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“Ok Google…What’s new with you?” 
 
Introduction 
Google morning. Over the course of the next hour I’m going to be saying the word 

‘Google’, quite a lot. This could be a problem as ‘Ok Google’, or Hey Google, is now 

the instruction to the Google Assistant to listen for a voice search on your mobile 

device. If you have an android phone then you might find that it starts going a little 

crazy over the next hour, so just be warned. 

 
Some of you might have expected me to be a slightly portlier gentleman, with a cheeky 

sense of humour. As you will have noticed, I am not Rob Edlin. Rob has given the talk 

on Google at Newquay Business Week for a number of years. This year Rob 

suggested that I fill his shoes. I’ll try my best, although I know that those are quite 

substantial shoes to fill (metaphorically speaking, of course. I’m not accusing him of 

having unnaturally large feet - or anything like that). 

 
 
Why does Google continue to be important? Well, Google processes 79% of all the 

searches on search engines, and now handles 2 trillion searches a year. So Google 

continues to be centrally important to business, and to business growth online. 

 
Over the next hour we’re going to cover some of the most important developments in 

SEO (search engine optimisation); Google Analytics; and Google Adwords in the last 

twelve months - and with an eye to what’s coming next. There are lots of amazing 

products that Google have released this year, such as Google Data Studio and Google 

Optimise, but which I’m not going to have time to talk about. 

 
Before we get stuck in there are certain themes that we’re going to see emerging as 

we look at what’s happened in SEO, Analytics, and Adwords. These are: 

 

• Technologies developing around the changing ways that people are searching 

• Google’s ‘Machine learning’ 

• A focus on understanding the audience     
 
As we will see, these are closely related themes that are informing what Google are 

doing across different products. 
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Search Engine Optimisation 
How do you get your website to rank well on Google in 2017-2018? Well, it’s no 

mystery. Back in July Google put together a 160 page PDF on the factors that inform 

their ranking algorithms. If you haven’t got time to read that, then the next best thing 

that you can do is think about Google’s mission: to give its users the information that 

they are looking for as quickly and efficiently as possible. This translates to SEO, in 

that if your website provides quality and reliable information as quickly and efficiently 

as possible, then you will rank above other sites that don’t do that as well at.  

 
Mobile First Index 
On the 4th of November last year Google announced that they were going to be 

moving to what they called a ‘mobile first index’. What does this mean? Traditionally 

Google has looked at the desktop version of a page on a website to decide where the 

site should show up in search results. In October last year however, for the first time 

ever, more internet pages were loaded on mobile devices than on desktop computers. 

Almost in response to this, Google announced that if more people are using the 

internet from mobile devices than from desktop computers then it should be the mobile 

version of a page, rather than the desktop version, that should be used to decide where 

the page shows up in search results. With this, Google announced that they would 

now be working towards a ‘mobile first’ index. 

 
What does this move mean for you and for your business? More businesses these 

days have a responsive website, as opposed to a separate mobile site. If you have a 

separate mobile version of your website there are a few actions to take: you need to 

make sure that the mobile version of your site is visible to Google, and is verified in 

Google Search Console, and that any information that you are giving Google on your 

desktop site (via structured data) is also available on your mobile site.  

 

If you don’t have a separate mobile version of your website, but just one website that 

displays on different devices, then you should make sure that your website is being 

responsive to displaying on different devices and loads as quickly as possible. 
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Test My Site 
 
The massive shift to mobile internet usage and the demand that web pages load fast 

on mobile devices (especially over 3G connections) is behind several other updates 

coming out of Google this last year. 

 
In June Google claim that for every additional second that a site takes to load on a 

mobile device conversion rates drop by 20%; and that the majority of sites will lose 

half of their mobile visitors before the page has even loaded. As mobile is growing and 

growing, site speed is becoming critically important. 

 
To help make sites faster on mobile devices Google launched an updated version of 
their ‘Test My Site Tool’. This tools simply analyses your site, and gives you 
suggestions on how to make it faster. Since June this tool has also: estimated how 
many visitors you might be losing due to a slow loading page; and benchmarked how 
fast your site loads relative to other businesses in your industry. 
 
