page for the post,

date archive pages, and category pages. Each instance of the post represents duplicates of

the other instances. Once again, the solutions listed earlier in this subsection are the ones

to use in addressing this problem.

User-generated duplicate content (repostings, etc.)

Many sites implement structures for obtaining user-generated content, such as a blog,

forum, or job board. This can be a great way to develop large quantities of content at a

very low cost. The challenge is that users may choose to submit the same content on your

site and in several other sites at the same time, resulting in duplicate content among those

sites. It is hard to control this, but there are two things you can do to reduce the problem:

• Have clear policies that notify users that the content they submit to your site must be

unique and cannot be, or cannot have been, posted to other sites. This is difficult to

enforce, of course, but it will still help some to communicate your expectations.
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• Implement your forum in a different and unique way that demands different content.

Instead of having only the standard fields for entering data, include fields that are likely

to be unique over what other sites do, but that will still be interesting and valuable for

site visitors to see.

Controlling Content with Cookies and Session IDs
Sometimes you want to more carefully dictate what a search engine robot sees when it visits

your site. In general, search engine representatives will refer to the practice of showing

different content to users than crawlers as cloaking, which violates the engines’ Terms of Service

(TOS) and is considered spam.

However, there are legitimate uses for this concept that are not deceptive to the search engines

or malicious in intent. This section will explore methods for doing this with cookies and sessions

IDs.

What’s a Cookie?

A cookie is a small text file that websites can leave on a visitor’s hard disk, helping them to track

that person over time. Cookies are the reason Amazon.com remembers your username

between visits and the reason you don’t necessarily need to log in to your Hotmail account

every time you open your browser. Cookie data typically contains a short set of information

regarding when you last accessed a site, an ID number, and, potentially, information about

your visit (see Figure 6-28).

Website developers can create options to remember visitors using cookies for tracking purposes

or to display different information to users based on their actions or preferences. Common uses

include remembering a username, maintaining a shopping cart, and keeping track of

previously viewed content. For example, if you’ve signed up for an account with SEOmoz, it

will provide you with options on your My Account page about how you want to view the blog

and will remember that the next time you visit.

What Are Session IDs?

Session IDs are virtually identical to cookies in functionality, with one big difference. Upon

closing your browser (or restarting), session ID information is no longer stored on your hard

drive (usually); see Figure 6-29. The website you were interacting with may remember your

data or actions, but it cannot retrieve session IDs from your machine that don’t persist (and

session IDs by default expire when the browser shuts down). In essence, session IDs are more

like temporary cookies (although, as you’ll see shortly, there are options to control this).

Although technically speaking, session IDs are just a form of cookie without an expiration date,

it is possible to set session IDs with expiration dates similar to cookies (going out decades). In
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Search Engine Robot Traffic Analysis

Understanding how robots are spidering your site is another thing that the expert SEO

practitioner should know how to do. For one thing, spidering frequency is a clue as to which

pages on your site have the highest PageRank and trust, because Google crawls the Web in

reverse PageRank order. It can also help you detect spidering problems on your site.

You can use the tools we discuss in this section to help you find potential spidering issues, and

analyze how important the search engines consider your content to be. You should be looking

for clues of SEO problems, such as robots.txt blocking the crawlers, architectural problems, or

even signs of a penalty (as might be signified by a big drop in crawling frequency).

However, it is important to know that this data will not tell you everything. For example, the

fact that a web page was crawled does not mean it will be placed in the index. The page will

still need to pass some additional tests to achieve such placement (such as the presence of

unique content and enough links to justify its inclusion).

For pages that are indexed, you can look at how often the spiders visit/crawl your pages versus

how often the engine actually shows a new version of your page in the index. To do this, look

at the last cached date the search engine reported, and compare it with your crawling data.

Tools that perform log analysis include Webtrends, Unica Affinium NetInsight, and Lyris HQ

Web Analytics. These are well-known web analytics packages that offer the option of analyzing

your logfiles. Figure 9-41 shows a snapshot of a robot report from NetInsight.

