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Dwight Zahringer: Your alternative to ordinary radio.  Welcome to another edition of 

the Trademark Productions SEO Web Talk Radio Show.  Hi, I am 
Dwight Zahringer, owner and operator of Trademark Productions, 
a small digital boutique agency located in the outskirts of beautiful 
Detroit, Michigan.  We've been involved in online marketing and 
Web development since 1993.  We figured we'd talk with a couple 
different industry experts on a regular basis just to keep everybody 
up on what's happening in the world of Web development, online 
marketing, and optimization.  We hope you enjoy our show, and 
we welcome your comments. 

 
 I wanna thank everybody for joining us again today with another 

edition of the Trademark Productions SEO Podcast Radio Show.  
Hi, I'm Dwight, owner and operator of Trademark Productions.  
We're a little, small digital boutique agency that specializes in SEO 
over here in beautiful, wonderful, prosperous Detroit, Michigan.  
Today, we have a great guest.  I'm very, very honored that Mrs. 
Vanessa Fox graced us with her time today. Vanessa, thank you for 
joining us today, we appreciate it. 

 
Vanessa Fox: Thanks, for having me on. 
 
Dwight Zahringer: Perfect.  Let's give a little bit of background exactly who this 

wonderful person is that we are so excited about.  Vanessa is a 
former Google employee. She actually created a very cool thing 
called WebEx for Central. She was pretty much responsible for 
that over at Google.  She left there and has been doing a lot of 
great things.  She has a lot of great, helpful, very business- and 
consumer-friendly products. Also there have been a lot of great 
speaking engagements that she's been doing.  She's been on the 
speaking circuit for such a long time, as you can imagine, being an 
ex-Google employee. 

 
 More importantly, she's got a new book that she wrote, and I'm 

really intrigued about the title and exactly what it means.  This is 
something that we preach to a lot of our customers.  It's called 
Marketing In the Age of Google, and it's available on Amazon, or 
you can actually just look on the blog post here with the podcast 
and go ahead and click our nice, beautiful affiliate link, and you 
can go ahead and order your copy.  It's going to be available in 
early 2010. 

 
Vanessa Fox: Yeah. 
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Dwight Zahringer: She's with Ignition Partners, contributing editor at Search Engine 
Land.  She hosts the webmaster radio FM Thursday, 4:00 show.  
That's called Office Hours. She was just at PubCon, which I was, 
too.  We didn't cross paths, but she's kind of like us, but in a lot 
more popular and cooler basis.  Vanessa, thank you very much.  
Tell us a little bit about how you got involved in doing all of this 
and your evolution into working for Google. 

 
Vanessa Fox: Oh, my goodness.  Sure, thanks for that nice introduction, by the 

way. 
 
Dwight Zahringer: Cool. 
 
Vanessa Fox: So before I worked at Google, I spent a lot of time...  I'm really old 

as it turns out, but a lot of time. 
 
Dwight Zahringer: You're not old.  You're only like two years older than I am, and I 

thought I was really old.  No, you're young. 
 
Vanessa Fox: Yes and that's right.  We're all young. 
 
Dwight Zahringer: Yeah. 
 
Vanessa Fox: Yeah, so I spent a lotta time looking at user experience.  So I did a 

lot of stuff with usability and UI, understanding audiences and 
putting together user interaction. I sort of always was approaching 
projects sort of with that user-centric focus.  I did a lot of working 
with developers and that kinda thing, and I also sort of, at the same 
time, started getting into Web development. I was the webmaster 
for the company I worked for.  I was in marketing back in 1995.  
That's when I started building Websites. 

 
Dwight Zahringer: Are you a hand coder? 
 
Vanessa Fox: Yes, I was a hand coder.  I mean, then, I don't know what else 

there really was other than hand coding. 
 
Dwight Zahringer: Oh, well, FrontPage.  I was just hoping that you weren't gonna say 

that you're a Dreamweaver advocate or something.   
 
Vanessa Fox: Sometimes I still do some hand coding, but, the Web of course was 

very different than it is now back in 1995.  So I kind of watched 
things evolve a bit, and then kind of skipping ahead. So I don't 
bore people forever, I did end up at Google and started working in 
search.  As you mentioned, I put together Webmaster Central, and 
that sort of came about.  We originally were working on ex-multi 
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maps and got that launched. Then we started working on getting 
the alliance between Google and Microsoft and Yahoo!. As I was 
working on that project, I really started to realize, and I think a lot 
of us at Google realized, and certainly Matt Cutts, who's been out 
there, is like the main advocate helping site owners with their 
issues with Google. 

