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Google Says NO!  
Why are you still doing these 4 things?  

 
Google has really stepped up the online marketing game in the last five years. Why? To keep people 

using it as a primary search engine! People forget, Google is in the game to make money, not to be 

something “nice” for people to use. Okay, they do make it easy and nice to use, but it is to keep you using 

Google. To keep giving top, relevant searches to people’s queries, Google has rolled out “rules of the 

road” it expects businesses to follow. The problem is, in the veterinary space, hospitals are not following 

the rules. Google is pretty black and white. Google states: Do not follow the rules, and your business will 

not be found using our search engine. What are these “rules?” 

 

Broken Rule Number 1 - Duplicate Content: Five years later, and people in the veterinary space 

are still using duplicate content on their websites. Not a good plan. Duplicate content is verbiage that is 

used on one practice’s website, and also used on other hospitals’ websites. To find out if the content on a 

veterinary hospital is 

duplicated, go to 

Copyscape.com. As 

shown in the screenshot 

below, the website in 

question had the exact 

same content, word for 

word, as at least five 

other hospitals! Whoops.  

 

Google looks at all of the 

duplicate content and 

penalizes a hospital in 

search placement for not 

having unique, original 

content that only lives on 

their website.   

 

If a hospital wants to use 

a template design, that is 

legit. However, all of the 

supplied content, and I 

mean ALL of the content, 

needs to be stripped. 

Instead, unique, original 

content needs to be 

installed on the template website. When talking to a website provider, make sure that the content that is 

being provided is owned by the hospital and only the hospital. No sharing! In this case, it is not nice to 

share. To research more about this requirement from Google, search Google Panda. Loads of information 

will pop up.  

 

http://www.copyscape.com/
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Broken Rule Number 2 - Bad Linking Behavior: After the success of the Google Panda rule, 

Google decided to tackle crummy, spammy links. Let’s face it: who wants to click on a link and go a site 

that has nothing to do with the search query? Especially on a mobile device? This rule is called Google 

Penguin. (Yep, it is the Google Zoo!) Basically, any links to a website should be related to the website 

content, and any links away from the website should be related to the website content. People do not want 

to be on a veterinary website, click a link, and end up at a car shop. Another aspect of this rule is link 

directories. Back in the day, link directories were legal. Now, it is not cool by Google’s standards to be in 

a directory of 500 other businesses. In fact, it will really hurt a hospital’s search placement to have bad 

links. A good search engine optimization (SEO) provider should be monitoring these links and pointing 

out the ones to avoid.  
 

Broken Rule Number 3 - Focusing Only on Organic Search: Google has been quietly 

saying “no” to more organic opportunities for businesses, and “yes” to increased use of its real estate for 

ads. (Hint: This makes Google more money!) In fact, there used to be 10 slots on the front page for 

organic search, and that number is down to about 8 depending on the search. Now to be seen on a desktop 

and mobile device, placing an ad is required. For example, pick up your mobile device and type in the 

words “Nearby Veterinarian.” How many of the first results are ads? Do you have to scroll to see any 

organic placements? Plus, Google just rolled out a new feature where all ads on mobile devices will have 

the business’ phone numbers listed. Wouldn’t you want to be just a click to call away for a new client? 

The important thing is to work with a marketing company that knows the right mix of organic search 

placement and AdWords. Beyond Indigo is one of those firms because we are a badged Google Partner. 

We have passed all of the certifications, and keep meeting Google’s requirements on a day-to-day basis.  

 

Broken Rule Number 4 - Not Focusing on Mobile: Google has been pretty direct that a 

business needs to adjust its website for a mobile environment. The pressure hasn’t stopped from Google 

on this topic yet. Recently, it announced that the search algorithm would be split into two pieces: one 

search engine for mobile-only searches, and one for desktop searches. The new mobile-only search engine 

is in beta, but Google assumes a hospital is set to go when it is switched on full time. This means every 

website should be mobile-ready on all pages. To check your website’s mobile-friendly status, go to 

Search.Google.com/Search-Console/Mobile-Friendly. Plus, Google has assumed a business has checked 

its information on Google.com/Business/. Every practice should review both websites to stay up-to-speed 

with Google’s mobile rules.  

