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In einfachen Worten erklart: So

o

kannst Du Dein Ranking bei
Suchmaschinen verbessern!

Quelle: SearchEngineJournal.com
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tmsw SEQ 2.0: Wesentliche Einflussfaktoren

for technik & markt strategien ghr

— On-Site L
Qualitatstester

,f On-Page

/4 Titel, Description, Keyword-
prominenz, -dichte, -darstellung...

/

waLv s

<div class="header” id="headerl.l1l" style="bhackground-imsa
<div class="hauptnavi™ id="hnav">

.
<span class="hauptnsvon"><a href="/homepage.html” title= LI n kbeWe rtu n
<divr class="hauptnavline":></div>

<gpan class="hauptnavofi”><a href="/privackunden.html"” t:

<dir eclass="hauptnavline"s></div> -
<span class="hauptnavoff"><a href="/firmenkunden.html" t: (Off—SIte)
<div class="hauptnavline"></div>

<span class="hauptnavoff”><a href="/junge kunden.html" t:

<divr class="hauptnavline"></div>

<gpan class="hauptnsvoff"><a href="/yir fuer =zie - ihre..

Ihre EBank</a></span>

<dir class="hsuptnavline"s</div> .

<span class="hauptnavoff”><a href="/100 jahre.htwl™ titl te C n IS C e
</divs

<dir class="search" id="searchhox">

<form action="/service/suchergebnisse. html” name="sesarch: Fakto re n
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tms - \NIChtige Google Updates

strategien ghr

e 2009: Vince Update (Markenreputation)

e 2010: Caffeine (Indexing)

e 2010: Mayday Update (Qualitat, Long Tail KW)
e 2011: Panda Update (Userverhalten)

e 2011: Freshness Update (Aktuelles bevorzugt)
e 2012: Penuin Update (falsches SEO)



tms Das regelmalige (1) Panda-Update
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friherer Name: ,Farmer Update“

Panda schlagt v.a. bei sog. ,thin content” zu und ist nach Meinung vieler
Experten userverursacht

Einfach frischen Content nachliefern hilft NICHT
Rechtschreib- und stilistische Fehler schaden
Automatisierte Contentschleudern betroffen
~,Jnigqueness” ist wichtig, ebenso niedrige Bouncerates
Zu viele Anzeigen und Content“armut”

Einzelne schlechte Seiten schaden der Site
Unsaubere/fehlerhafte RSS-Feeds

Mehr ,,navigational* Traffic notig

Broken Links schaden noch mehr

Fehlerhafte Canonical-Tag Implementierung
Forderlich: ,User Generated Content” in allen Arten

->84 Prozent Uberdeckung mit Panda! sagt Google



tms - Erkennung von Panda-“Strafen®

D
last update 3.9.1: 20. August

e Panda 3.9: 24. Juli 2012

— * Panda 3.8: 25. Juni 2012

£ « Panda 3.7: 08. Juni 2012

S « Panda 3.6: 27. April 2012

o = Panda 3.5: 19. April 2012

g e Panda 3.2: 18. Januar 2012

S e Panda 3.1: 18. November 2011
e Panda 2.5: 28. September 2011 (mit Roll Back)
e Panda 2.4: 12. August 2011
e Panda 2.3: ca. 27. Juli 2011

% e Panda 2.2: ca. 18. Juni 2011

5

S « Panda 1.0: 24. Februar 2011

=

S Tipp:

Rankingverluste / Trafficeinbriche mit den
Daten der Updates vergleichen!
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“tmsww. SO sieht das dann aus:

Panda 2.4: 12. August 2011

N
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s ON the edge...

Typische ,,Signatur* einer Domain,
die knapp an der Grenze zu
einem Filter liegt...

