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E-E-A-T |n 2026 The Revenue

Infrastructure

How B2B Companies Turn Search Traffic into Predictable Pipeline.

Why just 'Good SEO' Stopped
Driving Revenue.

Your website ranks for 200+ keywords. Traffic is up
180%. Yet your pipeline is stagnant, and Sales says
the leads are worthless.

The problem isn't your rankings. It's that your
buyers' research journey has changed and most
SEO strategies haven't caught up.

In 2026, B2B buyers evaluate you twice:

The Agentic Viewer (The Scout)

Behavior: Uses ChatGPT, Perplexity, Gemini.
Needs: Semantic clarity, structured authority
signals.

Value: High intent, research-phase d|scovery
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The Human Viewer (The Closer)

Behavior: Makes trust decisions in seconds.

Needs: UX, social proof, 'lived' experience.

Value: The final revenue decision!
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What E-E-A-T Actually Means for Revenue

Google still controls 90% of global search but the way it reads your site has changed. E-E-A-T isn't just a
checkbox; it's how you satisfy both the Al scouts and the human buyers.

Experience: The "I Was There" Currency
Al can summarize a topic in seconds, but it cannot share lived experience.

The Moat: Proprietary research, screenshots of lived experiences, and "we tested this" data.
The Signal: Phrases like "When we deployed this for 23 enterprise accounts.." or "Our analysis
of 4,000 buying cycles shows..."

Expertise: Credentials That Matter

For high-stakes companies (Security, FinTech, Legal), Google explicitly checks for formal
credentials.

The Signal: A CTO with a verifiable technical background carries more weight than a junior
marketer writing about infrastructure.

Authoritativeness: Third-Party Validation

Google trusts what others say about you more than what you say about yourself.

The Signal: Citations from industry publications (TechCrunch, HBR), G2 reviews, and speaking
slots at major conferences.

Trust: The Non-Negotiable Foundation
If foundational trust is missing, your E-E-A-T score is zero.

The Signal: Secure HTTPS, clear contact info, updated legal pages, and transparent
authorship.
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Request Your Free E-E-A-T Audit



https://calendly.com/briskfab/30min

The Nine-Layer E-E-A-T Audit Framework

Google's Quality Rater Guidelines span over 170 pages
and are used to train human evaluators whose
feedback informs ranking systems.

Over the past few years, SEO researchers have mapped
more than 80 observable E-E-A-T-related signals across
Google documentation, patents, and public

statements from search representatives.

The mistake most companies make is trying to

optimize abstract concepts like “authority.”

You don't optimize authority.
You audit where authority actually manifests:

* Your brand OB
» Your website s
e Your people

* Your pages

Here's the structured framework.

Layer 1: Brand & Website Foundations

9. Scoring

: "?///T? Key People

8. Site-Wide Trust
b

6. Content Signals

5. Technical Trust

4. Off-Site Reputation

A | 3. Al Authority
, 2. Search Authority

—- 1. Brand Foundations

Google's Quality Rater Guidelines explicitly state that missing foundational trust signals alone can justify a

“Lowest” quality rating, even if the content itself appears strong.
This is legitimacy infrastructure.

-

Audit checklist

. . . About Qur Company
V' Brand name consistent across site, LinkedIn, and

directories o o
Clear About page explaining who you are and ‘\‘J.

who built the company

v

Abaut Our Company
v~ Visible, working contact information
v

Updated privacy policy and terms

8 htips /fwwwyourbrand.com

Professional design that signals credibility Q Common B28 Gap: Generic About Pages

Common B2B gap:

Generic About pages that say nothing about the founder's background or domain expertise.
Buyers want to know who built the product and whether they are qualified to solve complex technical

problems.


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

Layer 2: Brand Authority in Google Search

Google treats brands as entities. When your entity is strong, it reflects in search behavior.
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Strong authority shows up as:

v~ Branded search demand

v~ Control over branded SERPs

v~ Knowledge Graph recognition

v~ Rankings for non-branded category terms
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If competitors dominate “[your brand] vs competitor” queries, Google may associate more authority with
them than with you. This is not just SEO performance. It is a perceived market authority.