 
Dwight Zahringer: Sure. 
 
Vanessa Fox: Realized that there was a lot more that could be done with that 

relationship in terms of everyone in the world that has a Website 
and what they care about in terms of organic search with Google.  
So while we realized it was really important, and it was something 
that there maybe had not been as much of before, it's also an issue 
of scalability, right?  Because there's a lot of site owners. 

 
Dwight Zahringer: Yeah, and it's growing every single day. 
 
Vanessa Fox: Yeah.  That's sort of where the idea for Webmaster Central came 

about. We realized that site maps was a great start in terms of 
communication with site owners, but there was a lot more that was 
possible.  We kind of started building things out from there. Now 
that I'm not at Google anymore, I'm still really kind of taking those 
ideas, which is how can you think about the users because, 
ultimately if you're trying to rank well in search engines, you're 
trying to get visitors to your site for a reason.  Right?  The ranking 
is just a means to another end. 

 
Dwight Zahringer: Right. 
 
Vanessa Fox: I feel like sometimes we get focused on the ranking aspect of SEO, 

because that kind of seems like the most important. We can 
accidentally sometimes lose sight of sort of what the purpose of the 
ranking is.  You have to make sure you are keeping that user-
centric approach in mind. This is, of course is best for the search 
engines, because that's the kind of content they're looking to rank.  
So it kind of helps you weather algorithm shifts too, if you're 
thinking more like what are the algorithms trying to accomplish 
versus what this specific algorithm is doing today.  Yeah, so a lot 
of what I do, like you mentioned, all the speaking, writing, 
consulting, and – 

 
Dwight Zahringer: Yeah, so passive. 
 
Vanessa Fox: All that stuff is kind of along those lines. Including how to help 

people understand how the search engines work. Then build sites 
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that allow them to both do well in search engines and really have a 
good experience for users, so that they can meet their own business 
goals. 

 
Dwight Zahringer: Again, Vanessa Fox online with us today.  Former Googler, now 

being a rock star entrepreneur and just a great overall person 
helping a lot of people out there.  Her new book that's coming out 
in March of 2010 is called, Marketing In the Age of Google:  Your 
Online Strategy Is Your Business Strategy. 

 
Vanessa Fox: Right. 
 
Dwight Zahringer: You can see it here on our podcast.  That is gonna be available for 

you to purchase, but what everybody's dying to know is why did 
you get fired from Google?  Just kidding, just kidding.  I'm sure it 
was a moving onto to bigger and better things.  I mean to go to a 
company like that, and to really not only just start SiteMaps.org, 
which helps as you're a big advocate for site owners, for SEOs, 
agencies, and Website builders like us. 

 
Vanessa Fox: Yeah. 
 
Dwight Zahringer: You're a big advocate of helping us communicate better. I think it's 

definitely a relationship exchange, embracing what the engines 
want and what we need to be providing them. 

 
Vanessa Fox: It's definitely a synergy that it benefits both sides, absolutely.  

Because the search engines couldn't exist without the content of 
Websites, but on the other hand, Websites probably wouldn't get 
the audience that they get without the search engines. I think that 
there is a nice balance that you can get. What Google really would 
like is to make the Web better. 

 
Dwight Zahringer: So we hear. 
 
Vanessa Fox: Really good, relevant search results for searchers and, obviously, 

site owners want their sites to be really valuable for audiences. 
There's a lot of overlap there in terms of goals, and so a lot of 
sharing of information that can be done on both sides. 

 
Dwight Zahringer: Right, so as far as the industry goes, it's ever changing and 

evolving. In a second I want to go a little bit more into about your 
book some of the things you have in there, and 
JaneAndRobot.com. This is also a great site, because you have a 
lot of great components there. First though what intrigues you most 
about the industry and how it's ever-changing? 
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Vanessa Fox: I'm sorry, what was that? 
 
Dwight Zahringer: What intrigues you most? What keeps you up, keeps you moving 

along, and motivated? 
 
