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What is the Future of SEO?

9ǾŜǊȅ ƴƻǿ ŀƴŘ ǘƘŜƴΣ ǎƻƳŜ ŀǎǇƛǊƛƴƎ ƳŀǊƪŜǘŜǊ ƻǳǘ ǘƘŜǊŜΣ ǘǊȅƛƴƎ ǘƻ ǎƻǳƴŘ ǿƛǘǘȅ ŀƴŘ ŎƻƴǘǊƻǾŜǊǎƛŀƭΣ ǇǊƻŎƭŀƛƳǎ ά{9h ƛǎ 
ŘŜŀŘΗέ ²Ƙŀǘ ǘȅǇƛŎŀƭƭȅ Ŧƻƭƭƻǿǎ ƛǎ ŀ Ǌƻōǳǎǘ ŘŜōŀǘŜ ŀǎ ǘƻ ǿƘŜǘƘŜǊ {9h ǎǘƛƭƭ ŜȄƛǎǘǎ ŀǎ ŀ ǎǘŀƴŘ-alone practice, or whether 
ƛǘǎ ƳƻǊǇƘŜŘ ƻǾŜǊ ǘƘŜ ȅŜŀǊǎ ƛƴǘƻ ǎƻƳŜǘƘƛƴƎ ǎƻ ŘƛŦŦŜǊŜƴǘ όƭƛƪŜ άŎƻƴǘŜƴǘ ƳŀǊƪŜǘƛƴƎέύ ǘƘŀǘ ǘƘŜ ƻƭŘ ά{9hέ ǘŜǊƳ Ƨǳǎǘ ƛǎƴΩǘ 
relevant anymore.

{ƻ ǿƘŀǘΩǎ ǘƘŜ ǘǊǳǘƘΚ Lǎ {9h ǊŜŀƭƭȅ ŘŜŀŘΚ 

¢Ƙƛǎ ǊŜǇƻǊǘ ŀƛƳǎ ǘƻ ǎƘŜŘ ǎƻƳŜ ƭƛƎƘǘ ƻƴ ǘƘŜ ƛǎǎǳŜ ōȅ ŀǎƪƛƴƎ млл ƻŦ ǘƻŘŀȅΩǎ ŜȄǇŜǊǘǎ ƛƴ ǘƘŜ {9h ŦƛŜƭŘ ǘƻ ǎƘŀǊŜ ǘƘŜƛǊ 
insights. How do they see the convergence of SEO and Content Marketing? Where do they see SEO going from 
here? 

Topics covered in this report:

The shift towards focusing on creating quality content

What to expect from Google as they continue to change and improve their algorithms

How the new focus on the User Experience will have a tremendous impact on the content you create

The impact that Social, Mobile and Local will have on marketers

The overall evolution of SEO and what you need to learn to stay relevant in this new age



QUALITY CONTENT

In the past, marketers focused on churning out content 
ςa lot of content. 

This is not always a good thing, particularly as search 
engines started to change their algorithms.

According to our experts, one of the biggest changes 
coming in SEO will be that while the importance of 
content has not waned, the focus will shift to quality.

Want to succeed in SEO with your content? The key 
will be quality ςnot quantity.

In a study conducted by E-Marketer, 57% of 
respondents say that quality content was the 
most effective means of ranking well in search 
results.

Quality is King

According to DemandGen Report, 68% of 
B2B buyers strongly agree that B2B vendors 
should curb the sales messages to improve 
the quality of their content.

Marketing Sherpa reports that 50% of 
marketers state that content creation 
is the most effective SEO tactic, while 
92% of all marketers agree it is at 
least somewhat effective

Sources: E-Marketer| DemandGen Report| Marketing Sherpa

http://www.emarketer.com/Article/Quality-Content-Critical-SEO/1010793
http://www.demandgenreport.com/industry-topics/content-strategies/2746-b2b-content-preferences-survey-buyers-want-short-visual-mobile-optimized-content.html#.VOZ3NvnF9hy
http://sherpablog.marketingsherpa.com/search-marketing/seo-tactics-chart-creating-content-most-effective-how-to-start/


Fred Caloggero

Two Octobers

Sr Search Marketing Manager

Holly Rollins

10-x Group

CEO

As the focus on content marketing grows, so will the importance of truly 
understanding user intent. Focus has shifted from pure keyword strategies to semantically 
comprehensive wording and holistic content. Marketers will put this into practice by moving 
away from optimizing specific keywords and towards optimizing intent: creating pages with 
tailored messaging and a variety of media to address user intent and mindset during each 
stage of the sales funnel. This will allow marketers to analyze intent-specific data to gauge the 
effectiveness and influence of their digital efforts during each step of the user's journey.