Layer 3: Brand Authority in Al Search

Al-powered search features (Al Overviews, ChatGPT, Perplexity, Gemini) increasingly shape how buyers
discover information. The brands that get cited are those with strong authority signals that Al models
already recognize.
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Audit:

v~ Are you cited in Al Overviews? oh
v~ Does ChatGPT reference your content? o—
v~ Does Perplexity link to your research? d-
v~ Which competitors appear most often in Al responses in your category?
v~ Are Al-generated mentions accurate?
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If Al does not associate your brand with your core topic, you are invisible during research.
And in B2B, research shapes the pipeline.

Layer 4. Off-Site Reputation Signals

Google's quality raters are instructed to rely heavily on independent sources when evaluating trust.
What others say about you matters more than what you say about yourself.
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Audit:

v~ Press mentions in credible publications
v~ Analyst reports

v~ Authoritative backlinks

v~ G2, Capterra, TrustRadius sentiment

v~ Consistent business listings

v~ Industry partnerships

- J

This is why established brands with weaker content can outrank technically superior competitors.
Authority is externally validated.



Layer 5: Technical Trust Signals

Google's documentation consistently emphasizes security and transparency as core trust components.

Strong authority shows up as:

v~ Full HTTPS coverage

v~ Valid SSL certificates E

v~ Schema markup for organization and people ﬂ = 7/

v~ No major crawl errors é@
v~ Clean backlink profile -
v~ Strong Core Web Vitals I
v Functional mobile experience

Tools such as GTmetrix help identify render-blocking scripts, server response issues, and performance
bottlenecks that impact perceived credibility. Broken trust signals undermine perception instantly, even if
users cannot articulate why.

Layer 6: Content & Page-Level Signals

Google's Helpful Content guidance reinforces a central principle: Content must demonstrate real effort,
originality, and experience.
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Audit:
E v~ Is every article attributed to a real person?

v~ Are credentials visible and verifiable?
C‘/) v~ Are claims cited?

(‘/) v~ Are examples specific and experience-driven?
v~ Is content updated regularly?
v~ Are trade-offs acknowledged?
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Experience must be demonstrated, not claimed. If your content reads like it could have been generated
without lived insight, it lacks Experience signals.

Layer 7: Key People Authority

Google evaluates entities, not just pages. Your founders, executives, and authors are part of your authority
footprint.
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Audit:

v~ Detailed author pages with credentials
v~ External profiles linked and consistent
v~ Speaking engagements

v~ Media mentions

v~ Knowledge Panel presence

v~ Cross-platform consistency

If a CTO writes about infrastructure without a verifiable technical background, Expertise signals weaken
-egardless of writing quality. Conversely, well-documented expertise compounds authority.



Layer 8: Site-Wide Trust Signals

Trust accumulates across the entire experience.
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Audit:
// \'\ v~ Complete legal pages including Terms &
- Conditions and Privacy Policy
\ v~ Accessible contact methods
\ ° v~ Security certifications visible
I I v~ Social proof integrated across key pages

v~ Consistent brand voice

Layer 9: Scoring & Prioritization

Use a 1-5 rating scale aligned with the quality rater framework:

-

v~ 1= Weak
v~ 3 =Adequate
v~ 5= Competitive advantage

Anything below 3 on revenue-driving pages actively suppresses conversion and authority.
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Prioritize: Quick wins: Compounding wins:
1.High-intent pages e Author transparency e Press coverage
2.Comparison pages e Technical fixes e Executive visibility
3.Product pages » Content updates e Review volume
4.Core category content o Consistent publishing depth

e Strategic influencer
collaborations
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E-E-A-T is not a one-time fix. It is 6-12 months of structured brand strengthening. The companies winning in
2026 are not publishing more. They are building measurable authority across all nine layers.

Book a Free E-E-A-T
Audit (R)er =5 (o))

This human-led audit is for B2B companies that need their ,_.‘;:[:.,ﬁ o’ :.:;q
: . Jatete "t':bj. ok
traffic to convert into revenue. .

Or Just email hello@briskfab.com to book a discovery call.




