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Google Algorithm ChangeGoogle Algorithm Change
Google Toolbar ‐ December 2000

h f lb k‐ Birth of Toolbar Pagerank

“They move the toilet mid stream.”

404 P ki hi h‐ 404 Pages are ranking high.
‐ Pagerank dies an early death
‐ September 2002
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September 2002



2003

Boston Update – Feb 2003
‐ the so‐called “Google Dance”

Cassandra | Esmeralda | Florida  [April‐Nov 2003]
‐ Google cracked down on some basic link‐quality 
issuesissues.
‐Massive linking from co‐owned  domains
‐ Hidden text and hidden links
The "Google Dance" was replaced with "Everflux“‐ The  Google Dance  was replaced with  Everflux

‐ This was the update that put updates (and probably 
the SEO industry) on the map.
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2004

Austin ‐ January 2004
‐ Crack‐down on deceptive on‐page tactics, including invisible text and 
META‐tag stuffing.g g

Brandy ‐ February 2004
‐ Latent Semantic Indexing (LSI)‐ Latent Semantic Indexing (LSI)
‐ Increased attention to anchor text
‐ Concept of link "neighborhoods.“
LSI expanded Google's ability to understand synonym
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‐ LSI expanded Google s ability to understand synonym 
‐ Took keyword analysis to the next level.



2005

Nofollow ‐ January 2005
Significant impact on the link graph‐ Significant impact on the link graph.

Allegra ‐ February 2005
‐ Increased attention to anchor text‐ Increased attention to anchor text
‐ Concept of link "neighborhoods.“

Bourbon ‐May 2005Bourbon  May 2005
‐ (www vs. non‐www) URLs

XML Sitemaps ‐ June 2005
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XML Sitemaps  June 2005
‐XML sitemaps via Webmaster Tools.



2005

Personalized Search ‐ June 2005
‐ Search histories to automatically adjust y j
results.

Google Local/Maps ‐ October 2005Google Local/Maps ‐ October 2005
‐Changes in local SEO.

O b 200Jagger ‐ October 2005
‐low‐quality links, link farms, and paid 
links.

Big Daddy ‐ December 2005
‐ Google handled URL
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Google handled URL 
canonicalization, redirects



2007‐2008

Universal Search ‐May 2007
‐ News, Video, Images, Local, and other verticals

Google Suggest ‐ August 2008
‐ Displays suggested searches in a dropdown below the search box as 
visitors typed their queriesvisitors typed their queries.
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2009

Vince ‐ February 2009
‐ Favors big brands.

Caffeine (Preview) ‐ August 2009

Real‐time Search ‐ Dec 2009

‐ Real‐time search for Twitter 
feeds, Google News & newly g y
indexed
‐ Sources continued to expand over 
time, including social media. , g

SEARCH + SOCIAL MEDIA 
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2010

Google Instant ‐ September 2010

‐Displaying search results as a queryDisplaying search results as a query 
was being typed

‐ Instant Previews
‐ This signaled a renewed focus for 
Google on landing page 
quality, design, and usability.

Social Signals ‐ December 2010

‐ Google and Bing confirmed that they 
use social signals in determining 
ranking, including data from Twitter and 
F b k
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Facebook.
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2011

Overstock.com Penalty ‐ Jan 2011

Panda/Farmer February 23 2011Panda/Farmer ‐ February 23, 2011

‐Crack down on thin content, content 
farms sites with high ad‐to‐contentfarms, sites with high ad‐to‐content 
ratios, and a number of other quality issues. 

The +1 Button ‐March 30 2011The +1 Button  March 30, 2011

‐Google launched the +1 button (directly 
next to results links)next to results links)
‐Clicking [+1] allowed users to influence 
search results within their social circle
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Fixed duplicate contentsp

Kicked by Panda
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2011

Panda 2.0 ‐ April 11

S h J 2Schema.org ‐ June 2

Google+ ‐ June 28
P d G Gl b l (2 4) A 2011Panda Goes Global (2.4) – Aug 2011

Expanded Sitelinks ‐ Aug 16

Pagination ‐ Sept 15

Query Encryption ‐ October 18

F h U d N 3
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Freshness Update ‐ Nov 3



Popular in Brazil but slow growth!

Mobile location service.