More companies will realize that the most effective SEO 
practices will focus on quality content and less on keeping up with 
changing algorithms. 

The most successful companies will prioritize SEO and understand its key 
role in lead generation, building awareness and overall reputation 
management.

ò

ó

ò

ó
@hrollins

http://www.twooctobers.com/
http://www.10-xgroup.com/


Ian Truscott

Tahzoo

SVP, Content Strategy

@iantruscott

As a content marketing strategist I have to believe that the future of attracting and 
engaging an audience (the thing that we as marketers do SEO for) is in quality, relevant content. 
We've used SEO as a way to try and cut through the noise and get noticed, but with Google fine 
tuning it's engine's ability to sniff out quality content, how we are able to use data to create 
relevant content, to target it and the options marketers have for engagement outside the search 
engine (like social), maybe the future of SEO is the end of SEO. It's just great content optimized, 
not for the search engine, but for the audience.

ò

ó

Kyle McKay

Zoudy

SEO & SEM Specialist

@mckayinator

Consistently delivering value to your audience and promoting it 
through the best channels will be the key to success in the future of SEO. 
Search engines are becoming more agile in detecting shady SEO tactics, 
and people can see right through cheap content. Good SEO takes time and 
a lot of effort, but those that stick to delivering value and finding new 
ways to engage users will come out on top.

ò

ó

http://tahzoo.com/
http://www.zoudy.com/


Joseph K. Hall, Jr.

EnVeritas Group

VP Content Marketing

Brandon Millard

Ayima

Director of Search Strategy

I believe we will continue to see search engines become more and more linguistically 
sophisticated. I am not referring to artificial intelligence, but to a more complex and accurate 
iteration of semantic search. The impact on SEO? SEO, as we are already seeing, is evolving, 
and what we're going to find is that accuracy, quality and timeliness of content are going to 
going to become entrenched as the new "signals," as they always should have been.

SEO will focus on only providing search engines access to 
carefully crafted, best-in-class content. Short cuts to the top of the SERPs 
will become few and far between. 

Understanding the needs and intent of the visitors landing on your content 
will become paramount.

ò

ó

ò

ó
@brandonmillard

http://www.enveritasgroup.com/
http://www.ayima.com/


Mike Cook

RevLocal Inc.

CMO

@mcookrevlocal

I believe good content will continue to be rewarded by Google and Bing, with 
engagement and sharing of that content playing an even more important role in a successful SEO 
strategy. If you want first page search results for your company, product or services, you'll need 
to write content that others will find valuable and more importantly shareable. 

ò
ó

Daniel Taibleson

iAcquire

Content Strategist

@dantaibleson

Content marketing = "Classy SEO." Big Brands will adopt and 
spend more on Content Marketing strategies now than ever before. 

Google's made it abundantly clear, the only way to rank #1 is to be the 
most relevant. 

Whoever's telling the best stories and resonating with their audience at 
the right time/in the right context will win the organic search battle.

ò

ó

http://www.revlocal.com/
http://www.iacquire.com/


Karen Webber

Axonn Media

Marketing Director

SEO will become more fully integrated with content marketing. To be effective at 
content marketing, brands need to think wider than just the words and images they use to 
convey their message. It's about a content experience. Everything needs to work well together: 
from the technical SEO side through to design, UX, user journey and conversion. Nothing can 
exist in silos, and marketers need to focus on integrated content strategies, technology and 
creation if they want to be successful.

Best-in-class marketers have long understoodτand agreedτ
that when it comes to content, quality trumps quantity every time. But 
now, the standards of excellence surrounding content will be redefined 
once again, particularly as the search engines look to prioritize content-
rich, industry-ƭŜŀŘƛƴƎ ŎƻƴǘŜƴǘ ŀǎǎŜǘǎΦ aŀƪŜ ƴƻ ƳƛǎǘŀƪŜΥ ŀ ƳŀǊƪŜǘŜǊΩǎ Ƨƻō ƛǎ 
getting increasingly complex and nuanced, but this is a good thing for 
consumers. It means we will see some truly amazing, game-changing 
content in the years to come.

ò

ó

ò

ó
Carrie Majewski

Content Boost

Director of Content Marketing

@carrie_majewski

axonn.co.uk
http://www.contentboost.com/


I think we are going to start seeing less content. Less doesn't mean content isn't important - it just 
means the quality of content is going to supersede the number of content pieces that can be churned 
out for a business. We'll also see better marketing plans in place for content bring created. We'll move 
past the "blast it out everywhere we can phase," into a more strategic approach that finds the right 
users, at the right time, at the right place.

