
Google 200 Ranking Signal for SEO

1. Domain Factors
1. Domain Age: Older domains may have more authority.
2. Keyword in Domain Name: Having a keyword in the domain can be a slight ranking factor.
3. Exact Match Domain (EMD): Domains that exactly match the search query can have a
ranking advantage.
4. Public vs. Private WHOIS: Private WHOIS information may be a signal of something to
hide.
5. Penalized WHOIS Owner: If Google identifies a specific person as a spammer, it may
scrutinize other sites owned by that person.
6. Country TLD Extension: Domain extensions like .uk, .ca can help rank for that country.

2. Page-Level Factors
7. Keyword in Title Tag: The title tag is one of the most important on-page SEO factors.
8. Title Tag Starts with Keyword: Title tags that start with a keyword tend to perform better.
9. Keyword in Meta Description: Including keywords in the meta description can help with
click-through rates.
10. Keyword in H1 Tag: The H1 tag is a second title tag that sends a strong relevancy signal.
11. Keyword in the First 100 Words: Having the keyword in the first 100 words of a page's
content is important.
12. Keyword in URL: Including keywords in the URL can improve rankings.
13. Keyword in Subheadings: Using keywords in H2 or H3 tags can provide additional
relevancy signals.
14. Content-Length: Longer content tends to rank better.
15. Keyword Density:While not as important as it once was, keyword density still matters.
16. LSI Keywords in Content: Latent Semantic Indexing (LSI) keywords help search engines
extract meaning from content.
17. LSI Keywords in Title and Description Tags: LSI keywords in the title and description
tags help Google discern between synonyms.
18. Page Loading Speed via HTML: Pages that load quickly are given a ranking boost.
19. Duplicate Content: Exact duplicate content across the same site can negatively impact
rankings.
20. Rel=Canonical: Using this tag correctly can help avoid duplicate content issues.
21. Image Optimization: Alt text, title, and file name can send relevancy signals.
22. Freshness of Content: Google’s Caffeine update favors recently updated content.
23. Magnitude of Content Updates: The significance of edits and changes can affect
freshness scores.
24. Historical Updates Page: How often the page has been updated over time.
25. Outbound Link Quality: Linking out to authority sites helps send trust signals.
26. Outbound Link Theme: Google uses the content of the pages you link to as a relevancy
signal.
27. Grammar and Spelling: Proper grammar and spelling are a quality signal.



28. Syndicated Content: Is the content on the page original? If it’s scraped or copied, it won’t
rank as well.
29. Mobile-Friendly: Google uses mobile-first indexing, so mobile usability is critical.
30. Hidden Content on Mobile: Hidden content on mobile devices may not be indexed.
31. Keyword in H2, H3 Tags: Another relevancy signal.
32. Content Hidden Behind Tabs: This content may not be indexed as well as visible content.
33. Number of Outbound Links: Too many outbound links can "leak" PageRank.
34. Multimedia: Images, videos, and other multimedia can act as a content quality signal.
35. Number of Internal Links Pointing to Page: The number of internal links to a page
indicates its importance on the site.
36. Quality of Internal Links Pointing to Page: Internal links from authoritative pages pass
more PageRank.
37. Broken Links: Having too many broken links on a page can be a sign of a neglected or
abandoned site.
38. Reading Level: Google may estimate the reading level of a page’s content.
39. Affiliate Links: Affiliate links by themselves won’t hurt your rankings, but Google may
scrutinize affiliate-heavy sites.
40. HTML Errors/W3C Validation:Many HTML errors or sloppy coding may be a sign of a
low-quality site.
41. Page Host Trust: The trustworthiness of the site hosting the page is important.
42. Page Layout: Google’s page layout algorithm penalizes sites with lots of ads above the
fold.
43. Parked Domains:
Certainly! Here’s a continuation of the list, covering more SEO signals and factors that
Google may consider when ranking websites:

3. Site-Level Factors
44. Presence of a Sitemap: A sitemap helps search engines index your pages more
effectively.
45. Site Architecture: A well-organized site structure helps Google index your pages better.
46. SSL Certificate (HTTPS): Google gives preference to secure sites (HTTPS).
47. Site Uptime: Frequent site downtime can hurt rankings.
48. Server Location: The server’s location can influence your site’s ranking in different
geographical regions.
49. Mobile-Friendly Design:Websites optimized for mobile devices perform better in mobile
search results.
50. TrustRank: Trustworthiness of the website, influenced by backlinks from trusted
domains.
51. Website Updates: Regular updates to a website’s content can signal freshness and
relevancy.
52. Presence of Terms of Service and Privacy Pages: These pages help Google identify the
site as a trustworthy entity.
53. Breadcrumb Navigation: This helps users (and search engines) understand the site
structure.



54. User Reviews/Site Reputation: Google considers user reviews and site reputation in
ranking for local search queries.
55. Domain Trust/Authority: A site with high domain authority is more likely to rank well.
56. Number of Pages: Sites with more indexed pages can be seen as more authoritative.
57. Use of Google Analytics and Google Search Console: Using these tools can improve
indexing and reporting.
58. User Experience (UX): Sites that provide a good user experience perform better in search
rankings.
59. Presence of Contact Information: Visible contact information, especially matching
WHOIS, is a trust signal.
60. Content Provides Value and Unique Insights: Google favors sites that provide valuable,
unique content.
61. Use of AMP (Accelerated Mobile Pages): AMP can improve mobile user experience and
may influence rankings.
62. Google News Approval: Sites that are approved for Google News have higher credibility.
63. Presence of User-Generated Content:Well-moderated user-generated content (e.g.,
forums) can enhance engagement and rankings.
64. Domain History: A site with a history of ownership changes or penalties may have a
harder time ranking.
65. Presence of a Blog: Regular blog updates with relevant content can help in ranking.
66. Use of Schema Markup: Structured data markup can improve search visibility and SERP
features.
67. Presence of Social Media Signals: Active social media profiles with engagement can
influence rankings.

4. Backlink Factors
68. Number of Linking Root Domains: The number of unique domains linking to your site.
69. Number of Links from Individual Pages: The total number of pages linking to your site.
70. Anchor Text of External Links: The anchor text of backlinks is a strong relevancy signal.
71. Linking Domain Age: Backlinks from older domains may be more valuable.
72. Authority of Linking Domain: A link from an authoritative domain passes more SEO
value.
73. Links from Competitors: Links from pages that rank in the same SERP as you can be
valuable.
74. Number of DoFollow vs. NoFollow Links: The ratio of dofollow to nofollow links can
impact ranking.
75. Links from .edu or .gov Domains: These domains are typically more authoritative and
valuable.
76. Guest Posts: Quality guest posts on reputable sites can build authority.
77. Contextual Links: Links embedded in the content of a page are more valuable than links
in footers or sidebars.
78. Backlinks from the Same Niche: Links from websites in the same niche or industry are
more relevant.