N O T E
Google acquired Urchin in March 2005 (http://www.google.com/intl/en/press/pressrel/

urchin.html). Urchin’s JavaScript-based solution became Google Analytics.

However, the logfile analysis software version of Urchin continues to be available

as well (http://www.google.com/urchin/index.html).

Other logfile analysis programs include:

• Analog

• AWStats

• Sawmill

• Visitors

• Webalizer

• W3Perl

• Piwik
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Google Webmaster Tools

You can also get detailed information about spidering activity on your own website using

Google Webmaster Tools. Figure 9-42 shows a snapshot for one site.

This provides a great visual snapshot. One question that emerges from this data that this

publisher may want to consider is why the time per page jumped up from 300 milliseconds to

650 milliseconds or so in mid-December. This may be the result of a change in the site

architecture or a change in the hosting arrangements for the website. When you see these

types of changes, it can be a flag that something happened with your website, and you should

investigate it.

Web Traffic Comparison

When you set your goals for growing your online business, you may, for example, target a

sales increase of 50% from search referral traffic. However, you may also want to take into

account where your competitor is in setting those goals. If your competitor has twice your

traffic, you may not be happy with a goal to increase your traffic by 50%.

In addition, when you measure the results of a completed SEO campaign, it is useful to see

how much your competitor grew during the same time frame, because you can use this to set

FIGURE 9-41. NetInsight robot report
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your goals for your next campaign. For example, if you grew your traffic by 50% and your

competitor grew by 100%, you may want to adjust accordingly.

Several tools out there offer ways to compare the traffic of different websites. However, each

tool is imprecise and has a significant bias.

For example, Alexa relies on data obtained from users who have the Alexa toolbar on their

systems. This is a limited number of users, and of course, only certain types of people are willing

to have the toolbar on their system. This introduces a bias to the data, and it means it is not

completely reliable. In addition, you can get software to artificially inflate your Alexa rankings

by spoofing the Alexa toolbar. This is not something you should do, but you should understand

the issues with these types of measurement systems.

Similarly, companies such as Compete and Quantcast offer traffic measurement services. These

are also subject to issues with bias, and limited sample sites.

However, these tools shine when comparing the traffic of one site to another. This is great data

because if you are comparing two sites in the same market space (perhaps you and your

competitor), the bias should affect both sites equally.

FIGURE 9-42. Google Webmaster Tools spider activity report
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So, perhaps the tool will tell you that one site has twice the traffic as another one does. This

type of relative measurement data is pretty accurate, and is very valuable information to get.

Google Trends for Websites

One tool that should not have the same level of bias is Google Trends for Websites.

Figure 9-43 provides a snapshot of Google Trends for Websites showing the traffic comparison

for SearchEngineWatch.com and SearchEngineLand.com.

FIGURE 9-43. Google Trends for Websites

In addition to the comparative graph, you can see some details on the regions where the traffic

came from, other sites visited by the same users, and related terms that people searched for.

Note that the data Google provides is two to three months old.

Alexa

Alexa provides you with a quick and easy look at how the traffic for two sites compares, as

shown in Figure 9-44.

Underneath the chart you will notice a lot of additional data on SearchEngineWatch.com (the

site listed first in the search box), such as the most popular content and where the readers are

coming from.

Compete

Compete offers both a free and a paid service. As with Alexa, you can get basic traffic data on

a site or compare traffic between sites (see Figure 9-45).
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Compete also offers additional data for a fee. This includes data on the major keywords driving

traffic to a site, as shown in Figure 9-46.

Compete leverages multiple sources, including ISP, panel, and toolbar data, and has a total

panel of about 2 million users. Compete’s diverse data sources help in reducing bias in the data.

Quantcast

Quantcast is a competing service to the others we’ve listed. With Quantcast, you can get

detailed data about individual sites, such as the data shown in Figure 9-47.

