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» Surged In August

Diet Site > Tanked In March

» Stabilized in June

@ ~ugi, 2018

@ Sept 27,2018
' March 12, 2019
@ June 4, 2019
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@ ~ugi, 2018
» Tanked In August

W@I I neSS Site » Surged in March

» Tanked (again) In June

@ Sept 27,2018

@ March 12,2019
@ June 4, 2019
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@ Augi, 2018
» Surged in August

- © Sept27,2018
Drug Slte » Tanked in March @ Warch 12,2019
» Surged (again) in June @ June s, 2019
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@ Augi, 2018
» Surged In September

- - © Sept27,2018
M ed ICaI S Ite » Tanked in March @ varch 12,2019

» Stabilized in June

@ June 4, 2019
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@ ~ugi, 2018
» Surged in August

AI COhOI Site » Kept surging in March

» Tanked In June

@ Sept27,2018

' March 12, 2019
‘ June 4, 2019
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» Surged in September @ ~ugl 2018

Women S Health Slte - Declined in March @ Ssept27,2018

> Fell off the face of the earth in June @ March 12,2019

@ June 4,2019
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Why all the fluctuations?
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Google pledges $300m to support
journalism and fight fake news

® 20 March 2018 f © ¥ [ <« Share

Ehe New Hork Times

PERSONAL HEALTH

When Cancer Meets the Internet

Dr. Google doesn't always know what's best.

=) PUBCON

npr

Facebook, Google And More
Meet With Feds To Confer About
2020 Election Security

September 5, 2019 - 11:24 AM ET

THE WALL STREET JOURNAL.

BUSINESS

Google and Facebook Face European
Vexation

Member of British parliament angrily questioned a Facebook vice
president about whether the company might have known about Russian
activity in 2014
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Wy Wall Street Journal

What Big Tech Is (And Isn't) Doing to Fight Antivaccine ...

What Big Tech Is (And Isn't) Doing to Fight Antivaccine Misinformation ...
and WhatsApp are trying to tamp down the spread of misinformation about

& The New York Times vaccines.

Measles Cases Reach Highest Level in More Than 25 May 13, 2019

Years, C.D.C. Says

There have been more measles cases in the United States the first five
months of 2019 than there were in all of 1992, when the last large outbreak
occurred, ...

May 30, 2019

& New York Times

One More Time, With Big Data: Measles Vaccine Doesn’t
Cause Autism

But the findings come at a moment of resurging suspicion about vaccine ...
to work together to combat the dangerous spread of vaccine misinformation
online.”.

Mar 5, 2019
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Source: How Google Fights Disinformation, 2019

GGWe have an important responsibility
to our users and to the societies In
which we operate to curb the efforts
of those who aim to propagate false
Information on our platforms. 99
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E':A:TI: Google’s criteria for analyzing

the trustworthiness of content — and the
people who publish it — in order to mitigate
the spread of misinformation.
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B=/A=Tis Nor

Something that matters
for every single website.
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:EAE IS NOT

An explicit, confirmed
Google ranking factor.
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Source: How Google Fights Disinformation, 2019

GG Google’s algorithms identify signals
about pages that correlate with
trustworthiness and authoritativeness.

The best known of these signals Is
PageRank, which uses links on the
web to understand authoritativeness. 99
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What Webmasters Should Know About Google’s Core Updates, 2019

(45

Search rater data Is not used
directly in our ranking algorithms.

Rather, we use them as a restaurant
might get feedback cards from

diners. The feedback helps us know

If our systems seem to be working. 99
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:EA': IS NOT

A replacement for
technical SEO.
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Technical :
SEO Backlinks

Content
& UX
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B=/A=Tis Nor

The only factor causing
websites to get hit by
algorithm updates.
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:EAE IS NOT

Something that
IS quICK or easy to fix.
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:EA': IS NOT

An SEO tactic that
results In an Immediate
pboost In performance.
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L@

Al

Analyzed 64 net winners and losers Documented performance across 30
between 8/1/18 and now potential on-page E-A-T signals
Used Sistrix Visibility Index Did not analyze backlinks (although

they matter for E-A-T!)
Used Archive.org to look at sites before

they gained/lost traffic ldentified interesting trends
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Small Sample Size
64 websites
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Correlation does
not Imply causation.
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Websites change.
Algorithms get updated.
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How do you know
what Google con5|ders
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General GUideIineS September 5, 2019

General Guidelines Overview

0.0 Intreduction to Search Quality Rating
0.1 The Purpose of Search Quality Rating
2 Raters Must Represent the User
).3 Browser Requirements
4 Ad Blocking Extensions
1.5 Internet Safety Information
Part 1: Page Quality Rating Guideline
1.0 Introduction to Page Quality Rating
2 0 Understanding Webpages and Websites
2.1 Important Definitions