79. Link Placement: Links that appear within the main content of a page are more valuable
than those in the footer or sidebar.
80. Backlink Relevance: Links from pages closely related to your content are more valuable.
81. Backlink Diversity: Having a diverse backlink profile (variety of domains, anchor text,
etc.) is important.
82. Links from Top-Level Domains (TLDs): Links from certain TLDs (.com, .org, .net) may
carry more weight.
83. Link Velocity: The speed at which you gain or lose backlinks can be a factor.
84. Negative SEO: Competitors building spammy links to your site can hurt your rankings.
85. Internal Link Anchor Text: The anchor text used in internal links can influence rankings.
86. Backlinks from Guest Blogging: If done correctly, guest blogging can be a source of
high-quality backlinks.
87. Backlinks from Press Releases: Properly issued press releases can generate
authoritative backlinks.
88. Natural Link Profile
Certainly! Here’s the continuation of the SEO signals, covering additional backlink factors,
user interaction signals, special algorithm rules, and more.
89. Reciprocal Links: Excessive reciprocal linking ("You link to me, and I'll link to you") can
negatively impact rankings.
90. Linking from Bad Neighborhoods: Links from sites with questionable content (spammy
or penalized sites) can harm your rankings.
91. User-Generated Content Links: Links from forums, comments, and user-generated
content can be valuable if they are from reputable sites.
92. Linking from 301 Redirects: Links from 301 redirects pass some link equity but possibly
less than a direct link.
93. Backlink Age: Older backlinks may carry more weight than newer ones.
94. Backlinks from Real Sites vs. Splogs: Google can distinguish between real sites and
fake blogs (splogs). Links from real sites are more valuable.
95. Number of Outbound Links on Linking Page: A link from a page with fewer outbound
links is generally more valuable.
96. Links from Relevant Content: Links from pages that are topically relevant to your site
can carry more weight.
97. Backlink from High Social Shares Page: A link from a page that has many social shares
may be more valuable.
98. Backlinks from Controversial Sites: Links from controversial or polarizing sites may
have a mixed impact depending on the context.
99. Backlinks from Sites with Traffic: Links from pages that receive actual traffic may be
more valuable.
100. Links in Content vs. Links in Comments: Links embedded in the content are more
valuable than those placed in comments.
101. Number of Links to Home Page vs. Deep Pages: A natural balance between links to the
homepage and internal pages is important.
102. Backlinks from 404 Pages: Links that point to a 404 page waste link equity; ensure
proper redirects.
103. Linking Domain Trust: Links from domains that are considered trustworthy (based on
TrustRank or similar metrics) are more valuable.



104. Links from Hub Pages: Links from pages that are considered hub pages on a specific
topic can carry more weight.
105. Links from Ads: Links from ads are typically nofollowed and hold less value for SEO.
106. Google Disavow Tool: Using the Disavow Tool to remove bad links can potentially
improve your rankings.
107. Natural Growth of Backlinks: A steady, natural growth of backlinks over time is a
positive signal to Google.

5. User Interaction Signals
108. Organic Click-Through Rate (CTR) for a Keyword: Pages with a higher CTR may get a
ranking boost for that keyword.
109. CTR for All Keywords: A site's overall CTR across all search results may influence
rankings.
110. Bounce Rate: Pages with a high bounce rate may indicate poor user experience or
irrelevant content.
111. Dwell Time: The amount of time a user spends on a page before returning to the search
results can be a signal of content quality.
112. Direct Traffic: High levels of direct traffic can be a signal that your site is authoritative
and well-known.
113. Repeat Visitors: Sites with a high percentage of repeat visitors may rank better.
114. Pogo-Sticking: If users quickly bounce back to the SERPs after clicking on your result, it
might indicate that the page isn't relevant.
115. Number of Comments: Pages with many comments can indicate strong user
engagement and content quality.
116. Dwell Time on Site: The overall time users spend on your site can signal content value
to Google.
117. Social Signals: While indirect, social signals like shares, likes, and tweets can indicate
content quality.
118. Branded Search Queries: Searches for your brand name can increase your site's
authority in Google's eyes.
119. Bookmarks/Chrome Bookmarks: If a page is frequently bookmarked or added to
Chrome bookmarks, it may be a positive signal.
120. Google User Reviews: Positive user reviews on Google can boost rankings, especially
for local SEO.
121. Time on Site/Session Duration: The longer users stay on your site, the better it can be
for SEO.
122. Pages per Session: A higher number of pages viewed per session can indicate quality
content and good site navigation.
123. Google Toolbar Data: Google may use data from its Toolbar as an additional ranking
factor (e.g., site load speed, user behavior).

