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Introduction & Summary 

The internet is overwhelmed with content. Billions of pages compete for attention, yet the vast majority of 

web searches end with a user clicking one of the first three results. The gap between the pages that 

consistently earn those positions and those that do not is not primarily technical - it is qualitative. It comes 

down to whether content was made for people, or made for algorithms. 

This guide exists to close that gap. It is a comprehensive, research-backed resource for content writers, SEO 

professionals, and website owners who want to understand - in depth and in plain language - what Google 

actually rewards, and how to build a content strategy that delivers lasting results. 

What This Guide Covers 

• Section 1 - How Google's ranking pipeline works: crawling, indexing, and the signals that determine 

where your content appears. 

• Section 2 - A framework for honestly self-assessing your content against the same criteria Google's 

systems and quality raters apply. 

• Section 3 - How to demonstrate real expertise through authorship, authority, and factual accuracy - 

including the YMYL standard. 

• Section 4 - A deep dive into E-E-A-T: what each dimension means, how it appears in content, and how 

quality raters evaluate it. 

• Section 5 - Core Web Vitals and page experience: LCP, INP, CLS, HTTPS, mobile usability, and the 

technical factors that affect Google recommendations. 

• Section 6 - What people-first content looks like in practice: the five characteristics that define it and the 

warning signs that reveal search-engine-first thinking. 

• Section 7 - The correct relationship between SEO and content quality: why good SEO and people-first 

content are complementary, not competing. 

• Section 8 - The 'Who, How, and Why' framework: how transparency about authorship, creation process, 

and purpose builds lasting credibility. 

• Section 9 - Google's spam policies: scaled content abuse, scraping, and site reputation abuse. 

• Section 10 - The DigiBirds360 Content Excellence Checklist: a practical, end-to-end pre-publish 

framework. 

The Core Principle 

Everything in this guide flows from a single principle Google has made explicit in its documentation: its 

ranking systems are designed to reward content created to benefit people, not content created to rank in search 
engines. Content that genuinely helps real people - accurate, well-researched, clearly authored, and properly 

delivered - has always been the most durable investment in search performance. Algorithm updates come and 

go; real quality endures. 

Who This Guide Is For:  Content writers who want their work to rank and resonate. SEO professionals who 

want a framework grounded in Google's own guidelines. Website owners building sustainable organic traffic. 

Marketing teams developing long-term content strategies. 

Researched and reviewed by Mohit Singh, CEO and Founder of DigiBirds360, with 10+ years of hands-on 

experience in digital marketing and SEO. 
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1.  How Google's Automated Ranking System Works 

Every piece of content you publish enters a highly sophisticated evaluation pipeline. Before a single word 

appears in a search result, Google's systems have crawled, indexed, and ranked that content against hundreds 

of competing pages - all within milliseconds. Understanding this pipeline gives content creators a 
fundamental advantage: you stop guessing what Google wants and start building what it is genuinely designed 

to reward. 

Google's automated ranking systems are designed with a single overarching goal: to surface the most helpful, 

reliable information created to benefit people. The systems are specifically calibrated to distinguish between 

content made for readers and content made to manipulate rankings. 

 
Infographic: The three-stage Google ranking pipeline - Crawling, Indexing, and Ranking. Source: 

google.com/search/howsearchworks | DigiBirds360 

The Three-Stage Pipeline: Crawling, Indexing, and Ranking 

Stage 1: Crawling 

Googlebot continuously travels across the internet by following links from page to page. When it arrives at a 
new or updated page, it downloads the content and sends it back for processing. Crawl frequency depends on 

update regularity, inbound link volume, and perceived site authority. For content creators, this means ensuring 

pages are reachable through clear internal linking, and that Googlebot is not blocked by robots.txt rules, no-

index tags, or inaccessible JavaScript. 

Example - Crawling Speed:  A new post on a well-established site with strong internal linking may be discovered 

within hours. A page on a brand-new domain with no inbound links may take weeks to be found. 

Stage 2: Indexing 

Once crawled, Google analyses the content to understand its topic, key entities, structure, freshness, and 

hundreds of quality signals. Pages with clear headings, accurate metadata, and logical organization are 
indexed accurately. Pages where main content is buried in inaccessible JavaScript, or indistinguishable from 

boilerplate, risk incomplete indexing. 