Crystal Ware

Location3Media

Head of SEO

@crystalware

We're also going to be placing more and more emphasis on the user. Brands that were putting off 
developing mobile user experience, the time is yesterday. Leveraging testing tools and data insights to 
drive site design will become more of the norm. If people aren't happy with your site in a matter of 
seconds, you lose business. Getting the ranking, impressions and clicks just isn't going to cut it anymore 
for SEO. The people that have been focusing on conversion-driven SEO and enhancing the user 
experience are going to have it easy (well, easier). It's going to be a fun year.

ò

ó

http://www.location3.com/


Kacy Karlen

Captains of Industry

Ass. Creative Director

@captainsboston

I predict that the full rollout of Panda 4.1 will mark a drastic (r)evolution in the kind of sites 
we'll see rising in rank, and the nature of the content strategies and deliverables brands will be 
on deck to create to maintain competitive advantage. As a content marketer dedicated to the 
craft of rich, specialized content experiences designed to engage core niches in two-way 
conversations, this algorithmic shift towards quality means that my ideal era of smart, strategic, 
and differentiated content is hereτand content mill approaches, automated campaigns, and SEO 
trickery are finally on their way out.        .      

ò

ó

Anthony Gaenzle

EnVeritas Group

Director of Marketing

@anthonygaenzle

Content marketers and SEOs are starting to put down their 
boxing gloves and realize that one can't exist without the other any longer. 

Smart companies will start to view these areas of expertise in the same 
light and will no longer approach the two in a silo-style manner. The 
companies that come to this realization will be the ones that you see 
having great success.

ò

ó

http://www.captainsofindustry.com/
http://www.enveritasgroup.com/


In the future, while it will remain important for SEO professionals to focus on their core 
structural and accessibility responsibilities, it will be increasingly more important for them to integrate 
with other core marketing areas.  SEO departments will need to work closely with Content, PR, Media 
and Conversion/Analytics teams.  

Regardless of what changes the search engines make it is clear that user experience and brand 
authority will continue to be primary rank signals.  

Creating the right kind of content targeting the right audience; while also attracting the attention of 
social influencers and publishers in order to build links and authority, is going to be the key to future 
success in organic search.  

Smaller companies will demand that their SEO team members become well-rounded marketers.  

Larger companies will focus their efforts on building processes and using collaboration tools that insure 
that the content and promotion work they do across the entire organization is done in a way that also 
maximizes organic search benefits.

Jarrod Hunt

Digital Current

CMO

ò

ó

http://www.digitalcurrent.com/


Nick Stamoulis

Brick Marketing

President & Founder

Kane Jamison

Content Harmony

Founder

SEO will continue to be all about the creation of well crafted and authoritative 
content!

For actual search engines, I think there will be a stronger push 
towards mobile-friendly content being ranked better - IF it actually tests 
better for users. So, if you're seeing poorer engagement with your site 
from mobile devices compared to desktop and tablets, I'd take action and 
start testing other options. 

When it comes to businesses and specifically their content program, I think 
more companies will realize that investing more time and effort into lower 
quantity & higher quality content is what produces results for a company. 
Beyond that, I see more companies then realizing that they need to spend 
50% of their budget on distribution and promotion - not 10% of it.

òó

ò

ó
@kanejamison

@brickmarketing

http://www.brickmarketing.com/
http://www.contentharmony.com/


I think that previously when discussing SEO, technology in some form was always at the 
forefront of how we understood what you needed to do to be successful online - if you follow the rules 
you will be fine. 

In 2013 and 2014 I have seen a stronger focus develop around strategy and particularly the growth of 
cleaver, humanistic influences in what does well and what gets ignored online. Hummingbird to me was 
the start of this shift in understanding our intent online, versus just our words.  

I think we will continue to see the rise of more creative, old school, 'Mad Men' like approaches to digital 
marketing, supported by deeper persona development. 

Therefore I would imagine that as search engines like Google get closer to mimicking the human mind, 
it will also better analyze user's on-site behaviors.

Simply, I feel that if you know and adapt to your audience better, using more strategic and clever 
methods and then back up your findings with data analysis, search engines will see you and reward you 
for it.

Adrienne Burns

Axonn Media

Director of Client Strategy and 
Implementation

@ageyb

ò

ó

http://www.axonn.co.uk/


Kate Proykova

Hop Online

Managing Director

@hoponline

The future of SEO will be about content. Actually SEO was about content from the 
start, but there were people who understood it differently :-). Well, Google updates are meant to 
fix that misunderstanding. In the years to come we will see new content and old content that is 
presented in a better way. For example, imagine Wikipedia's articles as BBC documentaries. 

