
The End of Keywords? 
Understanding Entity SEO 
For two decades, SEO was all about strings of text—keywords. You 
identified a phrase like "best pizza Philadelphia," put it on your page 
five times, and hoped to rank. Today, Google has evolved. It no longer 
just matches strings of text; it understands "Things, not Strings." This 
is the era of the Knowledge Graph and Entity-Based SEO. Google 
understands that "Philadelphia" is a location, "Pizza" is a food, and 
your business is a specific "Entity" that relates to both. 

To dominate Local SEO in Philadelphia in this new landscape, you 
need to shift your strategy from keyword stuffing to entity building. 
You need to teach Google who you are, what you do, and how you 
connect to other trusted entities in the city. 

Defining Your Entity in the Knowledge Graph 

Your goal is to become a recognized entity in Google’s brain. The 
primary way to do this is through Schema markup (Structured Data) 
and consistent citations. When you mark up your site with 
LocalBusiness schema, you are explicitly defining your entity's 
properties: your name, logo, founder, location, and price range. 

You are giving Google a digital ID card. But you also need to define 
your relationships. Linking to other known entities—like the Chamber 
of Commerce, local landmarks you are near, or awards you have 
won—helps Google map your place in the local ecosystem. If Google 
understands that your entity is "locatedIn" Philadelphia and 
"memberOf" the BBB, it builds confidence in your legitimacy. 

Topical Authority and Content Clusters 

Entities are defined by the topics they cover. To be the authority entity 
for "Plumbing in Philadelphia," you cannot just have one page about 
plumbing. You need to cover the entire concept. 

This means creating a content cluster that covers all related sub-
entities: "drain cleaning," "water heaters," "emergency repairs," "pipe 
bursting." By covering the topic comprehensively, you signal to Google 
that your entity has high "Topical Authority." Google ranks entities 
that demonstrate deep expertise, not just those that mention a 
keyword the most times. 

Using "SameAs" Schema 

https://phillyseopro.com/local-seo-services/


A powerful but underused schema property is sameAs. This tag tells 
Google that your website entity is the same entity as your Wikipedia 
page, your Wikidata entry, your Crunchbase profile, or your social 
media profiles. 

This connects the dots. It tells Google, "That profile on LinkedIn with 
500 connections? That's us. That article in the Philadelphia Inquirer? 
That's about us." It consolidates your authority from across the web 
into a single, powerful entity profile. This is crucial for 
disambiguation—ensuring Google knows the difference between 
"Joe's Pizza" in Philly and "Joe's Pizza" in New York. 

The Role of Brand Search 

The ultimate signal of a strong entity is when people search for it by 
name. If thousands of people search for "Philly SEO Pro" specifically, 
Google knows this is a high-value entity. 

Brand building activities—billboards, radio ads, community 
sponsorships—drive these branded searches. Therefore, offline 
marketing actually supports your entity SEO. It creates the "buzz" that 
confirms your entity's importance. SEO is no longer just about 
tricking an algorithm; it is about building a real brand that the 
algorithm recognises as important. 

Conclusion 

Entity SEO is the future of search. It requires a holistic approach that 
combines technical schema, comprehensive content, and real-world 
brand building. By defining your entity clearly and connecting it to the 
fabric of Philadelphia, you build a ranking foundation that algorithm 
updates cannot shake. 

Call to Action Is Google confused about who you are? Let’s define 
your entity and build undeniable authority in the Knowledge Graph. 

Visit: https://phillyseopro.com/ 
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