Stage 3: Ranking 
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Ranking happens the moment a user types a query. Google's systems evaluate every relevant indexed page 
against that specific query - weighing relevance, quality, authority, page experience, and user context 

simultaneously. Pages are re-evaluated with every query against all available competing content. 

Key Ranking Signal Categories 

• Relevance signals - Does the content match what the user searched for, including their underlying intent, 

not just their keywords? 

• Quality signals - Is the content original, accurate, authoritative, well-produced, and more genuinely 

valuable than competing pages? 

• Page experience signals - Does the content load fast, work on mobile, stay visually stable, and respond 

quickly to interaction? 

• E-E-A-T signals - Does the content demonstrate Experience, Expertise, Authoritativeness, and 

Trustworthiness? 

• Context signals - Location, device, search history: personalizing results for that specific individual. 

Expert Tip:  Content creators who focus on being genuinely helpful, demonstrating real expertise and 

delivering excellent page experiences naturally build all the signals Google's systems are looking for. There is 

no shortcut that produces lasting results. 

Reference: https://www.google.com/search/howsearchworks/how-search-works/ranking-results/ 

 

2.  Self-Assessing Your Content 

One of the most actionable practices any content creator can adopt is a regular, honest self-assessment of their 

own work. Google explicitly recommends this process as a first-line diagnostic tool - both before publishing 

new content and when reviewing existing pages that have declined in performance. 

Content Quality: Originality, Depth, and Substance 

Original content is content that could only have come from your site - through first-hand experience, 

proprietary research, unique analysis, or expert perspective developed through sustained engagement with a 
topic. The test: if someone removed your site's name from this piece, would a reader recognize it as coming 

from an expert with something unique to contribute? 

Example - E-commerce:  A 'Best Running Shoes for Flat Feet' guide that republishes manufacturer specs adds no 

original value. A guide written by a physiotherapist who has fitted shoes for 500 flat-footed patients - explaining 

biomechanical properties, common fitting mistakes, and real patient outcomes - is deeply original. 

Example - B2B SaaS:  A blog post defining CRM software adds little to what already exists. A post analyzing 

CRM adoption data from 200 client deployments, identifying the three configuration decisions that predict user 

adoption, and providing templates based on real client outcomes, creates genuine value that cannot be found 

elsewhere. 

Presentation: Titles, Format, and Production Quality 

Descriptive, accurate, and honest titles consistently outperform click bait. The title should function as a 

reliable summary of the content's value, not as a hook designed to manipulate click-through rates. Spelling 

errors, grammatical mistakes, and factual inaccuracies all signal low quality to both readers and Google's 

systems. 

https://www.google.com/search/howsearchworks/how-search-works/ranking-results/
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Expert Tip:  Before publishing, have at least one person who did not write the content read it specifically to 

find factual errors, unclear passages, and formatting problems. Fresh eyes catch what writers miss. 

Scale and Genuine Care 

One of the clearest signals of low content quality is mass production - publishing large volumes of pages 
across many topics where no individual page has received genuine care or attention. Google's systems are 

specifically designed to detect content produced primarily to capture search traffic rather than to serve a 

clearly defined audience. 

Important:  Publishing 50 thin articles in a month is not a content strategy - it is a liability. Each low-quality 

page weakens your site's overall quality signals. A content audit that improves or removes thin pages often 

produces better results than publishing additional new content. 

 

3.  Expertise Parameters: Demonstrating Real Knowledge 

Expertise permeates every aspect of a content piece - the authority of its claims, the specificity of its 

examples, the accuracy of its technical details, and the nuance of its analysis. Content that demonstrates 

genuine expertise stands apart from content that merely describes a topic accurately at surface level. 

Building Transparent Credibility through Authorship 

The single most practical step any content creator can take to build expertise signals is to make authorship 

visible, credible, and verifiable. This means moving beyond simple bylines to providing rich author context - 

full name, professional photograph, relevant experience and qualifications, links to published work, academic 

credentials, and examples of first-hand experience. 

Example - DigiBirds360:  Mohit Singh's author profile documents his 10+ years of digital marketing experience, 

client campaign case studies, professional profiles, and specific areas of expertise including technical SEO and 

content strategy - giving readers full context to assess the credibility of his insights. 