If you haven’t done so already, I would recommend that you run the test my site tool 
on your website, take a look at the results, and if there are any recommendations then 
pass them to your web developer. 
 
AMP Testing Tool 
One way of making your site load fast, indeed as fast as it possibly can, is to have 

AMP pages on your website. AMP stands for the Accelerated Mobile Pages project, 

which is an initiative supported by Google to make the mobile web load faster. AMP 

uses lots of clever technology to make your web pages load instantaneously on mobile 

devices. 

 
You will probably recognise the little lightning bolt symbol from mobile search results, 

which indicates an AMP page. (These pages are so fast that they can actually be 

preloaded to your device in the background of the search results, so that when you 

click on a result the page immediately appears). 

 
If mobile traffic is really important to your business, and you haven’t done so already, 

then you should ask your developer about the viability of adding AMP pages to your 

website. In October last year Google released an AMP tasting tool, so if you have AMP 

pages on your site you can check that they’re working properly by running them 

through this tool. 

 
 



“Ok Google… What’s New With You?” 

4 
 

Quality Content 
You have probably heard the marketing phrase ‘content is king’ (David McGuire gave 

a talk on Tuesday at the Atlantic Hotel on content marketing). Providing unique and 

quality content on your site, to answer the needs of searchers, is probably the key way 

to grow traffic to your website. All businesses should have a content marketing plan in 

place to improve and grow traffic to the company website. Yet, how do you know what 

people searching for your products and services, or your audience, are interested in? 

 
Before we answer this question, it’s a good idea to take a step back and consider a 

larger issue. Two of the tools that we’ve looked at so far, the Test My Site tool and the 

AMP page testing tool, have been released by Google because of the changing way 

in which people are searching the internet - moving from desktop computers to mobile 

devices. 

 
Smart Speakers & Voice 
Yet the landscape of search is just beginning a much bigger shift. This shift is the move 

to voice search devices, such as the Amazon Eco and Eco Dot, Google Home and 

(released just last week) the Google Home Mini. In 2016 there were 6.5 million smart 

speaker devices sold. For 2017 that figure is estimated to be 24.5 million; and is 

estimated to grow to over 100 million devices by 2024. 

 
When you add into this that Siri is paying a more prominent role on Apple devices, and 

that Google is making the Google Assistant central to Android, you can understand 

how voice search is predicted to be responsible for 50% of internet searches by 2020. 

 
How are voice searches and smart speaker devices going to affect SEO? How are 

these going to change the way that customers find your business? How do we prepare 

for this change? 

 
My advice on this is don’t think about having a decent content marketing plan for your 

website, and preparing for voice search as two separate things that you have to do, 

but as one and the same job. To make your site rank well and to prepare for voice 

search you have to have a detailed understanding of your audience: the issues, 

problems and motivations that they have, and the questions that they’re asking. The 

better you can help solve customers’ problems, or answer their questions, then the 
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better visibility that you will have with your audience - be that through searching via a 

keyword or through voice search. 

 
So, how do you get the detailed understanding of your audience? We’re all familiar 

with doing Google searches. When you do a search, as you type, you get a list of 

suggestions or predictions as to what you might be searching for. This feature, known 

as auto-complete, has been part of Google searches since 2008. (Once we do a 

search, we also commonly get a list of closely related searches on the page). Why 

does Google make these suggestions? Well they’re not just random, it’s because 

people search for them. 

 
The data provided by auto complete and related searches is incredibly valuable to 

your business. If you could map all of those suggestions and related searches, you 

would have an incredibly powerful data set: not just giving you keywords, but key 

questions, key statements, key issues, key comparisons etc. Indeed, you’d be going 

beyond keywords to a detailed understanding of your customer audience: an insight 

into what motivates them to buy, or what can stop them converting into paying 

customers. 

 
How long is it going to take you to chart all of this information, and how much is it going 

to cost you? Well what if I told you that you can get quite a lot of it in about 60 seconds, 

and it’s absolutely free. The next tool that I’m going to show you is not a Google 

product, but it is my favourite marketing tool of 2017, and it can help you rank better 

on Google in 2018. 