Vanessa Fox: Wow, a lot of things.  So I guess there are kind of two primary 

things that I'm looking at that I find really exciting these days.  
One is just the amount of data that's available about searchers. 
Before the days of the Web, there was only so much that you could 
find out about your customers and your audience, and a lot of it 
either you got really late. Like really after the fact, if you did some 
kind of follow-up studies, and if you did surveys or that kinda 
thing, you don't know how accurate that stuff is.   

 
 I mean all that stuff is valuable. You just never know how people 

are answering these questions if you're doing a focus group, that 
kind of thing.  Whereas now with the Web. There's so much data 
available about people that are searching. What they're doing 
online, what they're looking for, and what behaviors they're doing 
once they get to sites. That we can get so much more information 
right away and it's a lot more accurate in some cases.  So I find that 
really interesting.  Its like how can we really use that information 
to make our businesses and our Websites better?  I think that it 
seems like every week new tools are launched that provide more 
data.  So that's really cool.   

 
 I think the other really cool thing, looking at things from a high 

level, is historically SEO has been fairly all silos. Originally, 
marketing people and business people really didn't understand it. It 
was just kind of like this thing off to the side.  So you had SEOs 
that really built up their expertise in it, but those SEOs didn't 
always have the business and marketing experience.  I think we're 
finally getting to the point where search is so mainstream that 
those are being more integrated. I think we're going to start seeing 
less of the silos and more of these integrated processes where the 
different teams share their data. They work from a comprehensive 
strategy that's sort of complementary to all the disciplines, which I 
think is also pretty awesome. 

 
Dwight Zahringer: Yeah, obviously.  Now, tell us a little bit about your thoughts are 

as far as social media and the evolution of how that's been moving. 
How that's influencing search and optimization now.  We'll talk 
about SEO, and I know you talked and you'd stated, that you 
thought there were a lot of silos before.  That's really a common 
misconception, or that's a norm for a lot of places out there. How is 
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that being integrated into optimization of one's site or business 
with social media? 

 
Vanessa Fox: There are a lot of intersections with search and social media.  I 

think social media certainly has a lot of benefits on its own. It's 
very similar to the evolution of search where, years ago for 
instance, maybe most companies would have an 800 number on 
the back of a product.  You'd always sort of see that. These days, 
it's like, "Okay, well, I wanna be able to do a search and find out 
more about the product," but now it's even gone beyond that where 
it's like, "Okay, I wanna be able to find the Twitter account of this 
company and just ping them that way." 

 
 I think it's all about the Web providing your message of access to 

data, engagement, support, and so on. I think social media on its 
own, has a lot of ways. Kind of like that one where we have to 
think about how the consumer behavior is unchanging.  In terms of 
the integration of search and social media, I think there's a lot of 
great integration that could take place.  I actually talk about this in 
the book.  I have a chapter on it, which is that there is sort of two 
ways of approaching search. Most companies should probably use 
both approaches. One is the evergreen or long-term types of 
searches that people do that you can build on content.  Then it's 
going to be used long-term. 

 
Dwight Zahringer: So you mean, historically, what are some long tail and like 

residual?  I mean these are the common types of keyword phrases 
that are really bringing in a lot of traffic to my site. 

 
Vanessa Fox: Yeah, I'm talking about things that people are going to be 

searching for them now, and they're also gonna be searching for 
them next year, right?  They're sort of your fundamental 
foundational sets of knowledge. Then you also have topical stuff, 
which is just maybe someone's searching for it this week. They're 
not going to be searching for it next month. Right? But still things 
that are important right now. 

 
Dwight Zahringer: Tiger Woods. 
 
Vanessa Fox: Sorry? 
 
Dwight Zahringer: Tiger Woods. 
 
Vanessa Fox: Well yes, though from a business perspective, maybe something 

more like you have a healthcare Website. You want to answer 
peoples' questions about the healthcare bill.  Maybe that would 
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have more of a business application.  But, you know, possibly 
Tiger Woods.  You want to be in front of both kinds of searchers, 
right?  So you can certainly do that by having a Website of your 
own and a blog of your own. However social media enables you to 
just get your message out there in more ways and to be more 
visible.   