I think we will see more interactive widgets in content, more videos, as a whole, things that make 
content easily grasped by the majority of people. The better you are at sharing your visions and 
knowledge, the higher you will rank in the SERPs.

ò

ó

Lou Pardi

Agency Marou

Creative Director

@loupardi

Aside from SEO swindlers finding work-arounds to attract 
traffic unethically and Google closing them down, as has been the dance 
since the beginning, I think social media sharing signals will remain 
important in the future of people finding content. 

Search engines will become savvier in identifying and rewarding high-
quality content. Blogs and media sites will be challenged to balance taking 
money to place content (and links) on their sites with retaining their 
readers' loyalty and complying with search engines' views on appropriate 
behavior.

ò

ó

http://hop-online.com/
http://www.agencymarou.com.au/


Semantic search will replace keyword-focused search. Increasingly, search engines are 
becoming more attuned to the user's intent -- they understand what the searcher is looking for and will 
deliver relevant information based on a query, whether the most common keyword phrases for that 
search are used in the query or not. 

That means it's becoming more and more important for organizations to tap into their prospects' 
perspectives, create buyer personas, and genuinely consider the types of questions their users are likely 
to be asking, rather than focus exclusively on metrics around specific keyword usage.

Along these lines, committing to publishing well-researched and compelling content based on user 
needs is becoming a higher priority for businesses. 

More organizations will invest in developing high-quality, long-form blog content that will receive large 
numbers of social shares, which will also help them gain traction in search engines.

Kathryn Hawkins

Eucalypt Media

Principal

@kathrynhawkins

ò

ó

http://eucalyptmedia.com/


Over the last few years, Google has made changes to its algorithms that emphasize higher 
search results, and because Google is the most popular search engine, SEO best practices have evolved 
to follow suit. Now SEO is all about creating quality content, quality meta data, quality links, and having 
a well-ōǳƛƭǘ ǿŜōǎƛǘŜ ǘƘŀǘΩǎ Ŝŀǎƛƭȅ ƴŀǾƛƎŀǘŜŘ ōȅ ǎŜŀǊŎƘ ŜƴƎƛƴŜǎ ŀƴŘ ǾƛǎƛǘƻǊǎΦ L ǘƘƛƴƪ ǉǳŀƭƛǘȅ ǿƛƭƭ ŎƻƴǘƛƴǳŜ ǘƻ 
be the central focus of SEO. Those who are still trying to manipulate the search engines by keyword 
stuffing in meta data and content, creating spammy links, or who aren't paying attention to the website 
health could, at best, see their time and effort wasted for little return and at worse be penalized by 
DƻƻƎƭŜΦ L ōŜƭƛŜǾŜ ƛŦ ƳŀǊƪŜǘŜǊǎ ŎƻƴǘƛƴǳŜ ǘƻ ƪŜŜǇ ǘƘŜ ǿƻǊŘ άǉǳŀƭƛǘȅέ ƛƴ ƳƛƴŘΣ ǘƘŜȅΩƭƭ ōŜ ŀōƭŜ ǘƻ ŀǘǘǊŀŎǘ 
quality traffic back to their websites. 

L ǘƘƛƴƪ ƭƻŎŀƭ {9h ǿƛƭƭ ōŜ ŀ ǇǊƛƻǊƛǘȅ ŀǎ ǿŜƭƭΦ ²ƛǘƘ DƻƻƎƭŜΩǎ tƛƎŜƻƴ ¦ǇŘŀǘŜΣ ƭƻŎŀƭ Ŏƛǘŀǘƛƻƴǎ ƘŀǾŜ ōŜŎƻƳŜ 
more prevalent in search results. So I think that every business should make sure they have listings on 
top local citation sites, and that their business information is consistent across these sites. Also, if a 
business wants a strong presence in search results for their name, they need to have a well-built-out 
Google My Business page that they post on regularly. 

!ƴƻǘƘŜǊ ƳŀƧƻǊ ŀǊŜŀ ƻŦ ŦƻŎǳǎ ǿƛƭƭ ōŜ ƳƻōƛƭŜ {9hΦ LǘΩǎ ƛƳǇŜǊŀǘƛǾŜ ǘƻ ƘŀǾŜ ŀ ǿŜōǎƛǘŜ ǘƘŀǘ ǿƻǊƪǎ ǿŜƭƭ ƛƴ 
both desktop and mobile browsers. Increasing numbers of searches are performed on mobile devices 
ŀƴŘ ǘŀōƭŜǎΣ ǎƻ ƛŦ ȅƻǳ ǿŀƴǘ ǘƻ ƎŜǘ ǘǊŀŦŦƛŎ ǘƻ ȅƻǳǊ ǿŜōǎƛǘŜ ȅƻǳ ƴŜŜŘ ǘƻ ƘŀǾŜ ŀ ǎƛǘŜ ǘƘŀǘΩǎ ŎƻƳǇŀǘƛōƭŜΦ L ǘƘƛƴƪ 
that more websites will upgrade to responsive design over a dynamic service site or separate mobile 
URL.