Tipp: Prufschema

Signifikater Einbruch?
site:meinedomain.de leer?
Einzelne Verzeichnisse betroffen?
Einzelne Keywords betroffen?
Bei anderen Suchmaschinen?

b=
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tms - Penguin Update - 24. April 2012
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"What about the people optimizing really hard and doing a lot of SEO. We don't normally
pre-announce changes but there is something we are working in the last few months and
hope to release it in the next months or few weeks. We are trying to level the playing field
a bit. All those people doing, for lack of a better word, over optimization or overly SEO
- versus those making great content and great site. We are trying to make GoogleBot
smarter, make our relevance better, and we are also looking for those who abuse it,
like too many keywords on a page, or exchange way too many links or go well
beyond what you normally expect. We have several engineers on my team working on
this right now.*

Matt Cutts, Google

Vermutliche Kernpunkte des ,,Filters®:

o Schwerpunkt liegt auf unnattrlichen Linkprofilen

e Zu viele (%ual) eingehende Links mit dem Linktext , Keyword“ schaden
« Keyword-Stuffing

« Onpage-Uberoptimierung

 Hohe Bouncerate zu Google zurick (>40-50% problematisch)

e Zu viele Ads above the fold schaden

* Nutzloser Content, stilistische Fehler, grammatikalisch ,,auffallig*

» Traffic hauptsachlich Gber SERPs

14



tms - \Neltere Entwicklung Penguin:

e Google hat erst damit bekommen, diesen
.Filter” zu implementieren!

e Matt Cutts auf der SES Iin San Francisco:

~Penguin Is still in an early stage, whereas Panda Is now
monthly and they understand it very well. Google is still
iterating Penguin, so the changes will be jolting for a while.

e Und spater weiter:

“..we're still in the early stages of Penguin where the
engineers are incorporating new signals and iterating to
improve the algorithm. Because of that, expect that the next
few Penguin updates will take longer, incorporate
additional signals, and as a result will have more noticeable
impact. It's not the case that people should just expect data
refreshes for Penguin quite yet”



tms . RaNk Modifying Spammers Patent
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US Patent 8,244,722

Name: Ross Koningstein, Google

14. August 2012
Beantragt: 5. Januar 2010

NO RAMK-MODIFYING SPAMMING
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tms - RAaNK Modifying Spammers Patent

for technik & markt strategien ghr

DAMPED RESPONSE TRANSITION “..The rank transition function provides confusing
Indications of the impact on rank in response to rank-
i ; | modifying spamming activities. The systems and
L e = 1| methods may also observe spammers’ reactions to rank
08 —F — changes caused by the rank transition function to
06 | = S— identify documents that are actively being manipulated.
i S This assists in the identification of rank-modifying

spammers...”

D e
TEN G2 EH BHGHEHET B G G

o e unerwarteter Zeitverzug

f '+ negatives statt positives Ranking
Tﬁ“éﬁmﬁ“ F';Eh'i“ MRS, - mwm.sl.;i;[;fvwﬁ * ZUfalhge UIO unerwarte Reaktlon
.
!..'.'“‘_'_T_'_”.*';L“f IV ERSE RO SFONAE TRANGITION “...In response to negative results, the spammer may
| 15 remove the changes and, thereby render the long-term

impact on the document’s rank zero. [...] In response
to delayed results, the spammer may perform

(i —— additional changes in an attempt to positively (or more
; I A ' positively) influence the document’s rank.

16 41 16:21 2531 3641 4551 5561 86 71 7681 691 96 In either event, these further spammer-initiated
o5 % — changes may assist in identifying signs of rank-

modifying spamming...”

A0 SN
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~tms... SEO 3.0 - Die Zukunft des Rankings?




tMmS s ,Agent Rank“

Google

Links from Trusted Agents / Reputation Score

Rank of Agents

Linking Agents

US-Patent US2011/0289095 Al
Name: Minogue, David et al.; Google Inc.
24. Nov. 2011

19



s Agent Rank™: O-Ton Google

 "Not all references, however, are necessarily of
equal significance. For example, a reference by
another agent with a high reputational score is of
greater significance than a reference by another
agent with a low reputational e~~~

- ThUS th~ "_’ GOOg\e trusts 20111

only the links Matt Cutts, PUb(E. «u w ne
, —«ouid adepend not just on the

auimper of references to the content signed by the
particular agent, but on the importance of the
referring documents and other agents.

e This implies a recursive definition: the reputation of
a particular agent is a function of the reputation of
the content and agents which refer to it."