 

At Beyond Indigo, we keep up with Google. In fact, Beyond Indigo is a badged Google Partner, 
and we work directly with Google employees to utilize their AdWords program. One hundred 
percent of our websites have unique copy focused on mobile viewing, and are owned by our 
clients. They are also fully-responsive websites that pass Google’s Mobile-Friendly Test ,with 
key information easily found on mobile devices. Want to follow Google’s rules? Call Melissa Neff 
at (877) 244-9322 ext.100, or email her at Melissa@BeyondIndigo.com.  

Also check out: 

• Educational blog at BeyondIndigoPets.com/Blog 

• Facebook at Facebook.com/BeyondIndigoPets 

• YouTube at YouTube.com/BeyondIndigoPets 

https://search.google.com/search-console/mobile-friendly
https://www.google.com/business/
mailto:melissa@beyondindigo.com?subject=
http://www.beyondindigopets.com/blog
http://www.facebook.com/beyondindigopets
http://www.youtube.com/beyondindigopets
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• Pinterest at Pinterest.com/BeyondIndigoPet 

• Twitter at @BeyondPets 

 

 

 

 

http://www.pinterest.com/beyondindigopet


 

 

Google Mobile-First Index Is Coming 
 

Have you noticed that everyone uses mobile phones for everything these days? So has Google. 
In fact, more searches are conducted on a mobile device than a standalone laptop or desktop 
unit. For Google to stay viable as the premier search engine, it needs to meet the demands of 
its users to provide quality searches on mobile devices. Google knows we have zippo attention 
span to wait for search results. In fact, we expect to use our mobile device everywhere from in 
the elevator, on a cruise, in an airplane, to the top of a ski hill. Everywhere. Google needs to 
deliver a result in less than the blink of an eye, in a format we can use, or we will leave and 
search on another platform.  
 
Employees at Google are wicked smart. They noticed this trend back in 2010 and started to 
tackle the issue of converting their entire system to be mobile-first, back when most users were 
just thinking it was super cool to use an app. Starting in October 2014, Google started gently 
nudging website owners to think about making their websites mobile-friendly. Google added a 
report to its webmaster tool area on mobile usability. The report’s purpose was to illustrate 
which aspects of a website were not mobile-friendly and needed to be fixed.  
 
The reason for this report became clear the next month, in November 2014. Google quietly 
added mobile-friendly snippets to its search results. At the beginning of the search result, these 
snippets were labeled “Mobile-Friendly.” This allowed people on mobile devices to know that if 
they clicked on those search results, they would be able to utilize them on their phone. (Note: 
This snippet was retired earlier this year.) 
 

OMG, IT’S MOBILEGEDDON  
 

To marketing companies, it felt like Godzilla was lose in the city with the news that by April 21st, 
2015, all websites needed to be mobile-friendly, and ideally, responsive. Google never an-
nounces a date about an upcoming change to its algorithm. With this announcement, website 
development companies listened. However, April 21st came and went and the world of search 
on Google really did not change that much. Sure, a new mobile update was launched, but 
Google’s search results and listings barely shifted. Google wasn’t done with website owners yet.  
 
Google introduced Micro-Moments 
(https://www.thinkwithgoogle.com/collections/micromoments.html) in September 2015, 
after noticing that people were finding answers on mobile devices when they needed them. 
“Where do I get pizza?” or; “Who has Converse tennis shoes nearby?” or; “Where is the closet 
veterinarian?” To win in search on Google, a business needed to win the moment. And to win 
that moment, a website needed to be mobile-focused. These types of searches have increased 
so much in the last 18 months that Google has introduced a new type of website coding called 
AMP, or Accelerated Mobile Pages. This type of coding speeds up the load time of a website, 
giving viewers the results they want in the time they expect.  
 

The World of Search Divided 
 

In November 2016, Google began to beta test its mobile-first search engine. What this means is 
that a website is ranked in Google based on its mobile content and structure first, versus its 
desktop structure. This ranking would apply to searches done on both mobile and desktop plat-
forms. This means if a hospital’s website meets all of the Google requirements for mobile, it will 

https://www.thinkwithgoogle.com/collections/micromoments.html


 

 

receive a boost in rankings. Conversely, if a hospital’s website does not meet these mobile 
rules, it will impact its ranking on a desktop search.  
 