 
 Some of the examples that I use in the book, for instance, say you 

have a restaurant.  Historically, if you had a restaurant review in a 
newspaper that might spike up the visits to your restaurant that 
week, right?  People get the newspaper, and they see the review.  
"Oh, this is great.  I should check out this restaurant."  Now with 
sort of the search and social media-type integration, if I want to do 
a search for what's a great local restaurant, I might find like a Yelp 
review or something from five years ago.  

 
Dwight Zahringer: Right, right, right. 
 
Vanessa Fox: Something from years ago that still is providing this benefit 

because we have search layered on top of social media.  The same 
thing with even just overall brand perception.  Another example 
that came up recently was with the TSA. You guys might've seen 
this, where this woman blogged that TSA took her baby away from 
her when she was in the line of security. It became this big thing 
and all these blogs picked it up. If you did a search for the TSA 
takes baby, you saw all this stuff about how horrible the TSA was, 
but the TSA has a blog. They were able to immediately react, and 
they posted a video that showed that the woman was with her baby 
the whole time. That they actually never took the baby, and then 
they went to all the different blogs that had been talking about it 
and posted a link back to their video.   

 
 Now, when you do a search for TSA takes baby, it shows all of this 

information about how the TSA didn't take the baby away.  So they 
were able to take this negative brand issue that was causing a spike 
in searches and really show their side of the story pretty quickly. I 
think that there's a lot of ways like that, were you could leverage 
this idea that people are both searching and interacting on social 
media. 

 
Dwight Zahringer: Perfect.  Well, let's talk about a book again, and this is going to be 

available from you.  It's your first book, right, being published? 
 
Vanessa Fox: That's right. 
 
Dwight Zahringer: Marketing In the Age of Google. 
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Vanessa Fox: Yes. 
 
Dwight Zahringer: Your Online Strategy is Your Business Strategy.  Tell us a little bit 

more about it and what preempted you to write it. 
 
Vanessa Fox: Sure.  So like I mentioned a few minutes ago, I feel like we're 

getting to the point where search is being more built into 
organizations as a regular part of the business and marketing 
processes. This book isn't necessarily written for SEOs, for people 
that already understand how search works.  It's more written for 
people who are running a business or run marketing or products for 
an organization, and they just never really thought of search as part 
of that, right? 

 
 Search has either been something that they haven’t thought about 

at all, or it's been this like silo type of a thing. Since most people 
out there these days are searching, that's kind of the primary way in 
which a lot of us get our information. Whether we're looking to 
start shopping or we're just researching.  Even if we're looking to 
hire a local plumber the first thing that we might do is do a search.  
So if you're a company who doesn't really think of search as being 
primary to your marketing business strategy, then you might really 
be missing where your customers are going. Obviously, as a 
business, you need to evolve with your customers' behaviors.  
We've certainly seen this with the newspapers, for instance.  
Right? 

 
Dwight Zahringer: Um-hum. 
 
Vanessa Fox: Instead of evolving with what their audience is doing, they've done 

all these things to try to get their audience to go back in what they 
did before.  "Well, they searched before.  This is great for us.  Why 
don't you guys go back and do that again?"  But audiences have 
moved on, right?  So I think businesses need to understand that 
their audiences have moved on. 

 
 What I talk about in the book is not only sort of how to make sure 

that search is an integrated part of your marketing strategies. I also 
talk about how you can use all of this search data that's available to 
influence your product strategy, your business strategy, augment 
some of the other research that you're doing, if you do like focus 
groups or market research. 

 
Dwight Zahringer: So there's a lot of background information, but it is a little bit of a 

how-to guide, as well, huh? 
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Vanessa Fox: There's a lot of strategic, high-level stuff. Then certainly I get into 

the how to. Like if you're going to do keyword research for 
developing a certain kind of product, what are people most 
interested in? Here is kind of how to go about that.  There's a 
section on building the search best practices into your development 
organization, and to make sure that your developers are building 
for structure that doesn't keep out the search engines.  There is a 
section on the integration of search and social media and how to 
make sure that the PR efforts and your customer support efforts are 
all aligned with kind our new online world.  So, yeah, there's all 
kinds of stuff in there. 

 
Dwight Zahringer: So it's gonna be a great book.  I mean I'm really excited 

anticipating it and can't wait to read it.   
 
Vanessa Fox: Good. 
 
Dwight Zahringer: Another thing is there have been a lot of updates lately that have 

been happening in our world. Our world, meaning in the world of 
online marketing as a whole or Internet marketing. 