6. Special Algorithm Rules



124. Query Deserves Freshness (QDF): Google gives newer content a boost for specific
search queries where freshness is a factor.
125. Query Deserves Diversity (QDD): Google may show a diverse range of results for
ambiguous or broad queries.
126. User Browsing History: Sites that a user has visited before may receive a ranking boost
in their individual SERPs.
127. User Search History: Previous searches can influence future search results, such as
providing related queries.
128. Geo-Targeting: Google prioritizes results that are geographically closer to the searcher
or are relevant to their location.
129. SafeSearch: Sites with adult content or content flagged as inappropriate may not
appear for users with SafeSearch enabled.
130. Google+ Circles: Although Google+ is no longer active, it historically played a role in
personalized search results.
131. DMCA Complaints: Pages with valid DMCA complaints filed against them may be
removed from search results.
132. Domain Diversity: Google may limit the number of results from the same domain to
provide a diverse set of results.
133. Transactional Searches: Google may show product pages or e-commerce sites for
transactional queries.
134. Local Searches: For local queries, Google often displays a local pack with relevant
businesses.
135. Top Stories Box: For news-related queries, Google may display a "Top Stories" box with
relevant news articles.
136. Big Brand Preference: Google's algorithm may give preference to larger, well-known
brands for certain queries.
137. Exact Match Keyword Domains (EMD) Update: Google’s EMD update reduced the
advantage of exact match domains if they had low-quality content.
138. Panda Penalty: Sites with low-quality content may be penalized by Google's Panda
algorithm.
139. Penguin Penalty: Sites with unnatural backlink profiles may be penalized by Google's
Penguin algorithm.
140. Google Dance: Temporary fluctuations in rankings while Google updates its index.
141. User Reviews Sentiment: The overall sentiment of user reviews (positive or negative)
could influence local SEO rankings.

7. Brand Signals
142. Brand Name Anchor Text: Anchor text containing the brand name is a strong brand
signal.
143. Branded Searches: Users searching for your brand name signal to Google that your
brand is authoritative.
144. Brand Mentions in News: Coverage of your brand in news articles can boost your
brand’s authority.



145. Brand Mentions Without Links: Even unlinked brand mentions can be a ranking signal
to Google.
146. Large Social Media Presence: A strong social media presence (followers, engagement)
can indicate brand authority.
147. Official LinkedIn Company Page: Having an official LinkedIn company page can be a
positive brand signal.
148. Employees Listed on LinkedIn: The number of employees listed on LinkedIn as working
for your company can be a trust signal.
149. Real World Business Listings: Google may use data from real-world business directories
like Yelp, BBB, etc.
150. Brick-and-Mortar Location: Having a physical location listed on your website can
strengthen local SEO efforts.
151. Brand Mentions in Wikipedia: Being mentioned in Wikipedia can significantly boost
brand authority.
152. Domain Name as Brand Name: A domain name that matches your brand name can be a
strong branding signal.
153. Facebook Page and Likes: Having an official Facebook page with a significant number
of likes can be a brand signal.
154. Twitter Profile with Followers: An official Twitter profile with many followers can also
contribute to brand authority.
155. Verified Social Media Accounts: Verified accounts on social media platforms can
contribute to brand credibility.
156. Brand in Google Knowledge Graph: Being part of Google's Knowledge Graph can
enhance brand visibility and authority.
157. Brand in Google News: If Google recognizes your brand as a news source, it can be a
strong indicator of authority.
158. Brand in Local Listings: Consistent NAP (Name, Address, Phone Number) information
in local directories strengthens local SEO.
159. Brand in Google Shopping Results: Brands that appear in Google Shopping results may
benefit in organic search.
160. Brand in Video Content: Having video content associated with your brand (e.g.,
YouTube) can improve brand recognition.
161. Brand Mentions in Forums: Positive mentions of your brand in forums can contribute to
brand authority.
162. Positive Brand Reputation: Overall positive sentiment about your brand across the web
can influence rankings.

8. On-Site Webspam Factors
163. Panda Penalty: Sites with low-quality content (thin content, duplicate content, or
content farms) may be penalized by the Panda algorithm.
164. Over-Optimization of Content: Excessive use of keywords, especially unnatural or
forced, can lead to penalties.
165. Ads Above the Fold: Sites with too many ads above the fold (visible area without
scrolling) may be penalized by Google's Page Layout Algorithm.
166. Pop-Ups or Distracting Ads: Intrusive pop-ups or ads that hinder user experience can
negatively impact rankings.