»
\AS

2 What is the Purpose of a Webpage?
Your Money or Your Life (YMYL) Pages
Understanding Webpage Content

- 1 4

dentifying the Main Content (MC)

2.4.2 identifying the Supplementary Content (SC)
2.4.3 Identifying Advertisements/Monetization (Ads)

YT

i Summary of the Parts of the Page
Understanding the Website
2. 5.1 Finding the Homepage

> Finding Who Is Responsible for the Website and Who Created the Content on the Page

#pubcon
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Category Breakdown
Financial

Wi n n i ng S iteS Ecommerce 8%

3%

Drugs
4%
Dating
4%

Travel
4%

Science
4%

Parenting
1%

Health
48%

News
4%
Legal

Housmg
4% ubcon
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Catego_ry Breakleown
LosINng Sites

Ecommerce
15%

Drug

3%
Beauty

3%

Health
69%

NEWS
10%
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FINDINGS
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5 ﬂ% of losers were also hit by
the unnamed update (AKA “Fred”) update in March 2017

'W“'”L Fred Update
| i
nj' 3 Jf\-l *j| _I"JlLI ﬂ
f/‘ [ Umn | pe g “w“*‘
e T
/ | W 2018-2019
. LV : Updates
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Frecd Update: Mareh 2017

* Thin content

» Aggressive monetization
* Poor user experience

e Emphasis on E-A-T?

Lipub
@

)
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Health Sites: Average Year
Company Founded

Winning health companies are on
average than losing health companies.

winners LOSErS

1977 2003




Author Blos

WIinning sites are to have author
bios than losing sites.

Winners LOSErS

86% 74%
have author bios have author bios



...But are the authors
really experts?

WIinning sites are to use real
experts than losing sites.

wWinners LOSErS

93% 26%
are experts are experts



Medical Reviewers
(Health Sites)

Winning sites are to use medical
reviewers than losing sites.

winners LOSErS

67% have medical 50% have medical
reviewers reviewers



Editorial Policy

WIinning sites are to have a clear
editorial policy than losing sites.

Winners LOSErS

55% have an 38% have an
editorial policy editorial policy



Health Sites: Calls to
Action on YMYL
Ccontent

Losing sites are to have calls to
action on pages containing medical content.

winners LOSErs
15% 80%
have calls to have calls to
action on YMYL action on YMYL

content content



YMYL Affiliate
LINKS

Losing sites are to have affiliate
links on YMYL content.

wWinners LOSErS

29% have 63% have
affiliate links affiliate links



Used to rank #2 for “fasting for diabetes™...

More Information MERCOLA

Take Control of Your Health

If you're among the 80 percent of people who are insulin resistant, get yourself a copy of Fung's
brand-new book that comes out April 3, “The Diabetes Code: Prevent and Reverse Type 2 Diabetes
Naturally.” Fung's book, “The Complete Guide to Fasting, is another excellent resource. As Fung
says, we've known that fasting is beneficial for thousands of years. We just strayed away from it,

and we need to re-embrace this foundational aspect of health.

...NOW ranks #94.
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Company Has

Wikipedia Page
Winning companies are to have a
Wikipedia page.
Winners LOSErs
64% have a 53% have a

Wikipedia page Wikipedia page



Awards and

Accolades
Winning companies are to clearly
liIst thelr awards and accolades.
wWinners LoOSEers
/6% clearly list 8% clearly list

awards & awards and
accolades accolades



HONCode Certified
(Health on the Net Foundation)

Winning health sites are to be Honcode
certified than losing sites.

Honcode “promotes transparent and reliable health information online.”

Winners LOoSers

50% comply 16% comply
with Honcode with Honcode




Linking to External
Citations

Winning companies are to link to
external citations within their content.

wWinners LOSErS

68% link to 55% link to
external citations external citations



Trustpilot Ratings

Winning sites’ average Trustpilot score is
than that of losing sites.

wWinners LOSErS

Trustpilot: 5.5/ 10 Trustpilot: 3.6/ 10



BBB Rating:

No Clear Correlation Winners

JA+ OA BF

| osers

DA+ mA BB 0OC-
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UGC on YMYL Content

Losing sites are to Include user-
generated content on YMYL pages.

WwWinners LOSErS

36% contain UGC /0% contain UGC
on the page on the page



Flesch-Kinkaid
Reading Level

Winning sites’ average Flesch-Kinkaid reading level
score IS than that of losing sites.

WwWinners LOSErS

9.2 O




Sentiment Analysis:

Winners
W|nnerS arc Formal Very Formal
to use
“very formal” writing 1 /
0sers
on YMYL content.

58% 42%
“Formal ©@Very Formal \ X/

7%
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Healthline’s Ad &
Sponsorship Policy

> We choose the ads.
> We don’t endorse any products.
» We will not accept certain types of ads.