20



tms« Search Result Ranking based on Trust
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% cancer more:symptoms
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Qiseasas &amp, conditions Mise info type

Cancer often has nc apemﬁa sgmptom 50 :t is important that you fimit your risk factors and
undergo apprapriate cancer screening.

wwwemaﬁtcmehesith r;a:rmfmnmr ) mwms;ammla em, htm - 24k -

m. o is [

Explains the dﬂfenant iy;;s:s"af s?an cancer {basalcel!e arcinoma, squamous cell carcinoma,
and melanom), their symptoms, tre,atrnem and how to prevent $Kift o
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c i ok GRfes - Fas
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US-Patent 7,603,350 B1

_Bone Cancer - Sy

Name: Guha, Ramanathan; Google Inc.

13. Okt. 2009



tms = (G00Qle erwarb 2011 WOWD Suchpatente

Real time Search Enginge ohne eigene Crawler
Basiert auf besuchten Seiten von Nutzern,
die Uber eine Browser-App eingespeist wurden...

22
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Website /

Ildentifying Internet

ENN

Users

Markers & Fingerprints - 200

Browse

Regisier Download

Payment

Account - 210

h J
-~
o
-+

4 h J

Username
Password
Email
Elc.

Browsar -240

Parameters Database

Fingerprint Index

Contact - 220

Type & Version
Cookie
Plug-ins

Systern Language
Time Zong

BEWEErIr
acress, Elc__

Mumber
Street
City
State
Country
Postal Code
Telephone
Mobile Phone
Fax, Etc.

400

User ID Database

Payment - 230

US-Patent US 2010/0306832 Al
Name: Mu, Ruicao et. al.; Google Inc.

2. Dez. 2010

First Mame
Last Mame
Card Type
Card Number
Expiry Date
Name on Card
Verification Code
Billing Address
Telephone
Mobile Fhone

Device - 250

Hard Drive ID
CPRUID
Motherboard ID
MAC ID

Application List
Device IP Address
Etc.
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“tmse |dentifying Internet Users

600

Website 1 Website 2 Website n
/ 4 A A
L Y Y
User ID Database

610

g

~Fraud Detection & Alert System*

Bildnachweis: Fotolia
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Trust via Social Networks/Graphs

1

Navigate to file

Annotate

Write a

— Select profile for first user

Y

Calculate feature vector
from profile for first user

Y

es-pf \Write te—]

Select profile for
subsequent user

Write s

Calculate feature vector
from profile for subsequent
user

908

Purchase
made?

informat

Compare feature vector for
— first user with feature vector
for subsequent user

Other activity?

Navigate?

324

US-Patent US 2006/0294134 Al
Name: Berkhim, Pavel et. al.; Yahoo!

28. Dez. 2006

Write relationship between
first user and subsequent
user to respective profiles

End <

Additional users?

/d

Referenziert im Google Agent Rank Patent!

N
N

lividual as part of
social network

v

ocial network
1 to user's profile

iditional
ividuals?

1ditional
Jsers?

No

End

506

508
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Reputationsdifferenzierung nach Rollen

—

US-Patent US 2011/0041075 Al

Name: Cierniak, Michal et. al.; Google Inc.

17. Feb. 2011

T

USERID | AUTHOR RANKING RATER RANKING USER RANKING
610 620 630 540
USERID 1 RANK VALUE RANK VALUE RANK VALUE
USERID 2 RANK VALUE RANK VALUE RANK VALUE
USERID 3 RANK VALUE RANK VALUE RANK VALUE
.
-]
==l =
USERID N RANK VALUE RANK VALUE RANK VALUE[—————
COMMENT ID COMMENT RANKING
// 710 720
COMMENT ID 1 RANK VALUE
COMMENT ID 2 RANK VALUE
COMMENT ID 3 RANK VALUE
COMMENT ID N RANK VALUE

~

26



tms .. Reputationsdifferenzierung nach Rollen

RECEIVE SIGNALS FOR AUTHORS RECEIVE SIGNALS FOR COMMENTS
(COMPUTE INITIAL AUTHOR SCORES BASED ON | M COMPUTE INITIAL COMMENT SCORES BASED |
L RECEIVED SIGNAS J ON RECEIVED SIGNALS