FIGURE 9-44. Alexa traffic comparison
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The demographic data is interesting, as well as the other sites that users visit. Quantcast collects

“pixel data” from scripts running on websites that are part of the program. Quantcast claims

that these sites represent about 50 million visitors per month. Quantcast supplements this data

with data from ISPs.

Quantcast also offers publishers an opportunity to participate in its Quantified program (http:

//www.quantcast.com/docs/display/publisher/Publisher+Program+Overview). This program enables

publishers to make public much more accurate data through Quantcast (for publishers that

want to leverage this data in setting their advertising pricing) and requires a tracking tag to be

placed on their site.

Temporal Link Growth Measurements

Since Google released its patent application on historical information in March 2005 (read

more at http://www.seomoz.org/article/google-historical-data-patent), search marketers have

recognized that trends in temporal link and content analysis do have a real impact on rankings.

FIGURE 9-45. Compete site traffic comparison
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The engines are trying to measure patterns—they’re looking for indications of increasing or

decreasing relevance and authority that temporal trends provide. They want to identify several

specific items:

Content growth patterns

How often does a particular site tend to add new pages?

Content update patterns

How often are documents edited and updated?

Link growth patterns

How often do new links appear pointing to the site?

Link stagnation patterns

Does the number of links to the site stagnate or decrease?

FIGURE 9-46. Compete keyword data

The engines aren’t interested only in how many links pointed to the site today versus yesterday

(or how many pages were added); they are also fundamentally interested in tracking patterns

over time. Figures 9-48 and 9-49 depict some example graphs showing the rate of new external

links (and in the last two instances, pages) created over time, with some speculation as to what

the trends might indicate.

These assumptions do not necessarily hold true for every site or instance, but the graphs make

it easy to see how the engines can use temporal link and content growth information to make

T R A C K I N G  R E S U L T S  A N D  M E A S U R I N G  S U C C E S S  431



guesses about the relevance or worthiness of a particular site. Figure 9-50 shows some

guesstimates of a few real sites and how these trends have affected them.

As you can see in Figure 9-50, Wikipedia has had tremendous growth in both pages and links

from 2002 through 2006. This success manifests itself in the search engines, which reward

Wikipedia’s massive link authority with high rankings for much of its content.

Meanwhile, as shown in Figure 9-51, DMOZ has experienced a relative decline in popularity.

Although DMOZ was once a default reference link for many sites, its relative influence has

waned. It is likely that its traffic has declined in a similar fashion.

FIGURE 9-47. Quantcast site data
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Many forms of spam and manipulative link building are likely to stand out like a sore thumb

when put under the temporal microscope. When a large gain in links relative to a site’s sphere,

influence, and historical link growth appears, the engines can take a closer look at the source

of the links or even trigger a manual review. Common sense would dictate that a small-time

local real estate site doesn’t usually attract a few thousand new links in a week unless it has

done something newsworthy or linkworthy.

FIGURE 9-48. Interpreting new external link data
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There are few limits to what the engines can do with data such as this, and there is no reason

they shouldn’t be analyzing it (since it is easily available). Do consider how the link and content

growth patterns for your sites may affect the engines’ perspectives on your rankings and

trustworthiness.

FIGURE 9-49. More link data speculation
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Key Performance Indicators for Long Tail SEO
As we have discussed throughout the book, the long tail is an important part of SEO. Metrics

are available for diagnosing the health of your long tail search traffic. Here are some that were

developed by Brian Klais of Netconcepts.

Brand-to-Non-Brand Ratio

This is the percentage of your natural search traffic that comes from brand keywords versus

non-brand keywords.

If the ratio is high and most of your traffic is coming from searches for your brand, this signals

that your SEO is fundamentally broken. The lower the ratio, the more of the long tail of natural

FIGURE 9-50. Wikipedia link data guesstimates

FIGURE 9-51. DMOZ link data guesstimates
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