Nikki Paladino

L2TMedia

SEO Supervisor

ò

ó

http://www.l2tmedia.com/


SEO has come a long way in the last few years. We've gone from using basic keyword 
research and strategic backlinks to writing high-quality, informative content pieces for company 
websites, and this is all thanks to Google and the evolution of its algorithms. I mean to say thanks in a 
good way, not in the sarcastic sense. 

It's Google's job as a search engine to make sure users can find the most informative and up-to-date 
content on the web for any subject. If this type of content isn't ranking on the first pages, Google isn't 
doing it's job. 

That being said, the future of SEO is all about content, and the companies and organizations that have 
the highest-quality content are going to win. I believe that it's Google's goal to successfully balance 
education and commerce, and companies can participate in this as a shared goal and win, or fight 
against it and lose.

My predictions for the future of SEO are content moving to the center of the digital marketing sphere 
and the integration of public relations with SEO efforts.

Natalie Parra-Novosad

Leverage Marketing

Director of Content Strategy

@leveragemktg

ò

ó

http://www.theleverageway.com/


Marketers have realized that the foundation of inbound marketing relies on a robust content 
strategy, which includes SEO, Content Creation and Social Promotion. A content strategy is THE most 
important factor today if you want to win. 

These three pillars SEO|Content|Socialall work together and cannot be separated. Now marketers just 
need to figure out how to get it done. Marketers are too busy to become writers & manage social 
media and brands are not in the publishing business which makes it difficult to execute a content 
strategy. 

There will be new and innovative ways that brands begin to execute on their content strategy; leasing 
content and Paying For Performance of content will blossom in the future.

ò

ó

David Lewallen

Big Wave Digital

Director of Inbound

@bigwaveinbound

bigwavedigital.co


Social, Mobile, Local

These days, three different segments dominate the 
attention of marketers ςSocial, Mobile and Local.

But how do these three play a role in your overall SEO 
strategy?

Take a look at what our experts have to say about 
embracing all three, and the benefits you can reap. 

According to Bloomberg News, Twitter 
recently reached a deal with Google to start 
displaying real-time tweets in search results.

Social Signals and SEO

QuickSprout recently reported that after 
Smashing Magazine tweeted about 
aƻȊΦŎƻƳΩǎ .ŜƎƛƴƴŜǊΩǎ DǳƛŘŜ ǘƻ {ƻŎƛŀƭ 
Media, the site quickly ranked #1 in results 
ŦƻǊ ǘƘŜ ǘŜǊƳ άōŜƎƛƴƴŜǊΩǎ ƎǳƛŘŜΦ

AdWeek reports that social signals are 
used to help search engines help 
indicate a reputation among a target 
audience.

Sources: Bloomberg News| QuickSprout| AdWeek

http://www.bloomberg.com/news/articles/2015-02-05/twitter-said-to-reach-deal-for-tweets-in-google-search-results
https://mail.google.com/mail/u/0/#inboxhttp://www.quicksprout.com/2014/01/31/how-social-signals-impact-search-engine-rankings/
http://www.adweek.com/socialtimes/social-signals-impact-seo-infographic/201434


Danielle Bachini

Brick Marketing

SEO Specialist

Madison McMahon

HMarketing

Co-Owner

The search engines are going to take the mobile usability of a website into account 
when determining rank. We're already seeing a "mobile-friendly" label in Google mobile search 
results, but that's just the beginning. If your website isn't mobile friendly, you'll start to see a 
dip in traffic from the search engines.

Organic search will continue to lead as one of the top channel 
acquisitions, however, those who do not focus on mobile website 
optimizations will begin to lose valuable website traffic. 

When it comes to content, Google aims at providing instant answers for 
their customers and to satisfy their own needs. In order to maintain 
prominent on Google, page optimizations should answer questions and be 
more informative.

The future of SEO will depend less on keywords and more on relevance!

ò
ó

ò

ó

@brickmarketing

http://www.brickmarketing.com/
http://www.hmarketing.co/


Joe Rega

Path Interactive

SEO & Social Media Strategist

@joerega

We should all make sure our sites are mobile responsive & focus on reducing site load 
time. These factors play a huge part in usability, particularly when it comes to holding a visitors 
interest.  

The industry will also change its keyword research strategy to focus more on natural speech and 
having their content answer questions.

ò

ó

Brian Provost

Define Media Group, Inc.