Example - Medical Content:  A health website where each article is credited to a named physician with links to 

their hospital profile, medical board registration, and published research carries demonstrably higher expertise 

signals than an article credited to 'Health Team' with no further information. 

Authority Through Recognition and Citation 

Authoritativeness is built over time through editorial backlinks from respected publications, mentions in 
industry conversations, citations in academic or professional contexts, and a consistent track record of 

accurate, reliable content. Building authority requires thinking beyond individual articles to long-term 

reputation management. 

Factual Accuracy as a Quality Signal 

Beyond obvious accuracy requirements, the way content handles nuance and uncertainty is itself an expertise 

signal. Expert content acknowledges complexity, notes where evidence is disputed, distinguishes between 

established fact and emerging research, and cites sources transparently. 

Example - Finance:  An article stating 'SIPs guarantee returns' rather than explaining the risk-return relationship 

and market dependency of equity SIPs demonstrates a fundamental misunderstanding that would immediately 

concern any expert reader. 
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Expert Tip:  Build a fact-checking process into your content workflow. For every factual claim, require a 

verifiable source link. For YMYL topics, have a domain expert review the content before it goes live. 

The YMYL Imperative 

For content classified as 'Your Money or Your Life' - health, financial advice, legal guidance, safety 
instructions - the expertise bar is substantially higher. YMYL content requires expert authorship, rigorous 

fact-checking, transparent sourcing, regular review, and clear disclosure of scope limitations. Sites that 

publish YMYL content without meeting these standards consistently underperform in Google's ranking 

systems. 

 

4.  E-E-A-T and the Quality Rater Guidelines 

E-E-A-T - Experience, Expertise, Authoritativeness, and Trustworthiness - is the foundational framework 
through which Google evaluates content quality. It is not a single ranking factor or a calculable score; it is the 

conceptual model that Google's automated systems are built to identify and reward. 

 

Infographic: The four dimensions of E-E-A-T - what each means and how it appears in content. Source: DigiBirds360 

Experience: The Dimension That Rewards First-Hand Knowledge 

Experience rewards content created by people who have genuinely done, used, visited, or lived the thing they 

are writing about. Experience signals appear in the specificity and authenticity of details - the small practical 
complications, the unexpected costs, the decisions that retrospectively proved to be mistakes - the kind of 

granular detail that comes only from having been there. 

Example - Travel:  A Rajasthan travel guide written by a journalist who spent three weeks visiting each 

destination - including real opening hours, queues, accommodation that didn't match its listing and hidden gems 

not on any map - carries experience signals that a synthesized roundup cannot match. 



 

##FOOTER_ICON##  DigiBirds360  |  Helpful, People-First Content Guide  |  Page 8 of 17 

Example - Software Review:  A review of project management tools written by an operations manager who used 

three platforms across different team sizes over five years - including on boarding challenges, integrations that 

broke, and hidden costs - demonstrates experience that a surface-level comparison cannot replicate. 

Expertise: Depth of Domain Knowledge 

Expertise signals appear in the accuracy and precision of technical details, the nuance of analysis, the ability 

to explain complex concepts clearly without oversimplification, and the awareness of what is genuinely 

uncertain or disputed within a field. An expert does not claim more certainty than the evidence supports. 

Example - Technical SEO:  An article on Core Web Vitals written by a developer who has improved CWV scores 

across multiple live production websites - explaining exactly which code changes produced measurable 

improvements and which popular advice proved ineffective - demonstrates expertise that a repackaged overview of 

Google documentation does not. 

Authoritativeness: Reputation and Recognition 

Authoritativeness is about your standing in your field - whether the broader web recognises you as a credible, 

go-to source. The most meaningful indicators include editorial coverage in respected publications, citations 
from academic or professional sources, invitations to contribute to recognised industry platforms, and a 

pattern of other expert sources referencing your content. 

Trustworthiness: The Most Critical Dimension 

Trustworthiness is the most weighted E-E-A-T dimension because it underpins everything else. Trust signals 

are both technical (HTTPS, site security, data protection) and editorial (clear and honest authorship, 

transparent disclosure of affiliations, rigorous accuracy, prompt error correction, and a consistent commitment 

to putting reader interest first). 