 
Vanessa Fox: Yeah. 
 
Dwight Zahringer: Involving SEO and SEM.  Some big algorithmic changes that are 

helping and influencing the way Google, most importantly, does 
their ranking. 

 
Vanessa Fox: Yeah. 
 
Dwight Zahringer: Talk about some of those so our listeners are available.  Right now, 

it's just pre-Christmas 2009, and we're going to have some 
interesting changes that not only have just happened, but are going 
to continue to happen now in the coming quarter.   

 
Vanessa Fox: Yeah, absolutely.  Generally speaking, what I tell people is that if 

you understand and pay attention to the fundamentals, that you can 
build long-term SEO value, and not worry so much, right?  Where 
you start to get into trouble is when you pay attention to every 
single algorithm on change, right?  There might be five or six 
hundred algorithm changes in the course of a year, and if you 
could spend all your time trying to figure out what those are and 
how to build your site for those. You're just going to see tons of 
like the fluctuations based on that, right?   
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 That's just not a good strategy. On the other hand when you're 
looking at these fundamentals, there are certainly occasions when 
the fundamentals evolve, right?  The search engines are always 
trying to evolve. Certainly this year we've seen several of those 
more fundamental on changes. Like you say, we're going to see 
some more next year.  So a good example of that probably is the 
advancements of Google in terms of their ability to crawl in 
JavaScript and Flash. 

 
Dwight Zahringer: Do you anticipate seeing more? You probably know.  You just 

can't say that you know. Those are going to be some updates we're 
going to be seeing coming up next year is crawling into JavaScript 
and Flash? I know Flash has been attempted for quite a while yet, 
but those bugs have been being worked out. 

 
Vanessa Fox: Well, those are two things that Google has announced this year in 

2009. They've announced a few over the course of the year. 
They've said that they're working on being able to crawl things 
even better.  They still don't do an ideal job. Still if you're a 
developer or you're doing a technical audit, understanding the way 
that Google handles these technologies now versus how they 
handled them before, can really make a difference in what you're 
able to recommend to people.  One big thing that has just come up 
is that Google said that the speed load time of a page can make a 
difference in ranking. 

 
Dwight Zahringer: Oh, yeah. 
 
Vanessa Fox: Which is new and of course, the caffeine update is coming up next 

year. This is going to be an entirely new infrastructure for Google 
that they say doesn't really impact ranking, but it does impact how 
they crawl and index.  Since crawling and indexing is so important 
to ranking, I think we'll certainly see some changes. Even though 
this update, really on its own doesn't have anything to do with 
ranking.  I think the big things there are the crawl efficiency, page 
load time, and those kinds of things. They are going to become 
more important. So making sure that you have a clean architecture 
is going to start to play even more of a factor than it has before. 

 
Dwight Zahringer: Now, wouldn't this be a little bit of an oxymoron of a sense of 

JavaScript and Flash with fast load time?  Isn't that a little bit 
ambiguous? 

 
Vanessa Fox: Well, so Google hasn't said exactly how they're using page load 

time, and certainly it's not going to be a primary factor, right?  It's 
not going to be that, if you do a search for something the page with 
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the best speed is gonna rank first. It's just one of many factors. It's 
hard to say exactly how they're using it, but I think that the thing 
there is that Websites are going to use these and technologies, 
right?  We are sort of done with the days when most business 
Websites are just gonna code straight HTML and Notepad, right? 

 
 So they're going to use Flash, JavaScript, and Ajax and all of these 

things.  So I think the key is making sure that the developers use 
these technologies in a way that is conducive for search engines to 
crawl them. There are certainly ways to use the technologies that 
not only bog down the site and make them uncrawable, but make 
them really annoying for searchers and for visitors.  I will give you 
one example.   

 
Dwight Zahringer: Yeah, go ahead. 
 
Vanessa Fox: Which is, and I'm not even sure how this happened, but somehow I 

was with some friends of mine the other night, and we ended up on 
the Twilight/New Moon movie site. 

 
Dwight Zahringer: Yeah. 
 
Vanessa Fox: I don't know if you've been to that site, but – 
 
Dwight Zahringer: I probably have people here in the office that sit on it all day. 
 