How to Prepare for This Change in Search 
 

1. First off, take Google’s mobile-friendly test to see if your website adheres to Google’s rules: 
https://search.google.com/search-console/mobile-friendly. If a practice’s website does not 
pass, Google will give suggestions on what needs to be corrected to be in compliance.  

 
2. Responsive website design, the standard since 2012, is a must. This means every page on 

the site is mobile-ready. Remember, only up to 30% of people ever see the front page of a 
website. Can pet owners see the other 70% of a website on a mobile device? 

 
3. Work with a marketing provider that is keeping an eye on the new AMP coding that is 

emerging. The next version of websites need to keep up with the ever-changing demands of 
Google.  

 
4. Make sure to review search engine optimization rankings monthly for the hospital’s website. 

Google changes and does not notify the marketplace of these changes. Ensuring that you 
stay current in rankings requires monthly modifications to the website. Google has over 
10,000 factors that determine placement.  

 

https://search.google.com/search-console/mobile-friendly


 

 

Google Reduced Organic Local Visibility by 33%— 
Could Be a Plus or a Minus 

 
Google announced a recent change to local search and it will have a big impact on local 
businesses. Currently, when conducting a local search in Google, such as “Maple Grove 
veterinarians,” a box pops up in the middle of the page that gives three search results—in our 
example: Heritage Animal Hospital, Animal Wellness Center, and Paws & Claws. If more 
options are needed, the searcher can click on “more places” below the three options. This 

search result is called the Google “3-pack.” Remember, just a year ago in 2015, Google 
changed the number of results from seven, or the “7-pack,” to the “3-pack.”  
 
The New Change 
 



 

 

Google has changed the “3-pack” AGAIN. Now, the first slot listed is an ad space. Meaning that, 
in our example, where Heritage Animal Hospital is now will be an ad. Heritage would then be 
pushed down to the number #2 position, Animal Wellness Center to the #3 position, and Paws & 
Claws pushed off to the “more places” page. Paws & Claws loses its first page visibility.  
 
The good news is that if a practice has had problems gaining a first page position, it can now 
pay for the privilege. Because Google is just opening this territory it should be relatively 
inexpensive until competition heats up for that space. The bad news, of course, is that to have 
that option, a business needs to PAY for it.  
 
Google has just announced this change. It is yet to be seen in the “wild” and live; however, it will 
happen soon. Here are a few items to do to prepare for this new feature.  
 
1. Focus on reviews: First, positioning the hospital as strong as possible for organic search is 

smart business. One of the factors Google references when deciding which business is 
seen organically is the reviews. It isn’t necessarily the star quality of the reviews, but the 
volume. Google wants to be as accurate as possible to provide a superior customer 
experience. If a person experiences in person the same quality of service as represented by 
Google, then that person will most likely use Google again. For a practice that means as 
many reviews as possible that can be posted on Google is smart. Remember, people do not 
trust all 5 star reviews. People think the reviews are “baked” or “faked.” Ideally, a business 
should have a star count between 4 and 5.  

 
2. Follow Google’s mobile website rules: Google knows most searchers use a mobile 

device to find the answers they are seeking. Because Google wants people to use Google 
for all things search, it now requires websites to be mobile friendly. PLUS, Google is gently 
prodding website providers and owners to have a FAST and MOBILE website for ALL 
website pages. Speed is now becoming a factor. Google has become intense about this 
fact. By the spring of next year, it looks like Google will use page speed as a ranking factor. 
If a website is not mobile friendly on all pages and is quick, it will impact speed results like 
being found in Google 3-pack.  

 
3. Time to pay to play: Google has now made conducting an AdWords campaign, as well as 

organic, local, and mobile search, essential. Diving into AdWords can be daunting because 
it has become complicated. To help successfully navigate AdWords with a reasonable 
budget (think $200/month) requires the help of a certified, trained Google AdWords Partner. 
A Partner is a marketing agency that has been trained by Google and is monitored on a 
daily basis for AdWords success. Some Agencies, like Beyond Indigo Pets, receive the 
additional bonus of working directly with a Google employee. If a business wants to try 
Google AdWords, make sure to be trained in the processes of Google AdWords, or factor in 
extra dollars per ad for errors. 

 
Google can keep a hospital’s doors swinging. It just has to be done right, with the optimal 
balance of AdWords, organic, local, and mobile search. 