Example - Affiliate Content:  A product comparison site that clearly discloses affiliate relationships, honestly 

discusses product weaknesses, and occasionally recommends non-affiliate products when they are genuinely better 

demonstrates trustworthiness that withstands both user scrutiny and Google's quality evaluation. 

How Search Quality Raters Evaluate E-E-A-T 

Google employs tens of thousands of Search Quality Raters worldwide. Their assessments do not directly 

control rankings; they provide feedback telling Google whether its automated systems are producing good 
results. Reading the Search Quality Rater Guidelines is one of the most valuable things any content creator 

can do - the guidelines operationalise E-E-A-T in concrete, practical terms. 

Key Insight:  Rater guidelines define exactly what Google's automated systems are designed to identify and 

reward. Aligning your content with these criteria is not gaming the system - it is producing the quality the 

system was built to find. 

Search Quality Rater Guidelines: https://services.google.com/fh/files/misc/hsw-sqrg.pdf 

 

5.  Delivering a Great Page Experience 

Page experience is the technical and design dimension of content quality. It encompasses everything about 

how content is delivered to the user - load speed, visual stability, responsiveness, mobile compatibility, and 

whether the reader can access the content without obstruction. Excellent content quality can be undermined 

https://services.google.com/fh/files/misc/hsw-sqrg.pdf


 

##FOOTER_ICON##  DigiBirds360  |  Helpful, People-First Content Guide  |  Page 9 of 17 

by poor page experience, because a frustrating or slow page damages user satisfaction even when the content 

itself is outstanding. 

 

Infographic: Core Web Vitals - LCP, INP, and CLS with Good / Needs Improvement / Poor thresholds. Source: DigiBirds360 

Core Web Vitals: The Measurable Foundation of Page Experience 

Largest Contentful Paint (LCP) - Loading Performance 

LCP measures the time from when a page begins loading to when the largest visible content element fully 
renders. A good LCP score is under 2.5 seconds; above 4 seconds is poor. Common causes of slow LCP 

include large non optimized images, slow server response times, render-blocking JavaScript and CSS, and the 

absence of a CDN. 

Example - E-commerce:  An online clothing retailer compresses product hero images from 3MB JPEG to WebP 

under 200KB, implements lazy loading for below-the-fold images, and serves through a CDN - reducing LCP from 

5.8 seconds to 1.9 seconds, moving from 'Poor' to 'Good'. 

Interaction to Next Paint (INP) - Responsiveness 

INP replaced First Input Delay as a Core Web Vital in March 2024. Where FID only measured the delay 

before the first interaction, INP measures the latency of all click, tap, and keyboard interactions throughout 

the entire user session. A good INP score is under 200ms. Main contributors to poor INP are heavy JavaScript 

execution, unoptimized event handlers, and long animation frames. 

INP Update:  The shift from FID to INP reflects Google's move toward measuring the complete user 

experience across an entire page session. Sites that optimized for FID may find their INP score tells a different 

story. 

Cumulative Layout Shift (CLS) - Visual Stability 

CLS measures how much visible content unexpectedly shifts position during loading. A good CLS score is 

below 0.1. Layout shifts occur when images load without predefined dimensions, ads inject into content areas, 
fonts swap and change text sizing, or dynamic content pushes existing content. Poor CLS means readers click 

links that shift position at the last moment - a fundamental failure of page quality. 

Example - Blog:  A personal finance blog loading banner ads without reserving space produces a CLS of 0.42. 

Adding explicit height and width attributes to all image and ad containers reduces CLS to 0.04. 
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Additional Page Experience Factors 

• HTTPS Security - All pages must be served over HTTPS. Browsers actively warn users about insecure 

pages, and Google treats HTTPS as a baseline requirement for trustworthy content delivery. 

• Mobile Usability - With mobile devices accounting for the majority of global searches, pages that 

require pinch-to-zoom or have unresponsive buttons provide poor experiences that affect ranking. 

• Intrusive Interstitials - Pop-ups and overlay ads that obstruct the main content on arrival from search are 

specifically penalized by Google's page experience systems. 

• Content Accessibility - Main content should be clearly distinguishable from advertising and navigation. 

Readers should find what they came for without confusion or obstruction. 

Expert Tip:  Run your most important pages through Google's PageSpeed Insights tool (pagespeed.web.dev) 

regularly. It provides real-world field data from the Chrome UX Report plus specific, actionable 

recommendations for each Core Web Vital metric. 