Vanessa Fox: Yeah, I'm sure.  I'm sure.  But this will be everyone's excuse to go 

out and look at it.  I would say that site is one of the best examples 
of how not to construct a site for search engines and for people. 

 
Dwight Zahringer: But they're gonna generate so many back links, which is gonna 

help to influence their ranking, just because the sheer offline 
promotion and other forms of online promotion for it. 

 
Vanessa Fox: You know what?  It's only going to help them so much.  Yes, 

absolutely.  There are gonna be a ton of people who go to that site 
just because it's popular.  They're going to get a ton of links, but 
those links are only gonna bring them so far if the search engines 
can't get to the content, right?  So one example is that they have a 
domain.  It's called like TwilightTheMovie.com or something, and 
then every single other page of the site that you go to, the URL 
stays TwilightTheMovie.com. 

 
Dwight Zahringer: Oh, nice. 
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Vanessa Fox: So the search engines can only ever index the home page, no 
matter how many links they get, right? 

 
Dwight Zahringer: Yeah. 
 
Vanessa Fox: I mean that's pretty bad, even from a user standpoint. The way they 

do their navigation is that they load this room with people in it. 
Sort of like a animation cartoon-looking thing, and then you have 
to use your mouse to move around the room.  If you hold your 
mouse down too much the room starts to spin and you can't get it 
to stop. You can't really tell what the menus are because they're all 
hidden behind these little icons.  I don't know.  Maybe some of the 
audience likes that, but I would think even a lot of their audience 
would get really frustrated with their inability to navigate the site.   

 
Dwight Zahringer: So you're saying that this is something you want to reference 

maybe on your book Website as a good usability-type of a site. 
 
Vanessa Fox: That's right. I mean I think it's a good example of how a lot of 

times what will make a site better for search engines are also what 
are going to make it better for people.  Certainly it's generally 
always the case that what makes it better for search engines is 
going to make it better for screen readers and mobile devices. I 
think we even can go a step beyond and say that most of the time 
it's also going to just make things better for anyone who's 
interacting with the site. 

 
Dwight Zahringer: I'm a big advocate for that, and I continuously tell a lot of our 

clients that don't just think about ranking and just trying to achieve 
a top placement in a search engine, whoever it may be.  Think 
about trying to do that, but also trying to encapsulate that user 
experience.  Once you bring them to their site, are they converting 
your goal?  Are they being allowed to do something?  That life 
cycle is what's really going to matter. 

 
Vanessa Fox: Yeah, otherwise then all of the work you did for ranking was really 

a wasted effort.  
 
Dwight Zahringer: Yeah, so Vanessa, we need to pair up, and we need to campaign 

together so that we tell everybody this is the new SEO.   
 
Vanessa Fox: That's right. I think it absolutely is, and I think that the conversion 

metrics are gonna have to start to be looked at more and more. This 
is one of the reasons why having your SEO measured against 
rankings reports isn't as useful data as people might think. 
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Dwight Zahringer: It's a nice way of putting it. 
 
Vanessa Fox: Yeah, because what you want to know is what kind of audiences 

are you getting, and are they converting. 
 
Dwight Zahringer: Absolutely.  
 
Vanessa Fox: Yeah. 
 
Dwight Zahringer: So we're not gonna keep you too much longer, Vanessa.  I know 

it's a Friday, and you probably got some Christmas shopping to do 
yet.  Again, we're speaking with Vanessa Fox, ex-Google 
employee, and now in marketing extraordinaire.  She has a new 
book out, Market In the Age of Google, that's available on 
Amazon, Your Online Strategy is Your Business Strategy.  She's 
the creator of Google Webmaster Central when she was there. 
Now she's working on a bunch of regular projects.  What exactly 
are you doing now besides speaking everywhere? 

 
Vanessa Fox: That's a good question.  I'm doing lots of things.   
 
Dwight Zahringer: Not blogging. 
 
Vanessa Fox: I am working with some clients on setting up overall acquisition 

strategies.  I'm building search into the organization, that kind of 
thing.  I'm doing a lot of writing.  I still write for Search Engine 
Land.  I'm an entrepreneur in residence for Ignition Partners.  So I 
spend a lot of time working with VCs and start-ups trying to get 
kind of search built in from the start when they launch.  I have my 
weekly pot of cash that I do. I do all kinds of stuff, it’s great.  My 
main goal is to help advance the conversation in our industry of 
why SEO is really important and why it should be something that's 
thought of as a mainstream marketing. Also, that it should be part 
of what people do when they look at their overall like business 
strategies. 