VP, Digital Strategy

@brianprovost

The engines seem focused on two primary initiatives: 1) The 
first is to deliver the best Mobile experience to their users. There are still a 
startling number of businesses that have not addressed even the most 
basic of Mobile SEO requirements. 2) The second major initiative at the 
search engines is to better understand context and relationships. You see 
this most often now with semantic analysis of entities, but the engines are 
growing that understanding to other relationship types. 

Businesses should continue to inform the engines of these relationships 
via opportunities such as structured data, but also be careful that they 
alleviate the need to have the engines send that searcher to their site. The 
engines would rather answer that query with your data in their own 
environment.

ò

ó

http://www.pathinteractive.com/
http://www.definemg.com/


Paxton Gray

97th Floor

Director of Marketing Operations

Adam Sherk

Define Media Group

VP SEO & Social Media

In our research this year, we've seen social signals playing a greater role in rankings. 
I expect to see that role increase in importance. Hopefully wearables will shake up the industry 
in the next few years, given the fact that there are a few significant wearables coming out next 
year. I'm also hoping Bing picks up more market share in the future.

Finally, I think there will continue to be a ton of chatter about "mobile first", but we'll probably 
continue thinking that next year will be the big year for mobile.

With mobile approaching 40-50% of total traffic for many sites 
and Google increasingly pushing the importance of mobile usability, being 
well optimized for all devices will continue to be critical. And not just 
technical optimization; this also means making sure that your content (i.e. 
length, style, use of multimedia, etc.) is well suited to mobile and that 
engagement signals for mobile users are strong.

And in a search climate dominated by Panda, Penguin and whatever 
algorithm updates and filters come next, making sure you have a rock-solid 
foundation in place and taking preemptive measures against any potential 
triggers is key. This includes all technical, editorial and marketing 
considerations. None of these things are new but they are vital to 
continued success in the future.

ò

ó
ò

ó

@paxtonmgray

@adamsherk

http://97thfloor.com/
http://www.definemg.com/


Christopher Surovick

WebiMax

Director of Digital Marketing

There are two absolutes when it comes to digital marketing. The first is that a 
mobile/responsive website is a necessity - not a perk. The second absolute is the consumer 
comes first in the hierarchy of digital media communication.
ò

ó

Areej AbuAli

Verve Search

SEO Executive

@areej_abuali

With over 7 billion mobile devices, my top prediction for the
future of SEO is that mobile search will soon overtake desktop search. 
Mobile site performance will deeply affect rankings, hence a dedicated 
mobile SEO strategy for your clients is of great importance.

ò
ó
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Rosa Salazar

Altura Interactive

Social Media Marketing

JD Allen

Sweet Spot Marketing

Digital Marketing Advisor

Mobile SEO can not be underestimated anymore. We have to understand that user 
experience via mobile will be a key point in the success of any site.

With mobile search on pace to surpass desktop, the need to 
adhere to Google's agenda of creating a good user experience for site 
visitors will become more important than ever.

Mobile responsive sites that add original content consistently each month 
and have a strategy to acquire social link signals will benefit greatly. 

I believe social links will be the most valuable for SEO.

ò ó

ò

ó
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Content marketing, and all digital marketing in general, will become more even more 
localized and personalized. 

This trend will affect every aspect of digital marketing, including social media, paid advertising, website 
design, link building, email and SEO. 

Marketers will be pressed to create content that engages the increasingly localized consumers, which 
are driven by the skyrocketing use of mobile technology. SEO experts that are able to create both paid 
and organic content that speaks to specific audiences in localized environments will see increased 
results because both Google and consumers respond to and advocate for personalized results and 
content. 

There is already ample evidence that localized paid ads illicit increased CTR and conversions, and from 
my perspective there is absolutely no reason why the trend won't continue to grow going forward. 

On the same note, more generalized SEO techniques, including short-tail keyword research, unfocused 
link building, and generic paid ads will continue to fall by the wayside as the new mobile, local and 
personalized SEO takes over.

Andrew Schneider

Online Amiga

Senior Digital Marketing Manager

ò

ó

http://www.onlineamiga.com/


SEO "professionals" and companies will stop chasing algorithms and focus on creating the 
best content possible in the right and honest way (which is what Google wants and has wanted from 
the start). When that happens it, hopefully, gets the SEO snake oil salespeople under control. The other 
is the industry will start to focus on the local aspects of SEO before doing anything else. 

As I always tell people: take away the Internet and how would you market your client's company? If it's 
located in Dallas, it makes no sense to market to people in Boston or New York. Drive home local 
aspects of SEO, get listed in all of the local directories (any directory) you can, rank for local keyword 
modifiers and then build out from there. 