» We clearly distinguish ads from
editorial content.

» We clearly distinguish between
sponsored and nonsponsored content.

> We clearly distinguish content that is
part of a cobranded program.

=) PUBCON

il

ine Team. March 2018

ion is to be your most trusted ally in your pursuit of health and well-being. We're committed to bringing you
uthoritative, approachable, and actionable content that inspires and guides you ard the best possible health outcomes for
you and your family.

Healthline receives funding from advertisements, sponsored content, and other partnerships, such as affiliate programs, The
reality is that funding from our advertisers allows us to cover more conditions and provide more powerful experiences, including
video, animations and input from a range of experts. Be assured that we're absolutely inflexible about our editorial autonomy.
Other than input about broad topic areas, we never allow sponsors to influence the content we create,

1. We choose the ads.

We maintain sole discretion for determining the types of ads that will be accepted and displayed on Healthline.com. We reserve
the right to reject, cancel, or remove any ads from Healthline.com, 8t any time and for any reason. We will provide prompt notice
to the advertiser upon rejection, cancellation, or removal of any ad, along with an explanation, We also reserve the right to
determine the appropriate placement of ads on Healthline.com.

2. We don’t endorse any products.

Although products may appear on our site, under no circumstances shall our acceptance of any ad be considered an
endorsement of the product(s) and/or service(s) advertised, or for the company that manufactures, distributes, or promotes these
product(s) or service(s).

3. We will not accept certain types of ads.

We will not accept any ad that is factually inaccurate and’/or, in our opinion, in poor taste. Pharmaceutical advertising is only
accepted for approved indication(s) as determined by the Food and Drug Administration (FDA). Advertised products must be in
market and readily avallable. Healthline will not permit, at any time, the placement of any ad for harmful, illegal or objectionable
products or services. Ads must not contain fraudulent, deceptive, or offensive material, including material that misrepresents,
ridicules, or attacks an individual or group on the basis of age, color, national origin, race, religion, sex, sexual orientation, or
disability. Ads must not be related to alcohol, firearms, ammunition, fireworks, gambling, pornography, tobacco, or the simulation
of news or an emergency. All ads must clearly identify the advertiser. Any ad that could be misconstrued as editorial content will
be clearly labeled as an advertisement.

4. We clearly distinguish ads from editorial content.

In every instance, we maintain a distinct separation between advertisements and editorial content. All ads on Healthline.com are
clearly and unambiguously identified as such. Clicking on an ad will take the user to an advertiser’s site or 10 8 sponsor's resource
center on Healthline.com. Sponsored resource centers are labeled as such, with the name of the sponsoring entity displayed.

5. We clearly distinguish between sponsored and nonsponsored content.

From time to time, we seek sponsorships from trusted and credible research organizations, manufacturers, and other service
providers. Sponsorships provide financial benefit to Healthline, but also benefit our users by providing current information on
healith services, medications, and treatments. Editorial content sponsored by an advertiser is subject to our editorial policy and is
reviewed by our editorial staff, When content is provided by or influenced by a named sponsor, we take meaningful steps to
ensure our users will not confuse t sponsored content with Healthline’s own original editorial content. Here are the types of

e
sponsored ¢ ent Healthline presents:

Sponsored content: Sponsored content refers to content that is created by Healthline covering a topic area that is relevant to
an advertiser, Healthline has sole editorial control, and no advertiser has any input into the cont; beyond the broad topic
ares. Sponsored content will be labeled in one of the following ways: "sponsored by our partners,” “sponsored by,” “from our
sponsor,” of "brought to you by.”

anded content: This content is created in partnership with our sponsor and may have a sponsor logo on the page,
article, video, or other content. The content adheres to Healthline's editorial guidelines and may include products,
promotions or links to an advertiser's site, In some cases, a portion of the content will be created, or directed by an
advertiser. Co-branded content will be labeled with the sponsors logo, as well as the following text: "Made in partnership
with BRAND NAME."
Brand pages: Healthline may host webpages that present content that is created by our sponsors or advertisers. This
content is not created by Healthline, and does not undergo an editorial or medical review by Healthline. These pages are
hosted as a viewer resource, and are not meant 1o imply recommendations or endorsements. Brand pages are labeled: "Paid
for by.”
Native advertising: Native adver j refers to links or ads that link to other content. These links may direct users to other
content on Healthline, or may link to an advertiser or sponsor owned page. These links are displayed in the space between
paragraphs of a Healthline article, along the right side of a content page and/or at the bottom of a page below an article or
other content. In cases where links direct viewers to co-sponsored content, brand pages or sponsor owned b pages, such
links will be labeled with one or more of the foll g: "Sponsored,” or "Paid for by."
Social media posts: Healthline may present advertising messages, advertisements or sponsored posts in its social media
channels. These advertisements will be labeled "#ad" and may also include "#sponsored,” "#PartnerPromotion,” or
“#HLsponsor.”