Page Experience Reference: https://developers.google.com/search/docs/appearance/page-experience 

 

6.  People-First Content: What It Looks Like in Practice 

People-first content is content created primarily to serve the reader - to help them accomplish something, 

understand something, or make a better decision. The contrast is not between good writing and bad writing. It 
is between content that starts with 'How can I help my reader?' and content that starts with 'How can I rank for 

this keyword?'. Google's systems are specifically calibrated to detect this distinction. 

 

Infographic: People-First Content vs Search Engine-First Content - key differences and long-term outcomes. Source: DigiBirds360 

The Five Characteristics of People-First Content 

A Clearly Defined Audience with Genuine Needs 

People-first content is created for a specific audience whose needs the creator understands in detail - not for 
'anyone who might search for this keyword'. This means knowing who your reader is: their existing 

https://developers.google.com/search/docs/appearance/page-experience
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knowledge level, their specific goal, the constraints that shape what solutions are practical for them, and the 

follow-up questions they are likely to have. 

Example - DigiBirds360:  This guide was written for digital marketing practitioners who understand basic SEO 

but want a deep, current understanding of Google's content quality framework. That specificity makes it more 

useful for its intended audience than a generic overview would be. 

First-Hand Expertise and Real Depth of Knowledge 

Depth means going deeper than what is easily available from a five-minute web search. First-hand expertise 

appears in the specificity of examples, the acknowledgment of edge cases and exceptions, the honest 
discussion of what does not work and why, and the kind of nuanced analysis that comes only from extended 

engagement with a topic. 

Example - Medical Content:  An article on managing Type 2 diabetes written by a registered dietitian describes 

not just which foods to avoid, but specific glycaemic index thresholds, surprising foods that spike blood sugar 

unexpectedly, and practical strategies her patients have found workable long-term versus those they consistently 

abandon after a month. 

Satiation: Fully Answering the Reader's Question 

One of the clearest tests of people-first content is whether a reader leaves having fully achieved their goal - 

without returning to Google to search again. Satiation does not always mean length. A short, precisely 

targeted answer can be more satiating than a 3,000-word article that buries the answer in unnecessary context. 

The Search Engine-First Warning Signs 

Bulk production across unrelated topics signals content produced to capture keyword traffic rather than to 

serve a coherent audience. Chasing trending topics without audience relevance is a reliable indicator of 
search-engine-first thinking. Cosmetic freshness - updating a page's publication date without making 

substantive improvements - is a manipulation that Google's systems specifically detect. 

Important:  The clearest test for search-engine-first content: if Google's ranking systems were removed 

tomorrow, would you still create this content? If the honest answer is no, the content is search-engine-first. 

 

7.  SEO, Quality Raters, and What Google Actually Rewards 

Search Engine Optimization, properly understood, is a set of practices that make it easier for search engines to 
discover, understand, and index content that already has genuine value. Writing clear title tags, using 

descriptive headings, building clean URL structures, earning editorial backlinks, improving page load 

performance - none of these conflict with creating genuinely helpful content. The conflict arises only when 

SEO becomes detached from content quality. 

Google's Position:  SEO can be a helpful activity when applied to people-first content. The key is to create 

genuine value for readers first, then apply SEO to ensure that value can be discovered. Reversing this order 

consistently produces diminishing returns. 

Expert Tip:  Write for your reader first. Once the content is genuinely useful, apply SEO best practices to help 

it get found. Never reverse this order. 

Quality Raters evaluate search results for specific queries, providing structured feedback on whether results 
are helpful, relevant, and trustworthy. Their assessments are not fed directly into the algorithm, but the criteria 

they use define exactly what Google's automated systems are designed to identify and reward. 
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Quality Rater Guidelines: https://services.google.com/fh/files/misc/hsw-sqrg.pdf 

 

8.  The Who, How, and Why Framework in Practice 

Google recommends that every content creator evaluate their work through three fundamental questions: Who 

created the content? How was it created? Why was it created? These questions cut to the core of what 

separates high-quality, trustworthy content from low-quality, manipulative content. 