 
Answer The Public is a market research tool (released in 2016) that monitors and 

records the statements and questions that are automatically suggested by Google, 

when someone starts searching. 

 
To use this tool you simply select the language setting, and type a word central to your 

business in the search box, and click ‘Get Questions’. You then get a report on the 

questions, statements, and comparisons typed into Google containing this word or 

phrase, as well as a list of keywords. 

 



“Ok Google… What’s New With You?” 

6 
 

For example, here a list of questions that people have asked about ‘Cornish Pasties’. 

So we have ‘how’ questions, ‘where’ questions, ‘who’ questions’ etc. What you are 

looking for here are patterns, or ways to help your audience with these questions or 

issues. As we can see, some people have questions about whether Cornish pasties 

can be cooked from frozen, or reheated, so perhaps we should have information about 

that on our website. 

 
You can see each of these parts of the report as either an image or as data, and you 

can download all of the data to a csv file.  

 
What you are getting is an incredibly powerful set of data, that you can use to improve 

your marketing strategy and campaigns, for free. To reiterate: the better that you can 

understand your audience, and answer their needs, the better you will rank on Google 

(and Answer The Public gives you a way of doing that). So I would encourage you to 

play with this tool, search for some different words around your business and see what 

results you get. And then think about how you can use those results to better give your 

customers the information that they need. 

 

Analytics 
On to Google Analytics, so what new in Google Analytics in the last twelve months? 
 
Analytics Home 
Well, back in April, Google rolled out a new look interface in Analytics. For those of 

you logging into Analytics regularly, you will have noticed that you now get taken to 

Analytics Home, which looks like a dashboard with a series of reports on it. Google’s 

done this to try and give users the most important information in a way that’s easy to 

understand as quickly as possible. On Analytics Home you can see information on 

popular days of the week, and times of day for your website, sources of traffic, devices, 

etc. When you used to login to Analytics the default time frame for data was 30 days, 

be aware that the default time frame is now just seven days (you can change still this 

by selecting the time frame that you want to see data for). 

 
Automated Insights 
Google have added what they are calling ‘Automated Insights’ to Analytics Home. This 

feature used to be known as ‘Intelligence Alerts’, it’s always been one that I’ve found 

very useful, and was actually gutted when they temporarily got rid of it. Well now 
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‘Intelligence Alerts’ are back as ‘Automated Insights’, and they can be found in the top 

righthand corner of the Analytics Home screen, ‘here’. So Google have brought this 

feature back, moved it, and expanded it. This feature is all part of Google’s drive to 

use their machine learning, or artificial intelligence, to make things easier for us. 

What automated insights does is combs the data in your account and uses statistical 

analyses to find either problems or opportunities, and report them back very quickly. 

This saves you the time of doing data mining and analysis yourself, by doing it for you. 

 
So when you click on the ‘Intelligence’ button you will see a list of issues or 

opportunities, and a link to each of the reports with information about them. You can 

then click on these for more information, visit the report, and save them for future 

reference. You can also type any questions that you might want to answer straight into 

the search box and Analytics will try and answer it for you. So, for example, you can 

ask: How many new users did we have from organic search on mobile last week?, and 

Analytics will give you the answer and link to the right report. In the Analytics mobile 

app Automated Insights even supports voice search, so you don’t even to type the 

questions in but just ask. 

 
If you haven’t used Analytics Home or Automated Insights yet then have a play with 

them and see what the data is telling you. 

 
Users Everywhere 
One of the frustrating things about Analytics has been that many of the reports give 

you information about ‘Sessions’ as opposed to actual visitors or ‘Users’ (a session, 

by default, being defined as 45 minutes of internet activity). To see data about actual 

‘Users’ you’ve had to modify these reports yourself. 

 
We now have what Google are calling ‘Users Everywhere’, which basically sets the 

‘Users’ metric default for many different reports, and so easier to interpret. 

 
To enable this feature you simply need to go to the Admin tab and, in ‘Property 

Settings’, click ‘Enable User Metric In Reporting’. So if you want to see data about 

Users as opposed to Sessions where possible, make sure you change that setting. 