6. We clearly distinguish content that is part of a cobranded program.

Occasionally Healthline will work with products, services or organizations that align with our mission. Healthline vets these
products, services or organizations for quality and only present what we feel is valuable to and in the best interest of our users.
Healthline receives a8 payment when users purchase, or sign up for the product or service but Is not responsible for providing the
products or services. Content in these programs is not ¢created, or medically reviewed by Healthline. Any partner content will be
labeled with the following language, "Healthline and our partners may receive a po! n of revenues if you make a purchase using
3 link above.” Partner pages may also include a "what’s this” link that takes users to a page that explains the nature of the
partnership.
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eMedicineHealth Medical Writers & Editors
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The Recovery Village’s
Editorial Team Page

» Company editorial policy on
fact checking and reviewing all
content

» 100 author bios with relevant
experience

> Links to all authors’ associated
professional websites &

LinkedIn profiles

=) PUBCON

8662354572

About The Recovery Village® Team
Welcome to TheRecoveryVillage.com, one of the world's largest behavioral health care websites, reaching millions each month impacted by substance abuse and mental
health conditions. The Recovery Village® team Is comprised of diverse business and health care professionals from our parent company, Ad d Recovery Sy

LLC. Additional external contributors are hand-selected for their unique ct expertise.
TheRecoveryVillage.com aims to educate the public with fact-based content about the nature of behavioral health conditions, treatment options and their related
outcomes. We publish mate atis researched, cited, edited and often medically reviewed, We also reguiatly conduct continuing education webdinars for healthcare

professionals and publish related news and research on behavioral health topics,

Learn more ab e ciuding our internal staff that delivers tre 6Nt ACrOSS Our nation ork of drug and alcohol rehabs,

Our Editorial Policy

Addiction and Mental Health are sensitive 10pics. That's why The Recovery Village® Editorial Team carefully vels and reviews every piece of content we publish
Throughout our website, on our medical web pages, blogs, news, refated articles and in continuing education webinars, we deliver evidence-based content and

medically reviewed facts that focus on health conditions ents and research. Our mission is to help others by delivering trustworthy, accurate and up-
to-date medical and clinical information from a group of passionate contributing experts.

In-House Staff, Editorial Team & Medical Reviewers

Rob Alston Frances Antoinette Aguilar Amy Armstrong, LAC

Rob Alston has traveled around Australia, Japan, With over 11 years experience in academic, Amy Armstrong is a licensed addiction counselor
Europe, and America as a writer and editor for hospital, and ambulatory pharmacy, Frances has 3 in the state of Colorado. She eamed her bachelor's
industries including personal wellness and demonstrated history of working in the hospital degree in psychology from Metropolitan State
and healthcare industry, assisting physicians with University in Denver, Colorado. Amy went on to
the development of pathways of protocols to complete her master's in clinical mental health
improve clinical practice. She interprets evidence- counseling at Adams State University in Alamosa,
based literature, More Colorado, A National Certified Counselor (NCC)
trained in

Nicole Arzt, LMFT Robert Ashford Taylor At

Nicole Arztis a Licensed Marriags Family Born in North Texas and raised in Noith Eastern Taylor Atwater manages content & daily digital
Therapist working in Southern Californta, She has Penns: ia. Robert Ashford devotes his time to communications across six websites. Taylor also
been privileged to provide therapeutic services for behavioral health recovery and social justice manages freelance talent and the internship

a wide varlety of individuals, couples and families. advocacy. Robert most recently served as th program including a team of freelancers with

Her clinical emphasis lies in working with females National Program Director for Young People in D in mental and bel health.

with substance use, eating disorders, and complex Recovery. Her efforts help The Recovery Village® produce

trauma. A passiona ter, she has authored. hundreds of pieces of content monthly for its
M, M sudiences.

#pubcon

ily

® PathInteractive

raynyc



Diet Doctor’s
Keto Diet Page

Diet
Doctor Low carb & keto Recipes Health Video News

=5 0 ¥

A ketogenic diet for beginners

o © Evidence based

> What is keto? | Foods to eat | Foods to avoid | Meal plans | Printable leaflet | Weight loss

Health | Ketosis | Supplements | Practical tips = Side effects FAQ | Audio version

A keto
> h w benefits for weight loss, health and performance, as shown in over 50 studies

also used and recommended by many doctors

‘, MacBook
_————assssaaa———— @ o0 o
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Takeaways
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EAS

Avoid affiliate links or salesy

YMYL content should evidence-
based, objective, thorough and
heavily researched

Include high-quality citations In language in YMYL content

your content & support

statements with facts from Maintain an editorial policy &

trusted resources disclosures around your
advertisements

Author bios are not enough; the
authors must be real experts
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