RS C AT St s STORE INITIAL COMMENT SCORES

FOR EACH RATER, IDENTIFY RATINGS OF
COMMENTS SUBMITTED BY THE RATER

¥

DETERMINE, FOR EACH COMMENT RATED BY
THE RATER, HOW OTHER RATERS RATED THE
COMMENT

N

COMPUTE INITIAL RATER SCORE FOR THE
RATER BASED ON HOW THE RATER RATED
COMMENTS COMPARED TO HOW OTHER
RATERS RATED THE SAME COMMENTS

y

FOR EACH RATER, STORE INITIAL RATER
SCORE
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START
REPRESENT AUTHORS, RATERS, AND
COMMENTS AS NODES AND EDGES BETWEEN
1110—~ THE NODES BASED ON THE RELATIONSHIPS
BETWEEN THE AUTHORS, RATERS, AND
COMMENTS
1120~
ASSIGN INITIAL VALUES TO THE NODES
1130~ GALCULATE RANKING SCORES FOR ALL
- NODES

1140

CALCULATED RANKING
SCORES SUFFICIENTLY
CONVERGED AND/OR
NO. OF ITERATIONS
REACHED?

YES

Reputationsdifferenzierung nach Rollen

RECEIVE REQUEST FOR INFORMATION
RELATING TO A USER

v

RETRIEVE INFORMATION RELATING TO USER,
THE INFORMATION INCLUDING THE USER'S
AUTHOR RANK, THE USER’S RATER RANK, AND
A LIST OF COMMENTS AUTHORED BY THE
USER

L v

r

PROVIDE RETRIEVED INFORMATION

1150
L

STORE RANKING SCORES FOR AUTHORS,
RATERS, AND COMMENTS

v ke

[ USE RANKING SCORES FOR PROVIDING
RANKED LISTS OF AUTHORS, RATERS,
AND/OR COMMENTS

28



s - Reputationsdifferenzierung nach Rollen
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CIEX
FILE EDIT VIEW TOOLS HELP
el a2 = @
[BOOKMARKS [V] LOCATION: [http:/Awww.javatimes.com/profile pbunyan V|
[CGO06LE o] [T =
FILE EDIT VIEW TOOLS HELP
PAUL BUNYAN'S |
4G @ 19 =@
[BOOKMARKS [¥] LOCATION: [http://www.userrankings.com ¥
[ GOOGLE ] [] | [SEARCH] [ COMMENTS(0) |
USER RANKINGS %
P AUTHOR RANK ~ RATER RANK
RATER RANK: 1_{ 1 ANDY BENDICT 1 3
l 2 ? |DAVE CONNER 2 48
3 RONDA GRUDMAN 5 21 UTOMOBILES
Zitat aus dem Google-Patent: This ,,...is a diagramm of an UTERS
exemplary grgphlcal user interface ... that may provide IREPAR
user ranking information.*
= L] oy v Sprprem— pp— e teU i ¢ o
5 £% | ANGELA ARDEN 8,547 MUSIC, SOFTWARE
o

®© York - Fotolia.com

N
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EMS st Messbare Signale gefallig?

Verhaltnis Follows zu Followern
Tippgeschwindigkeit
Follow-Trigger

Follower Auslese

Unfollow-Speed

Repost-Quellen

Themenrelevanz

Thematischer Follow-Refollow Index
First of Post

Hangout-Usage

Sprachliche Metriken
Speichelfluss-Accounts /Botmania
Account-Signale
Kommentar-“Talk*

Bezeichnung der Circles

30



18£S s Das vielleicht strategischste Instrument?
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tms e ZU ,damen” wird zunehmend schwieriger
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=

— On-Site -
Traffic Qualitatstester

Social Signals

/ prominenz, -dichte, -darstellung.

waLv s

<div class="header” id="headerl.l1l" style="bhackground-imsa
<div class="hauptnavi™ id="hnav">
<span clas:

.
"hauptnavon"s<a href="/homepage.htnl"” title= LI n kbeWe rt u n
<divr class="hauptnavline":></div>

<gpan class="hauptnavofi”><a href="/privackunden.html"” t:

<dir eclass="hauptnavline"s></div> -
<span class="hauptnavoff"><a href="/firmenkunden.html" t: (Off—SIte)
<div class="hauptnavline"></div>

<span class="hauptnavoff”><a href="/junge kunden.html" t:

<divr class="hauptnavline"></div>

<gpan class="hauptnsvoff"><a href="/yir fuer =zie - ihre..