 
Account Transparency 
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Another frustrating feature of Analytics to date has been not being able to see who 

else has access to an account, and what level of permissions they have. This has 

been a problem because if you’ve needed to increase your permissions (to link 

Adwords to the account, or to set up new filters or conversions) then you might not 

have know who to go to to get help. This has also been a headache for Google - as 

they are continually receiving queries as to who is control of an account. 

 
Google have just starting informing Analytics users that, to solve this problem, all users 

and permission levels will be visible to everyone in an account (so you will be able to 

see the name and email address of everyone with access). This is just a small, but 

quite useful change, that could save hours of time in the future. 

 
Other 
Just quickly, a few other things with Analytics that you should be aware of: there is a 

new tracking code coming to Analytics called the Global Site Tag (gtag.js). I don’t 

recommend that you upgrade just yet as there are no advantages, and the new code 

is not yet supported by Google Tag Manager. There are also a couple of very cool 

reports in Beta testing: the Session Quality report (which ranks sessions on a scale of 

1-100 depending upon their proximity to conversion) and the Lifetime Value report 

which helps you track the lifetime value of customers (so if you are in ecommerce and 

getting over 1000 transactions a month then you should have access to that one). 

 

Adwords 
There are lots of developments in Adwords this year, too many to cover in detail, but 

we’ll try and look at some of the most important ones. 

New interface 
In March Google announced that they’d been working on rebuilding the Adword’s 

interface from the ground up. Adwords has been around for 15 years, and when it 

started Google cannot have known what it would become today. So they sat down and 

asked themselves, ‘if we were launching AdWords today, what would it look like?’ The 

result is a redesign which is slowly being released in Beta testing now, and should be 

available to everyone by the end of the year. 

 

The aim of this new interface is to: give easier access to data, provide users with 

simple and powerful tools to edit and manage accounts; and so, to speed up workflow 
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in Adwords. To be fair, I think that once we get used to this design it will make it easier 

to find the information that you’re looking for. It’s just the colour scheme that I have 

issues with – there’s something about it that just jars with me and I find it more difficult 

to concentrate when looking at the screen. 

 
Do you have to use this version of Adword now? Well, while some new features are 

being exclusively released to this version, it does not yet have all of the functionality 

of Adwords as we currently know it (it is still in Beta testing). I would recommend that 

you continue to use the standard Adwords experience at this time. If you work a lot in 

Adwords then I would recommend having a look in the new interface and getting 

familiar with it, as eventually Google will make this the default interface, but at the 

moment stick with managing accounts in the standard version. 

 
Expanded Text Ads 
Slightly old news now, but still worth mentioning. Back in early 2016 Google 

announced a new platform for search adverts: basically the move to make search 

adverts 50% bigger by ‘expanding’ them. 

 
We moved from standard text ads; which had a headline of 25 characters, and two 

description lines of 35 characters each, to expanded text ads, which have two 

headlines of 30 characters each and a single description line of 80 characters.  

 
The deadline to upgrade to the expanded text ads platform was the 31st of January 

this year – which just meant that if you haven’t upgraded, your account will still 

continue to work, but you can no longer make any changes to the standard, or older 

versions, of adverts. 

 
If you haven’t upgraded yet then you will be missing out, as the expanded adverts 

have 10-15% better click-through-rates than standard ads. If all of your competitors 

are using expanded ads, and you’ve yet to upgrade, the quality scores in your account 

will be affected and so you will be paying much more than you need to for your 

Advertising (and so it’s worth upgrading). The easiest way to upgrade is through the 

Adwords editor programme. If you haven’t upgraded yet, get in touch and I can give 

you some advice on how to do that. 

 
Daily Budget 
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The way to set AdWords budgets has been to say: what do you want to spend a month, 

and then from that work out a daily budget. Until last week Google would allow your 

account to spend 20% more of your daily budget on any given day (to account for 

increase in demand), with the idea being that this would even out over the course of 

the month, so that you wouldn’t spend more than your monthly budget (and, if you did, 

you would receive a credit back). 

