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What is E-E-A-T 
and why is it 
important?1
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What is E-E-A-T?
● E-E-A-T stands for Experience, Expertise, 

Authoritativeness, and Trustworthiness.

● E-E-A-T is not a direct Google ranking factor. But 
Google prioritises serving results with strong 
E-E-A-T, making it a key concept in SEO.

● Algorithm updates are always linked to E-E-A-T. For 
example, the helpful content update aims to  reward 
content where visitors feel they've had a satisfying 
experience, while content that doesn't meet a 
visitor's expectations won't perform 
as well.
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Search Quality Rater 
Guidelines
E-E-A-T is part of Google’s Search Quality Rater 
Guidelines - the handbook that Google employees use to 
evaluate the quality of search results. 

These employees are known as Quality Raters and their 
feedback helps Google measure the success of its 
algorithm updates. 

The last update of the Search Quality Rater Guidelines 
was done in December 2022.

https://guidelines.raterhub.com/searchqualityevaluatorguidelines.pdf
https://guidelines.raterhub.com/searchqualityevaluatorguidelines.pdf
https://static.googleusercontent.com/media/guidelines.raterhub.com/en//searchqualityevaluatorguidelines.pdf
https://static.googleusercontent.com/media/guidelines.raterhub.com/en//searchqualityevaluatorguidelines.pdf
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Why is E-E-A-T 
important for 
Google?
Google has a social responsibility to surface pages that 
provide readers with accurate and valuable information. 

E-E-A-T is one of Google’s tools used for limiting the 
propagation of false information.



We have designed our systems to prefer 
authority over factors like recency or exact 
word matches while a crisis is developing.
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How Google Fights Disinformation, 2019
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E-E-A-T matters most for 
YMYL pages
Google splits topic types into two categories: YMYL and non-YMYL. YMYL 
stands for “Your Money or Your Life” and essentially encompasses any topic 
that can impact people’s health and well-being.

For most YMYL topics, Google wants to see content creators with more 
formal and concrete credentials — think education, certifications and other 
forms of formal expertise.

If you work in a technical field like cybersecurity, for example, it’s important 
that Google sees some schooling or training that qualifies you to write about 
the topic.

YMYL
Stands for Your Money or Your 

Life
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What can be considered a YMYL site?

● Finance: sites that offer financial advice (like fintech companies). 

● Shopping: sites providing information about shopping research. 

● News and public information: misinformation about politics and current events.

● Medical and safety: sites offering guidance regarding physical and mental health, including fitness sites.

● Government and law: information about the law, local politics and voting.

● Characteristics: pages making claims about people based on qualities such as ethnicity, race, nationality, religion, age, 
disability, gender and gender identity, sexual orientation, or veteran status are closely monitored to protect users.

https://www.siegemedia.com/seo/fintech
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But in fact, it affects every single site

Crawl

Can search 
engines find and 

access your 
pages?

Render

Can search 
engines 

understand the 
content on your

page fast?

Index

Will search 
engines add your 

pages to their 
index?

Rank

Where will I rank in 
the search 

results?

Trust

Is my website 
reliable? Will my 

users trust it, find 
it authoritative? 

Core Web Vitals

International
Passes on authority

Content

Quality, depth, availability, E-E-A-T
Internal linking

Facilitates Google’s crawling pages & 
understanding the meaning of a page

Cannibalisation

If Google finds more than 1 page that could 
represent a topic, it won’t rank any

This is the process a crawler follows to rank a page. In pink is the part of the process E-E-A-T affects.
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How to approach 
E-E-A-T in 
content 
marketing2



E-E-A-T should be at the core of your strategy. 
While E-E-A-T is not a ranking factor and there 
isn’t a single confirmed rule for improving your 
E-E-A-T, focusing on gaining the trust of your 
user’s will encourage Google’s algorithms to 
recognise and rank your content more favourably.
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Carmen Dominguez

Head of Organic @ Hallam

https://www.linkedin.com/company/hallam


Experience
Quality content will demonstrate the creator’s 
first-hand experience of the subject matter. This 
helps prove that suggestions are tried and tested 
and that insights are authentic.

For example, an author might talk about their 
personal experiences and opinions while providing 
photos they have taken.

Writing in first person and providing examples of 
your past experience helps to demonstrate your 
experience.
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Google are starting to prioritise 
user-generated content.
Content written from an 
experienced point of view.
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Expertise
1. Set up a bio so your expertise is on show.

2. Refer to that expertise when writing content.

3. Link to potential case studies, awards, 
certifications or studies while writing about a 
topic.

4. Write unique content on topics that don’t 
already have tonnes of results.
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Google uses 
entities to 
understand 
who you are 
and link the 
content to you
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Authority
1. Engage in forums about the topic.

2. Showcase your knowledge about the topic on 
social media channels.

3. Get coverage on sites that are authoritative 
and important in the industry or niche by 
providing commentary.

4. Write guest posts and ask authoritative people 
in the field to write content for your blog, too.
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Trustworthiness
1. Be transparent with your content - do not copy and 

paste content from other sources and if you do, 
cite its origin.

2. Research your topic, explain the processes you 
followed and write content that is new.

3. Source other expert content or opinion to reinforce 
the trustworthiness of the information you’re 
sharing.

4. Be helpful & empathetic - don’t try to sell your 
product or brand. Your core focus should be on 
trying to help the user.

17
17



18

Ten top takeaways

The Stanford Persuasive Technology Lab compiled 10 guidelines for building web credibility based on three-year research 
with over 4,500 participants.

1. Make it easy to verify the accuracy of the information on your site.
2. Show that there’s a real organisation behind your site.
3. Highlight the expertise of your organisation in the content and services you provide.
4. Show that honest and trustworthy people stand behind your site.
5. Make it easy to contact you.
6. Design your site so it looks professional (or is appropriate for your purpose).
7. Make your site easy to use and useful.
8. Update your site’s content often and show it’s been reviewed recently.
9. Use restraint with any promotional content (e.g., ads, offers, content purely focused on products).

10. Avoid all errors, no matter how small they seem.

https://credibility.stanford.edu/research.html
http://credibility.stanford.edu/guidelines/index.html#chi00


How not to E-E-A-T
Topical relevance is important; make sure it makes sense for 
your site!

Some examples of how not to E-E-A-T:

● The creator lacks adequate experience (e.g., a restaurant review written by 
someone who has never eaten at the restaurant). 

● The creator lacks adequate expertise (e.g., an article about how to skydive 
written by someone with no expertise in the subject).

● The website or creator is not an authoritative or trustworthy source for the 
page's topic (e.g., tax form downloads provided on a cooking website).

● The page or website is not trustworthy for its purpose (e.g., a shopping 
page with minimal customer service information). 
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AI content and 
E-E-A-T3
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Use AI to…
1. Generate ideas of what you can write.

2. Help establish what entities are relevant to 
a topic.

3. Organise the structure of your content.

4. Create templates that help you speed up 
content creation..
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Don’t use AI to…
1. Write content for you. AI content combines 

everything on the internet and rephrases it. It is 
not original or unique.

2. Even if content is written by AI, make sure it is 
reviewed and edited by experts in the field before 
publishing. Google will know if not.

3. Make sure there are no errors in the content or 
algorithmical bias. Always check AI content before 
publishing.
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Follow Hallam for more news and views from the experts

Thanks for reading

https://www.linkedin.com/company/hallam