 
Dwight Zahringer: Sure. 
 
Vanessa Fox: I'm just kind of working in as many areas as I can to sort of get that 

message out there. 
 
Dwight Zahringer: Absolutely. Vanessa, one of the last things I wanted to ask you its 

a little bit older of a debate, but definitely you have an inside edge. 
You know people that matter.  Paid links, how are these being 
treated now through the evolution of everything, and what about 
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people as far as link building?  Links are obviously a very 
important component to gaining good search rankings. 

 
Vanessa Fox: Yeah  
 
Dwight Zahringer: Going through the entire life cycle.  So what are some different 

strategies, some different ways to acquire them?  One of way is 
buying them. This has been a debate at all of the conferences and 
with Matt. There are different ways to purchase them, and how to 
purchase them. Give us some background or advice and different 
ways to go about doing that, being an ex-Google employee. 

 
Vanessa Fox: Yeah, it's funny now the number of people that I talk to that say, 

"Oh, so sad, those days of paid links when it worked so great are 
sadly over.  We're so sad."  So, yes links are very important to 
search rankings. Of course, it used to be while days gone by, it was 
like, "All right, let's do some link exchanges.  Trade some links."  
Reciprocal linking, linking network link farms, all that worked 
great. Then Google got onto that, and none of that really worked 
anymore. 

 
 Then sort of things moved on to paid links, and there's a number of 

ways people could buy links. Google spent a lot of time on paid 
links starting in 2007. I wrote an article for Search Engine Land, at 
the end of that year that sort of recapped what went on during that 
year. It was kind of the big time that Google really started tackling 
the paid links issue.  At this point, the end of 2009, it's not perfect. 
However they're certainly doing a much better job of finding that 
out, and it's not just paid links.   

 
 What they've done over the years is they kind of started with the 

page rank algorithm. This was the number relevance and authority 
of links into a page having an impact on how that page ranks.  
Over the years, that's really evolved.  So not only has page rank 
itself evolved, but all of the other types of signals have evolved. 
Google is doing a much better job now at not only valuing paid 
links, but valuing all kinds of links. So they've got all these crazy 
things that they're doing to assign value to a link.   

 
 So you can't really just look at your back link profile and say, 

"Okay, I have 100 links," or "I have a million links," or whatever 
and go from there, because Google's looking at does it look like 
this is a paid link?  Is this a partner or network link?  Is it coming 
from a widget?  Is it coming from a press release?  Or is it really an 
editorially-given link?  So all the different types of links out there, 
you might imagine, are gonna be weighted slightly differently 
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based on how it seems like the link was given. Then of course you 
get into all these other things of what's the relevance of the link.  
Where's the link coming from?  Is it from a site where it seems like 
the audience of that site is also the audience where the link is 
going?  Then you've got the anchor text. 

 
 So there's all kinds of things that are going into the links, but I 

think the idea of just being able to go out and buy links and have 
them accrue value is much more simplistic than what is actually 
going on. Google has really smart people working on it.  In terms 
of link building sites, you say it is important.  Of course, my main 
thing is going to be the age-old thing that we always say. We get 
kind of mocked for, which is build good content, but it goes 
beyond that, right? Particularly now with social media.   

 
 There are so many ways to raise awareness and engage an 

audience, but I do think it certainly starts with good content. You 
can never guarantee that you're gonna get a lot of links to a piece 
of content, but the more valuable the content is, obviously, your 
chances are much better.  If you're starting with crappy content, 
you're probably never really going to get a lot of those valuable 
links that Google is going to assign the most weight to. 

 
Dwight Zahringer: With content, you're saying this could be written content that's 

static.  This could be an awesome Flash movie, an interactive 
program.  This could be the Twilight site, any type of content like 
that. 

 
Vanessa Fox: I mean it could be anything, right.  I think one of the keys these 

days is, again going back to that integration. How can you leverage 
all of your different engagement, awareness, and campaigns to 
make sure that you're getting the most link value that you can?  I 
mean one really easy example that companies tend to miss is that 
you have this PR that you're probably doing, right?  Your PR 
people probably don’t know anything about SEO, and they don't 
know anything about links. So can you augment your PR policies 
so that you make sure that when you send out press releases, you're 
linking back into individual important pages as opposed to just – 

 
Dwight Zahringer: Not just your home page. 
 