 

Infographic: The Who, How, and Why framework - Google's approach to building credible, trustworthy content. Source: 
DigiBirds360 

Who: Making Authorship Visible and Verifiable 

Every piece of content that would reasonably carry a byline should carry one - a real, named individual, not a 

generic team name. That byline should link to a detailed author bio page with relevant qualifications, 

experience, and the specific expertise the author brings to this topic. 

Example - DigiBirds360 Approach:  Every DigiBirds360 article carries Mohit Singh's byline and links to a 

detailed author page documenting his 10+ years of digital marketing experience, client industries worked with, and 

specific areas of expertise - allowing readers and Google to evaluate the content's credibility independently. 

How: Transparency About Content Creation Processes 

AI-Assisted Content and Google's Policy 

Google rewards helpful, high-quality content regardless of how it was produced - including with AI 

assistance. What Google specifically prohibits is using AI to generate large volumes of content primarily for 

ranking manipulation, without genuine human oversight, expertise, or value-add. AI-assisted content that has 

been thoroughly reviewed by a domain expert, fact-checked against primary sources, and enriched with 

original analysis is not only acceptable - it can be excellent. 

Example - Responsible AI Use:  DigiBirds360 uses AI assistance in research and initial drafting. Every piece is 

then reviewed and substantially edited by Mohit Singh and the teams, who add original insights from client work, 

verify all factual claims against primary sources, and ensure the content reflects genuine expertise. This disclosure 

appears in every content piece published. 

https://services.google.com/fh/files/misc/hsw-sqrg.pdf
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Important:  AI-generated content published without expert review, fact-checking, or original insight is search-

engine-first content by definition. It will be evaluated by Google's systems accordingly. 

Google Search and AI-Generated Content: https://developers.google.com/search/blog/2023/02/google-search-and-ai-

content 

High-Quality Product Review Methodology 

Google has developed detailed quality guidance specifically for product reviews. A high-quality review 

provides evidence of genuine, first-hand engagement with the product - not a restatement of manufacturer 

specifications. It includes specific, experience-based observations about performance, build quality, usability, 
and value; honest acknowledgment of weaknesses; and comparisons that serve the reader's decision, not the 

reviewer's commission. 

Why: The Most Important Question 

If the honest reason behind a piece of content is 'to help our audience understand this topic and act on it 

effectively', the content will naturally tend toward depth, accuracy, transparency, and genuine value. If the 
honest reason is 'to rank for this keyword', it will tend toward the superficial features that resemble quality - 

without the substance that actually produces it. The 'Why' is the most revealing signal of all. 

 

9.  Spam Policies, Scaled Abuse, and Site Reputation 

Google's spam policies define the practices that violate its guidelines and risk manual or algorithmic penalties. 

Understanding these policies is essential - both to avoid inadvertent violations and to identify and correct 

practices that may already be affecting site performance. 

Scaled Content Abuse 

Scaled content abuse is generating large volumes of content - typically using automation or AI - primarily to 
capture search traffic rather than to serve a genuine audience. Google's systems are specifically designed to 

detect and devalue this content, and have grown increasingly effective across successive core updates. The 

test is intentional: does each page demonstrate genuine expertise and care for the reader? 

Example - Scaled Abuse:  A website publishing 500 AI-generated 'What is [financial term]' articles without expert 

review or original insight is producing scaled content that adds no value. By contrast, a financial site using AI for 

initial drafts then having each reviewed by a licensed financial planner creates content that may be produced 

efficiently at scale while still genuinely serving its audience. 

Scraping and Content Aggregation without Value 

Scraping refers to copying content from other sources and republishing it - with or without modification - 
without adding meaningful original value. If removing the source material leaves nothing of value, the content 

is essentially parasitic and will be evaluated accordingly. 

Site Reputation Abuse 

Site reputation abuse occurs when an established domain hosts third-party content designed to borrow that 

site's authority to rank for queries the content would not naturally rank for. Google now specifically evaluates 
whether content hosted on a domain is genuinely representative of that domain's editorial standards and 

expertise. 

https://developers.google.com/search/blog/2023/02/google-search-and-ai-content
https://developers.google.com/search/blog/2023/02/google-search-and-ai-content
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Important:  Any content strategy that relies on borrowing authority from another domain rather than building 

genuine authority through original, expert content is building on an unsustainable foundation. 