 
As of last week, on the 4th of October, Google announced that this rule was changing 

with immediate effect: so that accounts could now spend up to an additional 100% of 

daily budget on any given day. So if your daily budget is £50, your account might spend 

up to £100 on any given day. The reason Google has given for this change is that it 

helps advertisers reach their goals, and allows for their advertising to be flexible to 

demand. Google claim, again, that this budget change should even out over the course 

of a month, so that you do not exceed your monthly budget (and, again, if you do then 

they will credit you). 

 
My advice would be to have a look in your account and check the daily cost and keep 

an eye on it (especially on campaigns that are already operating at the limit of their 

budgets).  

 
Keyword Matching 
In March Google announced that there were changing the way in which Adwords uses 

exact match keywords, “expanding close variant matching to include additional 

rewording and reordering for exact match keywords”. Basically, Google will now allow 

your exact match keywords to trigger adverts in situations where the ordering of the 

words, or the addition of other words, doesn’t change the meaning of what’s being 

searched for. 

 
So, say you’re bidding on the exact keyword ‘Hotel Newquay’, Google would say that 

‘Newquay Hotel’, ‘Hotel in Newquay’ and ‘Hotel for Newquay’ all mean the same; and 

so, each of these queries might now trigger your exact match keywords. Google would 

argue that this makes Adwords more user friendly as people don’t have to think of all 

the keyword variations themselves, and so this helps expand their campaigns to where 

they might be missing out.   
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This change is part of the influence of Google’s machine learning, as they think that 

they can use artificial intelligence to judge the meaning of what people are searching 

for, and when it’s relevant to show an advert. It’s also part of Google’s move towards 

better understanding audiences. Advice on this change: continue to monitor your 

search query reports. If you see any variations of your exact match keywords showing 

up that are irrelevant, then you can add them as negative exact match keywords, to 

stop your adverts showing up for them. 

 
Quality Score Reporting 
In May Google gave us new reporting on quality score in Adwords. As many of you 

will know, Adwords is not just a bidding system, but what you pay depends upon the 

quality of your account. If you have a poorly build and run account it will cost you a lot 

more to run than one that is very well put together and managed. 

 
The components of quality score are: advert relevance (so, how well your ads are 

written and how relevant they are to your keywords), landing page experience (so, 

how well your website works and if you’re sending people to the right page); and 

expected click through rate (so, are people likely to click on your advert). In May 

Google let us see these elements of quality score in reports and also gave us new 

metrics: historical quality score, historical advert relevance, historical landing page 

experience, and historical expected click-through-rate. 

 
What this means is that, at the keyword level, you can chart the quality of your 

campaigns over time. So, if you make some changes designed to improve your 

account (such as making your adverts better, or improving your website), then you can 

see how those changes have affected the quality of your Adwords account over time. 

 
Similar Audiences for Search 
Earlier this year Google rolled out similar audiences for search. For several years 

we’ve had similar audiences for display advertising, but now we can use them in 

search advertising as well. 

 
Basically, if you build an audience in Analytics (so, say, high value visitors to your site 

– such as people that convert into leads or sale), then Google will automatically find 

people that share characteristics with that audience and let you market to them. (On 
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Facebook’s advertising platform these are called ‘Lookalike Audiences’, if you’re 

familiar with them.) 

 
Once again, this is Google both deploying machine learning technology and shifting 

to a focus on understanding customer audiences. Similar audiences are a great way 

of targeting people that are likely to be interested in your products or services, even 

though they might not have come across your brand. If you’re looking for new ways to 

target your search ads, then have a read up about similar audiences for search. 

 
 
Finally 
One final thing, we talked about the accelerated mobile pages project earlier, which 

allows mobile pages to load really fast over 3G connections. Well Adwords supports 

AMP pages now for both search and display advertising. So if mobile adverting is 

important for your business then you can use AMP pages as the mobile landing pages 

for your adverts. 

 
Summation 
I know that was a lot of information to take in. If you have any questions then do get in 

touch with me. Similarly, if you would like a copy of this talk, or the slides, then just 

email me and I’ll send them over. We also have information sheets on digital marketing 

tools and resources that we give out, so if you think they might be useful to you then 

get in touch. Thank you. 
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