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Ronald Dod

● Here to give you my top secrets. 

● CEO of Visiture 

● Focused on Search Marketing for Retailers.

Introduction
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#1 RankBrain & Human Behavior

“Of the “hundreds” of signals (Google uses to rank 
pages for a given search query), RankBrain has 

become the third-most important.”

Bloomberg Article with Senior Research Scientist with Google

http://www.bloomberg.com/news/articles/2015-10-26/google-turning-its-lucrative-web-search-over-to-ai-machines
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#1 Human Behavior & RankBrain

SMX Advanced Keynote 2016

#1 Human Behavior & RankBrain

Pre-RankBrain Era
Companies & 
Algorithms Decided 
Search Results

Post-RankBrain Era
Consumer Behavior & 
Algorithms Decided 
Search Results

http://marketinglandevents.com/smx/advanced/


9/26/2016

5

#1 Human Behavior & RankBrain

IMEC Experiment Source

#1 Human Behavior & RankBrain

Click Through Rate (CTR) = Higher Positions

Call to Actions (CTA) + Meta Information = Higher CTR

https://moz.com/rand/queries-clicks-influence-googles-results/


9/26/2016

6

#1 Human Behavior & RankBrain

Examples of Meta Optimization:

● #1 [Insert Title Here] (If Applicable/True)

● [Main Keyword Phrase Here] – Free Shipping

● Get the Best [Main Keyword Phrase Here]

● [Understand|Shop|See|Visit|] [Main Keyword Phrase Here]

● [Main Keyword Phrase] [Insert Product/Brand Differentiators]

#1 Human Behavior & RankBrain



9/26/2016

7

#1 Human Behavior & RankBrain

#1 Human Behavior & RankBrain
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#1 Human Behavior & RankBrain

#1 Human Behavior & RankBrain

Tactic 1 - Simple Conversion 
Rate Optimization (CRO) for 
Category Pages (or landing 
pages) based on keyword 
rankings.

Tactic 2 - Optimizing for usability 
factors such as bounce rate, time 
on page, and more.
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#1 Human Behavior & RankBrain

#2 Keyword Assimilation & Topical Behavior
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#2 Keyword Assimilation & Topical Behavior

#2 Keyword Assimilation & Topical Behavior
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#2 Keyword Assimilation & Topical Behavior

“Pumps” keywords are 
scattered throughout 
the search results for 
“womens heel” search 
query.

#2 Keyword Assimilation & Topical Behavior

Social data, backlinks, 
and more decide to put 
these pages higher than 
pages focused on 
“womens heels”.
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#2 Keyword Assimilation & Topical Behavior

Content centered around multiple topics & 
keywords assimilates your webpages to more search 
queries.

Have a more broad keyword focus on specific pages 
(categories, products, or landing pages).

#3 Content Creation and Promotion Strategies

Senior Strategist at Google  Quote - Search Engine Land

http://searchengineland.com/now-know-googles-top-three-search-ranking-factors-245882
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#3 Content Creation and Promotion Strategies

Non promoted content 
does not exist.

#3 Content Creation and Promotion Strategies

137,000 Facebook 
Shares, Hundreds of 
Inbound Links, #1 
Ranking in Google for 3 
Years, and over 3 
Million Unique Hits.
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#3 Content Creation and Promotion Strategies

1) Pick the main keyword phrases.

2) Research & produce better ranking content.

3) Interlink your content to pass authority.

4) Promote your content.

a) Email Newsletter & Matching Advertising

b) Social Media

c) Display Advertising

d) Email Outreach

e) Organic Rankings

#4 Reverse Engineering

More Referring 
domains creates a 
higher correlation in 
higher rankings.

Ahrefs On Page Study - Backlinko Google Ranking Factors

https://ahrefs.com/blog/on-page-seo/
http://backlinko.com/google-ranking-factors
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#4 Reverse Engineering

Here is a normal process for reverse engineering:

- Decide what to reverse engineer (keyword phase). 

- Pull the links for the web pages positioned above it.

- Identify easy replicable links.

- Acquire the same links.

- Editorial Links.

- Sponsored Links.

- Resources.

#5 Using PPC Data for SEO



9/26/2016

16

#5 Using PPC Data for SEO

Ways to use PPC data:

1) High converting data with 
topical content.

2) Seasons and specials 
based landing pages.

3) Focus on converting 
keywords on landing 
pages.
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#6 Product Level Text Ads

“81% of consumers research online before they buy.”

Retailing Today Research Online Study

#6 Product Level Text Ads

http://www.retailingtoday.com/article/study-81-research-online-making-big-purchases
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#6 Product Level Text Ads

PLTA provides 95% higher ROAS than other campaigns.

#6 Product Level Text Ads

PLTA enables us to use 
modifiers such as 
brand, price, model 
number, and more in ad 
copy.
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#6 Product Level Text Ads

The hierarchy of matches:

1) Exact Match

2) Phrase Match

3) Modified Broad Match

#7 Data Optimization in Google/Bing Shopping

Main optimization points:

- Unique Product Identifiers (GTIN, UPC, EAN, ISBN, 
etc). Also Brand & MPN.

- Title

- Google Product Category

- Description
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#7 Data Optimization in Google/Bing Shopping

Shopping Title & Description Optimization

1) Main keywords & modifiers in the first 45 Characters.

2) Use the Main Keyword on the left hand side most as 
possible.

3) Include modifiers such as color, brand, model number, 
and more to distinguish it.

4) Use CTAs to acquire more clicks such as #1, Free 
Shipping, and more.

#7 Data Optimization in Google/Bing Shopping
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#7 Data Optimization in Google/Bing Shopping

SKU Multiplication:

Retailer used SKU Multiplication to 
increase Google Shopping Volume.

- Shopping Traffic increased 
346%.

- Shopping Revenue increased 
246%.

- Stayed within ROAS target.

#7 Data Optimization in Google/Bing Shopping

SKU Multiplication:

Additional SKUs are created 
to make different titles and 
descriptions to capture 
more shopping real estate 
and capture more search 
volume.



9/26/2016

22

#7 Data Optimization in Google/Bing Shopping

Categorization:

Google & Bing relies 
heavily on categories. 
Having the right 
attributes is critical.

#7 Data Optimization in Google/Bing Shopping
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#7 Data Optimization in Google/Bing Shopping

Negative Funneling:

Negative funneling allows us to 
stop wasted ad spend and 
better target our products.

Conclusion & Questions

Thank you! 

This is where you can find this version written out 
and the powerpoint deck I have as well:

visiture.com/Shoporg16

Contact with me:

ron@visiture.com

(404) 594-7917

@Visiture_Search

mailto:ron@visiture.com
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