Google Spam Policies: https://developers.google.com/search/docs/essentials/spam-policies 

 

10.  The DigiBirds360 Content Excellence Checklist 

This checklist synthesizes every principle in this guide into a practical, actionable framework. Use it before 

publishing every piece of content and as a framework for auditing your existing content library. 

Strategic Foundation 

1. Define your target audience precisely: their existing knowledge level, their specific goal with this piece, 

their context, and their likely follow-up questions. 

2. Confirm that you have the expertise, first-hand experience, or access to a credible expert source required 

to serve this audience on this topic. 

3. Verify that this topic aligns with your site's primary purpose and that your existing audience would 

genuinely find it valuable. 

4. Identify what original insight, experience, or analysis your content will add that cannot be found readily 

elsewhere. 

Content Quality 

5. Ensure the content is original - informed by first-hand experience, proprietary research, or expert 

analysis that could not be replicated by simply reading other sources. 

6. Cover the topic with sufficient depth and completeness that a reader leaves without needing to search 

again. 

7. Verify all factual claims, statistics, and figures against primary, authoritative sources and link to those 

sources. 

8. Acknowledge complexity, uncertainty, and limitations honestly - do not overclaim certainty. 

9. Write a descriptive, accurate title that summarises the content's value without exaggeration or clickbait. 

10. Include specific, concrete examples from real-world experience wherever applicable. 

Expertise and Trust Signals 

11. Include a clear byline with the author's name and a link to their bio page. 

12. Ensure the author bio page documents the author's relevant qualifications, experience, and expertise. 

13. Disclose any affiliations, commercial relationships, or AI assistance involved in content creation. 

14. For YMYL topics, ensure the content has been reviewed by a verifiable domain expert. 

Page Experience 

15. Check that the page achieves Good status on all three Core Web Vitals using PageSpeed Insights. 

16. Verify HTTPS is active and the security certificate is valid. 

17. Test the page on mobile devices across multiple screen sizes. 

18. Ensure there are no intrusive interstitials or pop-ups that obstruct content on arrival from search. 

https://developers.google.com/search/docs/essentials/spam-policies
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19. Check that the main content is clearly distinguishable from advertising, navigation, and sidebars. 

Post-Publication 

20. Monitor performance in Google Search Console - track impressions, clicks, position, and Core Web 

Vitals over time. 

21. Update content substantively when information becomes outdated, evidence changes, or reader 

feedback reveals gaps. 

22. Review low-performing pages regularly and either improve them to a high standard or consider 

removing them to maintain overall site quality. 

23. Build genuine external recognition by promoting expert content to relevant publications, 

communities, and authorities in your field. 

 

Sources and References 

All sources are authoritative primary references, verified against current documentation in May 2026. 

Official Google Sources 

Creating Helpful, Reliable, People-First Content: https://developers.google.com/search/docs/fundamentals/creating-

helpful-content 

How Google Search Works: Ranking Results: https://www.google.com/search/howsearchworks/how-search-

works/ranking-results/ 

Page Experience in Google Search: https://developers.google.com/search/docs/appearance/page-experience 

Core Web Vitals and Google Search: https://developers.google.com/search/docs/appearance/core-web-vitals 

Google Search and AI-Generated Content: https://developers.google.com/search/blog/2023/02/google-search-and-ai-

content 

Introducing INP as a Core Web Vital: https://developers.google.com/search/blog/2023/05/introducing-inp 

Google Spam Policies: https://developers.google.com/search/docs/essentials/spam-policies 

About Search Quality Raters: https://www.google.com/intl/en_in/search/howsearchworks/how-search-works/rigorous-

testing/ 

Search Quality Rater Guidelines (PDF): https://services.google.com/fh/files/misc/hsw-sqrg.pdf 

Write High-Quality Product Reviews: https://developers.google.com/search/docs/specialty/ecommerce/write-high-

quality-reviews 

Google SEO Starter Guide: https://developers.google.com/search/docs/fundamentals/seo-starter-guide 