167. Overuse of H1 Tags: Using multiple H1 tags on a page can confuse search engines and
may be seen as spammy.
168. Hidden Text or Links: Using text or links that are the same color as the background
(hidden from users but visible to search engines) can lead to penalties.
169. Cloaking: Showing different content to search engines than to users is a deceptive
practice and can result in a penalty.
170. Doorway Pages: Creating pages specifically to rank for certain keywords with the
intention of redirecting users to different pages can lead to penalties.
171. Thin Content: Pages with little or no original content may be penalized.
172. Affiliate-Heavy Content: Sites with too many affiliate links and little content may be
penalized for thin content.
173. Auto-Generated Content: Automatically generated content (e.g., from scripts) without
adding value can result in penalties.
174. Duplicate Content on the Same Site: Having multiple pages with the same content on
your site can lead to lower rankings.
175. Scraped Content: Using content copied from other websites without adding value can
lead to penalties.
176. Gibberish Content: Content that doesn't make sense to users but is keyword-stuffed
may be penalized.
177. Excessive Pagination: Paginated content that doesn’t provide proper canonical tags
can lead to duplicate content issues.
178. Keyword Stuffing in Meta Tags: Overloading meta tags with keywords can be seen as
spammy.
179. Low-Quality Content on High-Authority Sites: Even high-authority sites can be
penalized if they host low-quality content.
180. Excessive Outbound Links: Having too many outbound links, especially to low-quality
sites, can hurt rankings.
181. Boilerplate Content: Repeating the same content across multiple pages can be seen as
low-quality.
182. Spun Content: Using article spinning tools to create multiple versions of the same
content can lead to penalties.
183. Sneaky Redirects: Redirecting users to a different page than shown to search engines
can lead to penalties.
184. Exact Match Anchor Text Abuse: Overusing exact match anchor text in internal or
external links can be seen as manipulative.

9. Off-Site Webspam Factors
185. Penguin Penalty: Sites with unnatural link profiles (e.g., spammy backlinks) can be
penalised by Google's Penguin algorithm.
186. Unnatural Link Spike: A sudden increase in backlinks, particularly from low-quality
sites, can signal manipulative link-building.
187. Linking from "Bad Neighbourhoods": Backlinks from spammy or low-quality sites can
harm your rankings.



188. Links from Unrelated Websites: Backlinks from sites that are irrelevant to your content
may be discounted or lead to penalties.
189. Low-Quality Directory Links: Submitting your site to low-quality directories can be seen
as a spammy practice.
190. Comment Spam: Leaving links in blog comments solely for SEO purposes can lead to
penalties.
191. Paid Links: Buying links that pass PageRank is against Google’s guidelines and can
lead to penalties.
192. Link Farms: Participating in link farms or getting backlinks from them can result in
penalties.
193. Negative SEO: Competitors attempting to harm your site through spammy backlinks or
other tactics can lead to a drop in rankings.
194. Low-Quality Guest Posts: Guest posts on low-quality sites or networks can harm your
link profile.
195. Article Directory Links: Links from article directories, especially low-quality ones, can
be seen as manipulative.
196. Forum Profile Links: Creating forum profiles solely to build backlinks can be seen as
spammy.
197. Exact Match Anchor Text in Backlinks: Overuse of exact match anchor text in backlinks
can lead to penalties.
198. Reciprocal Linking Schemes: Excessive reciprocal linking, especially between unrelated
sites, can harm your rankings
Certainly! Here are the final two points to complete the list:

10. Additional Considerations
199. Manual Actions: Google can issue a manual action (penalty) against a site for violating
its guidelines, which can severely impact rankings. Manual actions can be related to
unnatural links, thin content, cloaking, or other violations.
200. Algorithm Updates: Regular core algorithm updates from Google can affect rankings.
Staying updated with the latest changes and adjusting your SEO strategy accordingly is
crucial for maintaining and improving your site's performance.

Jaymin Patanvadiya
Mob:- +91 9737309548
www.optinmark.com

https://www.optinmark.com