Ihre EBank</a></span>

<dir class="hsuptnavline"s</div> .

<span class="hauptnavoff”><a href="/100 jahre.htwl™ titl te C n IS C e
</divs

<dir class="search" id="searchhox">

<form action="/service/suchergebnisse. html” name="sesarch: Fakto re n

,f On-Page
II Titel, Description, Keyword-




tms . Bezahlte Links werden immer gefahrlicher

_____ | DN
8.4.2012

“Regarding the age of the unnatural links, 1'd work to have
them all removed, regardless of the age. For instance, in the
general case where a site has been buying links for 2 years, it
would be a good idea to go back that far. [...]

If you're serious about your site’s standing in our search results,
then 1d strongly advise not to try to wait the penalty out. These
are generally not issues that expire after a few days, they can
affect your site’s standing for quite some time.”

Remove all paid links, no matter how old they are

34
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A

Investment in A — oder in B?

B

w

U1 Bildnachweis: Fotolia
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Toolbar
Kalender

Reader
G-Analytics

Webmastertools

Search

Picasa

Alerts
Blogs

Gmall

Google vs. Facebook?

IGoogle Talk

Android
Chrome

Plusserei
Shopping

Groups
Youtube
Docs /sharing
Latitude

Music
Places

36



B tMS s Die Wirkung von Soschl

N o O N W D

Der Soschl-Graaf wird Dreh- und Angelpunkt!
Autorenschaften strategisch planen

Accounts anlegen und mit Content verbinden
Zielgerichtet posten, sharen, tberlegt kommentieren
Zum Feedback aufrufen

Fachlich passende Reputation aufbauen

Spannend: Ein Mitarbeiter verlasst das Unternehmen...

Vom , Link“Rank
zum ,,Account“-Rank?

37
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Matt Cutts:
Mario Fischer:

Mein personliches Fazit?

e OnPage bleibt wichtig:
Topic- & Inhaltserkennung / Qualitatsanalyse
Besserer Content wird mehr Links anziehen

» Links bleiben wichtig, aber die Zahl
gewerteter Links geht massiv zurtck

e Traffic und dessen Eingangskanal & -signale
In die Site werden wichtiger

« Account(Personen)identifizierung und
Social Response werden einen bedeutenden
Anteil bekommen

Build great content!
Und sorg via soschl dafur, dass er wahrgenommen wird!

. Fo

Bildnachweise



[B/tMS. instivur Wer mehr und umfassenderes Interesse hat...
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nachster 2 Tages-Intensiv Workshop ,,Website Boosting*:

Mehr unter: www.website-boosting.de/workshops

39


http://www.website-boosting.de/workshops

	Foliennummer 1
	SEO 1.0
	SEO 1.0
	SEO 2.0
	Foliennummer 5
	SEO 2.0: Wesentliche Einflussfaktoren
	Houston - We have a problem!
	Foliennummer 8
	Wichtige Google Updates
	Das regelmäßige (!)       Panda-Update
	Erkennung von Panda-“Strafen“
	So sieht das dann aus:
	On the edge…
	Penguin Update - 24. April 2012
	Weitere Entwicklung Penguin:
	Rank Modifying Spammers Patent
	Rank Modifying Spammers Patent
	SEO 3.0 - Die Zukunft des Rankings?
	„Agent Rank“
	„Agent Rank“: O-Ton Google
	Search Result Ranking based on Trust
	Google erwarb 2011 WOWD Suchpatente
	Identifying Internet Users
	Identifying Internet Users
	Trust via Social Networks/Graphs
	Reputationsdifferenzierung nach Rollen
	Reputationsdifferenzierung nach Rollen
	Reputationsdifferenzierung nach Rollen
	Reputationsdifferenzierung nach Rollen
	Foliennummer 30
	Foliennummer 31
	Foliennummer 32
	Zu „gamen“ wird zunehmend schwieriger
	Bezahlte Links werden immer gefährlicher
	Investment in A – oder in B?
	Foliennummer 36
	Foliennummer 37
	Foliennummer 38
	Foliennummer 39