According to a study by BIA/Kelsey and ComSat, 97% of all consumers research their local options 
online before heading out to shop. That's all the proof you need that companies better have the local 
aspects of SEO taken care of. 

Stop chasing algorithms. It's time to actually do a good job with your own site - create a great user 
experience and give customers what they want. If you want to rank for competitive keywords, focus on 
your own site. The best place to start is local.

Ian St. Clair

Clicks and Clients

Senior SEO Specialist

@ianstclair

ò

ó
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It looks like results based on searcher location are going to become increasingly more 
important, driven by the rise of mobile SEO. In the future, I think it will be more and more difficult for 
companies outside of specific cities to compete in those cities without a physical presence there, and 
simply creating geo-targeted landing pages will no longer be enough; businesses will have to better 
establish their presence by associating their company with those cities and other businesses and 
organizations within them. 

There's a lot of talk about entities and brand-influenced rankings, and I think SEOs would be wise to 
look at how large brands are presenting themselves online (generating press releases, running active 
social campaigns and blogs, sponsoring local events, and joining organizations, to name a few) and 
mimic that behavior, even if it is on a smaller scale.

Trust will continue to be a major factor for Google, as it always has been. SSL may very well become a 
larger factor for ranking. Google has certainly given the notification that it is a current factor, and I 
suspect that future updates will continue to take it into consideration, giving it increasingly more 
weight. Right now, the effects of SSL on rankings seem marginal, but if a company wants to stay ahead 
of the curve, they should seriously consider it.

I believe social will continue to have very little direct effect on rankings, as social interaction is too easy 
to manipulate (Going back to trust. If a thing can be manipulated, it can't be trusted, and therefore will 
not be a large ranking factor); however, social will continue to be an important element to any online 
marketing campaign, albeit, in my mind, less important than SEO.

Geoff Hoesch

Dragonfly SEO

Owner

ò

ó
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User experience will be the driving force. Search engines will become more complex and 
adept at recognizing the on-page and off-page signals that lead to a good user experience. 

With an increased focus on the user experience, mobile page optimization will become an even more 
critical factor in ranking well on mobile searches. 

Content engagement on-site will be a significant way that search engines gauge the value of the content 
and quality of user experience on your site. 

Comments, social shares, and links back will be important indicators. However, with the rise of 
semantics in algorithms it will not be enough to just have a lot of comments or inbound links. They will 
need to be natural. So content will really have to be relevant, interesting, and invite engagement. Forget 
the shortcuts. 

The key to future SEO success is by creating and implementing a robust vibrant content engagement 
strategy for your site.

Ben Dean

RevLocal

Director of Operations

@bdeanrevlocal

ò
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The engines seem focused on two primary initiatives: 

1) The first is to deliver the best Mobile experience to their users. There are still a startling number of 
businesses that have not addressed even the most basic of Mobile SEO requirements. 

2) The second major initiative at the search engines is to better understand context and relationships. 

You see this most often now with semantic analysis of entities, but the engines are growing that 
understanding to other relationship types. Businesses should continue to inform the engines of these 
relationships via opportunities such as structured data, but also be careful that they alleviate the need 
to have the engines send that searcher to their site.

The engines would rather answer that query with your data in their own environment.

Brian Provost

Define Media Group, Inc.

VP Digital Strategy

ò

ó

@brianprovost
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Google Specific Changes

If there is one certainty online, it is that you can expect 
Google to continue to upgrade, improve and change 
the way their algorithms work.

These updates have the power to change the future of 
sites ςand it definitely pays to keep tabs on what is 
going on at Google.

IŜǊŜΩǎ ǿƘŀǘ ƻǳǊ ŜȄǇŜǊǘǎ ƘŀŘ ǘƻ ǎŀȅ ŀōƻǳǘ ǿƘŀǘ ȅƻǳ Ŏŀƴ 
expect from Google.

Quite a bit has changed at Google over the 
past few months. Here are just a few 
highlights:

Significant Changes

August 28, 2014: Google Authorship 
Removed

hŎǘƻōŜǊ нлмпΥ DƻƻƎƭŜ ŘŜōǳǘǎ ǘƘŜ άƛƴ ǘƘŜ 
bŜǿǎ .ƻȄέ ŀƴŘ ƴŜǿǎ ǎƛǘŜǎ ǊŜǇƻǊǘ ŀ 
significant spike in traffic

December 2014: Penguin Everflux  -
Google announces that Penguin will 
receive constant updating, instead of 
infrequent updates

Sources: Moz Google Algorithm Changes

http://moz.com/google-algorithm-change


Sara Downey Robinson

Inflow

Marketing Coordinator

Sherri Horton

Volusion

Search Marketing Specialist

Collaborations are going to be key. Working with online community managers, PR 
experts, mobile experts, etc. are going to help drive engagement for sites, which we already 
know is going to continue to increase in importance. Surround yourself with the best from 
several different marketing channels and you'll have greater success.