Micro blogging serviceFi G l Q&A i G l Q i
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Micro‐blogging service.First Google Q&A site, Google Questions 
and Answers lasted 24 hours



Google+ Jumps to 8th  1269% SpikeGoogle+ Jumps to 8th, 1269% Spike

Top Social Networking Sites and Forums
U.S. market share of visits, Week ending September 24, 2011
Source: Experian Hitwise
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Google+ Grabs 15 Million VisitorsGoogle+ Grabs 15 Million Visitors

Top Social Networking sites and Forums
Total visits, millions Week ending September 24, 2011
Source: Experian HitwiseSource: Experian Hitwise

Facebook

YouTube

33.08

28.01

YouTube

Twitter

Yahoo! Answers

19.66

17.80

16.33

Tagged

Linkedin

MySpace

Google+ statistics update 
Nov 2011: traffic up 25%

14.98

10.58

10.34

Google+

myYearbook

iVillage

Nov 2011: traffic up 25% 
than last month with 6.8 
million total US visits in a
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million total US visits in a 
week!



WTF?

Google is trying hard to have aGoogle is trying hard to have a 
hand on social media!
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“Social Media is changing the 
BALL G SEARCH ”BALL Game on SEARCH.”
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Searchers want Fresh Contents.

They want access to y
experts or authorities’ 

say on recent y
events/news. 

They want to know their  
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They want to know their
friends’ opinions.



Social media has changed the expectations 
of searchersof searchers. 

ll l kBill Slawski

Search engines have no recourse 
but to respond.
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but to respond.



Social SearchSocial Search

Bing + Twitter
Google Social 

S h

Bing + Twitter 
Integration    

Search

Yahoo + Delicious         



Search Results are now socially 
t f dtransformed. 

Search.Rank.Convert.



Intimacy and trustIntimacy and trust
Social sites such as Twitter and Flickr (Need to 
connect these to your Google Account)connect these to your Google Account) 
Showing +1 activity and Google Plus Sharing
Based on relevance and perhaps a User RankBased on relevance, and perhaps a User Rank

Number of contacts = number of people whoNumber of contacts = number of people who 
may see you in social search results
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Authorship Markup
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Google Social SearchGoogle Social Search

Friend Feed
Google ReaderGoogle Reader
Gmail contacts!!
YouTubeYouTube
Sites listed on Google Profile
TwitterTwitter
Facebook Comments (being indexed)
Google Plus

Search.Rank.Convert.

Google Plus



Bing Social SearchBing Social Search

Twitter Feeds
b kFacebook Comments
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Impact on Keyword ResearchImpact on Keyword Research

Keyword Research [not so old process]y p
Google Insights & Adwords [monthly data]
Google Trends [3 days delayed]g y y
SEO Tools (Spyfu, Wordtracker, Google KWT)

Delayed LAG
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Delayed. LAG.



Delayed.

R l tiReal time.
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Impact on Keyword ResearchImpact on Keyword Research

Strong correlation between Search & Social 
Media Mentions
Use Real Time Keyword Methodology

Gofish | Social Mentions | Klout | Topsy | Twitter
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Gofish | Social Mentions | Klout | Topsy | Twitter



spike

spike
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Look! Google Plus.g
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Klout score
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Klout score Search volume



Low Hanging Fruit

Use SEO & Social Tools to get ahead of the 
search demand
Mash the long list of keywords you generated
Target 2‐5 long tail keywords  trending and 
getting search volume.
Catch the fruit while it is still hot!
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Remember the 5th of NOVEMBERRemember the 5 of NOVEMBER

Actually, the 3rd of 
November

FRESHNESS UPDATE
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Real‐Time Google AnalyticsReal Time Google Analytics
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SEARCH + SOCIAL
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= INBOUND MARKETING
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Key Takeaways

H f SEO Al ith hi t

Key Takeaways

Have a sense of SEO Algorithm history
Improve your SEO Toolbox, add SOCIAL Tools
U d t SEO t id SOCIAL &Update your SEO process to consider SOCIAL & 

REAL‐TIME SEARCH
G l Pl i GOLD MINEGoogle Plus is a GOLD MINE
Remember Microformats
A th hi M kAuthorship Markup
Teach Clients to use social networks
INBOUND MARKETING
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INBOUND MARKETING



THANK YOU!THANK YOU!

Gary Viray
Founder, Search Opt Media Inc.

@garyshack@garyshack
gary@searchoptmedia.com
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Sources: SEOMOZ | SEOBYTHESEA.COM