Additional Authoritative References 

• Google Search Central: https://developers.google.com/search/ 

• PageSpeed Insights: https://pagespeed.web.dev/ 

• Web.dev - Google's web performance resource: https://web.dev/ 

• Google Search Console Help: https://support.google.com/webmasters/ 

• Moz - Beginner's Guide to SEO: https://moz.com/beginners-guide-to-seo 

• Ahrefs Blog - SEO research and analysis: https://ahrefs.com/blog/ 

• Nielsen Norman Group - UX and content usability: https://www.nngroup.com/ 

https://developers.google.com/search/docs/fundamentals/creating-helpful-content
https://developers.google.com/search/docs/fundamentals/creating-helpful-content
https://www.google.com/search/howsearchworks/how-search-works/ranking-results/
https://www.google.com/search/howsearchworks/how-search-works/ranking-results/
https://developers.google.com/search/docs/appearance/page-experience
https://developers.google.com/search/docs/appearance/core-web-vitals
https://developers.google.com/search/blog/2023/02/google-search-and-ai-content
https://developers.google.com/search/blog/2023/02/google-search-and-ai-content
https://developers.google.com/search/blog/2023/05/introducing-inp
https://developers.google.com/search/docs/essentials/spam-policies
https://www.google.com/intl/en_in/search/howsearchworks/how-search-works/rigorous-testing/
https://www.google.com/intl/en_in/search/howsearchworks/how-search-works/rigorous-testing/
https://services.google.com/fh/files/misc/hsw-sqrg.pdf
https://developers.google.com/search/docs/specialty/ecommerce/write-high-quality-reviews
https://developers.google.com/search/docs/specialty/ecommerce/write-high-quality-reviews
https://developers.google.com/search/docs/fundamentals/seo-starter-guide
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About DigiBirds360 and the Author 

The Author: Mohit Singh 

Mohit Singh is the CEO and Founder of DigiBirds360, with over 10 years of hands-on experience in digital 

marketing, SEO strategy, content architecture, and performance marketing. Throughout his career, Mohit has 
helped businesses across diverse industries - from early-stage startups to large enterprises - build sustainable 

organic growth by creating content strategies rooted in genuine value creation rather than algorithm 

exploitation. 

His expertise spans technical SEO, on-page and off-page optimisation, content strategy, Core Web Vitals 

improvement, structured data implementation, and search intent analysis. He brings the perspective of a 

practitioner who has directly managed SEO campaigns, built and audited content libraries, and seen first-hand 

the difference between people-first and search-engine-first approaches. 

About DigiBirds360 

DigiBirds360 is a full-service digital marketing agency dedicated to helping businesses grow through ethical, 
effective, and sustainable digital strategies. The agency's philosophy is grounded in a simple principle: the 

best digital marketing creates genuine value for people, and rankings, traffic, and conversions follow from 

that value. 

Our Mission:  At DigiBirds360, we help the content writing community, SEO professionals, and website 

owners build content that genuinely helps people - because we believe that is the only strategy worth investing 

in for the long term. 

Why This Guide Was Created 

This guide was created because the DigiBirds360 team consistently observed a gap between how content is 
created and what Google has actually documented about what it rewards. By producing this guide - drawing 

on official Google documentation, the Search Quality Rater Guidelines, and the collective experience of the 

DigiBirds360 SEO team - we aim to give content creators, SEO professionals, and website owners a 

definitive, honest resource for building content strategies that work for the long term. 

 

Content Disclosure 

Educational Purpose:  This guide has been produced for educational purposes only to help the SEO 
community, website owners, digital marketers, and content writers understand how to create genuinely 

helpful content that performs on Google Search. It is not intended as legal, commercial, or professional 

consultancy advice. 

Research & Methodology:  This guide is based on in-depth research conducted by the DigiBirds360 
SEO expert team, drawing on authoritative primary sources including Google Search Central 

documentation, Google's official developer guidelines, and publicly available Google Search Quality 

Rater Guidelines. AI tools were used to assist in drafting and structuring this content, under the research 

direction, editorial review, and expert oversight of Mohit Singh and the DigiBirds360 team. 
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Accuracy & Updates:  All references were verified against official documentation as of May 2026. 
Google's systems and policies are subject to change; readers are encouraged to check official Google 

Search Central documentation for the latest updates. 

© 2026 DigiBirds360. All Rights Reserved. Produced for educational purposes to help the SEO community, website owners, and 

content writers. Produced with in-depth research by the DigiBirds360 team of SEO industry experts, drawing on authoritative sources 
and with AI assistance under expert editorial oversight. 

Researched and Reviewed by Mohit Singh, CEO & Founder, DigiBirds360 | May 2026 
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