SEO, PR and overall user experience are all starting to collide 
into one big marketing strategy. Developing content that helps or excites 
your customers feeds into both the SEO and PR nature of where digital 
marketing is heading. Creating content just for the sake of keywords has 
really fallen to the wayside. 

Being creative and thinking outside of the box to first and foremost give 
your clientele what they want and need online is going to be most of the 
battle. Instead of thinking about your ranking or where your traffic is 
coming from, you have to think about what benefits your customer and 
how you can help them; the results will follow.

ò
ó

ò

ó
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Simon Dreyfuss

Acronym Media

SEO Strategist

Google will release a major mobile algorithm update likely to have one of the larger 
shifts seen in SERP visibility since the releases of Penguin and Panda.ò

ó

Brent Rovner

WebiMax

SEO Project Manager

@webimax

1. Link Duds v. Link Studs. I think Google will start ranking sites 
that have links with traffic (follow or no follow) and start noticing sites 
that build links with no traffic just for SEO. A link must be used for a real 
purpose! 

2. Brand Mentions: I believe Google will start noticing brand mentions 
even without links. 

For example, if a company is mentioned in an article without a link, it will 
still help their overall SEO.

ò

ó

@simondreyfuss
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Benj Arriola

Internet Marketing Inc.

SEO VP

Richard Ortiz

BAYADA

SEO Strategist

Even if Google keeps changing it's algorithm, my predictions have been consistent 
every year.  On the technical side of things, Google will get better at looking at code, and CMS' 
will get better in having all SEO best practices by default.  I see more use of microdata formats 
built into many CMS'. 

On the link building side of things, it will still be driven by content marketing and the main 
players are the ones with the most creative ideas in capturing the attention of a relevant 
audience and being able to promote and reach out to where these people are.

With the announcement that Freebase will be closing and all 
data will be transferred over to Wikidata, marketers will have to determine 
how that affects queries that produce knowledge graph results. It is 
already known that information is scraped from the number one SERP 
result. Limited data since the December announcement has shown me that 
images in the smaller knowledge graph underneath the search bar can 
have an image from a completely different source that has no relation 
besides context to the original source. 

With Google providing answers to more questions right in the SERPS, it will 
become ever important for marketers to create content that answers users 
queries and is picked up by the Knowledge Graph algorithm. 

ò

ó
ò

ó

@benjarriola
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Julianne Coyne

Volusion

SEO Team Lead

With updates like Google's Hummingbird algorithm, search algorithms are moving to 
take user intent into account. This means that creating pages and content for the purpose of 
matching stilted keywords will continue to go out of style. Offering a better user experience and 
becoming a trusted resource are going to continue to become the best ways to gain search 
engine visibility.

ò

ó

Elisa Gabbert

WordStream

Content Marketing Manager

@egabbert

I think engagement metrics will become more and more 
important. On the paid search side, Google determines ad rank according 
to engagement metrics: Quality Score, which is primarily click-through 
rate (relative to expected CTR given your position on the page). This is 
how they're able to deliver meaningful ad rankings without a link graph 
like you see in organic search. With organic, they can measure the same 
thing, and potentially add in a lot of other interesting metrics as well -- not 
just clicks but shares, bounce rate, etc. In PPC, you pay a premium per 
click if your ads don't perform well and aren't interesting to people -- in 
other words, you have to spend a lot more to rank higher, and in 
competitive spaces, you're screwed. Similarly, SEO marketers will continue 
to see diminishing returns on low-value content.

ò

ó

http://www.volusion.com/
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1. Knowledge graph will become (mostly) a pay for play feature. Given the changes that have 
occurred recently (dropping Authorship, Freebase) and the amount of real estate this feature takes up 
in the SERPs, they'll move it to (mostly) pay to play. 

2. Building upon their security focus, Google will begin to offer their very own SSL product to the 
benefit of their SEM clients and organic visitors. 

3. Google+ will finally be shuttered due to low participation. 

4. Matt Cutts will leave Google (probably to work at a start up) after his long break in 2014. John 
Mueller will take his place as the head official/unofficial spokesperson to the SEO community. 

5. Google Fiber for Enterprise will launch in major metros attracting website owners to make the switch 
from traditional hosting providers.

Mark Fillmore

EliteSEM

Sr Director of SEO & Earned Media

ò

ó

http://elitesem.com/search-engine-optimization/