Vanessa Fox: Can you make sure that you use the text in the press release that 

you would most like to get the anchor text for? That way when, 
say, a reporter or someone else writes about you based on the press 
release. They're linking into a page that you really want ranking. 
They are influenced to use that kind of anchor text. 
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Dwight Zahringer: Deep linking, deep-page linking.  Last thing I just wanted to talk 

about, and that's a lot of talking about page rank sculpting and 
utilize – doing deep linking into your site in different ways. 

 
Vanessa Fox: Yeah. 
 
Dwight Zahringer: How to bleed juice or link juice around your site.  No, it's not a 

drug.  Talk about PR as your final topic.  Page rank, how valuable 
is it anymore?  It's still a measurement tool.  A lot of people in the 
industry can't get away from it.  What's really the value, or does 
that really go back to the principles of what your book is about, 
Marketing In the Age of Google? The value is really about creating 
stuff that people are going to utilize and want to link to you for, 
and it's just not about the value of the little green bar. 

 
Vanessa Fox: Well, right, I mean if you've heard me talk or write before, you've 

probably heard me talk a lot about this.  I'm not a big advocate in 
watching your tool bar page rank for a variety of reasons.  
Certainly some of the big ones are that it's not going to be all that 
accurate, and it's only updated a couple times a year.  To use it as a 
metric would be very hard even if it was accurate, because it's so 
many months out of date. It's hard to tell if you lose ranking, is it 
because of page rank?  Who knows?  Because you don't know how 
out of date that number is. 

 
 I think that also page rank is sort of shorthand that we use to talk 

about ranking factors. When really there are hundreds of ranking 
factors including, page rank. What is actually page rank is only one 
of them, and the value of each of those ranking factors is different 
based on the type of query.  Because the search engines are going 
to look at what kind of query this is, what's the intent of the 
searcher. Then they're going to change things up, right? 

 
 If it's a regional type of a query, local scoring of various kinds is 

going have to have more weight.  That's just one example. The 
factors that are used in ranking, it's not like this concrete, absolute 
that you can really look at.  So the big thing I think is if you're 
thinking about page rank specifically, which, of course, is still 
important. This Is to not really look at that green bar, but to look at 
what are the links coming in to my site.  Not only the number, but 
how authoritative are they?  How relevant are they?  What's the 
anchor text?  Those are really much more valuable pieces of data 
than the green bar. 
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Dwight Zahringer: Again in a good summary, it's not going to be just about the 
ranking of your site.  It's going to be about the ranking and the life 
cycle of your customers converging through your site and 
completing their goals that you want.  

 
Vanessa Fox: _________ 
 
Dwight Zahringer: It's not going to be just about the green bar and getting your page 

rank up and high.  It's about creating good content that actually 
influences people to link to you naturally. That's what's going to 
help you overall in a very good way.  Correct? 

 
Vanessa Fox: Yeah, absolutely. There's so many ways you can go about that.  I 

mean going back to the Twilight movie, just as an example. By not 
having a unique URL for each page, they've really limited the 
opportunities people have for linking.  Even something as simple 
as the technical architecture can have a huge influence on your link 
profile. 

 
Dwight Zahringer: The funny part about that, that was actually probably a good 

agency sell. They made a lot of money doing it, and the people that 
paid for it didn't even realize what they were getting themselves 
into.  Vanessa, who's your favorite character on Twilight?  Why 
were you there?  You were obviously looking for someone. 

 
Vanessa Fox: You mean who do I hate the most? 
 
Dwight Zahringer: Ohhhhh, oh-ho-ho.  Okay.  Again, Vanessa Fox, the new book 

that's coming out early.  It's going to be coming out March in 2010, 
Marketing In the Age of Google.  Available on Amazon.  You can 
preorder your copy today.  Vanessa, thank you very much for 
taking time out of your day to talk with us.  I hope to bump into 
you and talk a little bit more at one of the future conferences, and 
we wish you a happy and safe holiday. 

 
Vanessa Fox: Same to you, as well.  Thanks for having me on. 
 
Dwight Zahringer: All right, thank you, bye-bye. 
 
[End of Audio] 
 


