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The State of Search 
& Content1
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How we search has changed
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We now search the way we talk
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“Good restaurants near me”

5 years ago - you would have laughed at that query
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• Localization

• Time of Day

• Format of Query

• Device Type

• Contextual Cues
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Restaurants, 5 star yelp, cambridge, Kendall Sq

Good Lunch Restaurants in Kendall Square, MA

Good Restaurants near me

Order 2 of my favorite dish for pickup

2008

2012

2017

2019 
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2012

Penguin Update -

Penalizes spam 

factors including 

stuffing keywords

2013

Hummingbird Update -

Google begins to 

understand semantic 

search

2014

HTTP/SSL ranking 

boost rolled-out. Also, 

Pigeon update 

affecting local SEO.

2015

Mobilegeddon Update 

- mobile ranking 

update for mobile-

friendly sites

Late 2015

RankBrain introduced 

and begins to serve 

SERPs

2011

Google begins 

encrypting search 

queries resulting in 

“Not provided”
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Sources, circa 2011
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Sources, circa 2011
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It was worth it!

And so, of course, we tried to get back this data
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SERP in  2017

Image section
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SERP in  2017

Image section

Knowledge 
Graph



#INBOUNDPARTNERDAY

SERP in  2017

Image section

Knowledge 
Graph
Featured snippet
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20% of Mobile App Searches are 
done by voice

-Sundar Pichai, @ Google I/O 2016 
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making it harder and harder to truly stand out, even if you write 

the BEST blog post you’ve ever written. 

posts are written every day 
Marketing Profs estimates over 2M 
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making it harder and harder to truly stand out, even if you write 

the BEST blog post you’ve ever written. 

posts are written every day 
Marketing Profs estimates over 2M 

T H I S  
D O E S N ’ T  
M E A N  
C H A N G E  
E V E R Y
T H I N G
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• Natural Language Search terms favored over exact-match keyword terms

• Inability to accurately see what specific keyword brought traffic/contacts/revenue 

to your site

• SERP changing rapidly to the point where 93% of the time the results are not “10 

blue links” making rank misleading

1. RECAP - 3 BIG SHIFTS IN SEARCH



#INBOUNDPARTNERDAY

Content Strategy
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It starts by organizing 
content into topic clusters

And not solely relying on exact-match 

keywords
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Example of Main Text Fact Or
Quote Goes Here



#INBOUNDPARTNERDAY

A series of topically related content intended to build authority, and 
influence, in the eyes of search engines and visitors.

A topic cluster is comprised of:

1. Pillar content

2. Cluster/Subtopic content

3. Internal Links

WHAT IS A TOPIC CLUSTER?
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Pillar Content
A broad piece of ungated website content that’s comprised of, and 

connected to, a topic cluster that covers a topic in-depth.
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Pillar 
Content
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Subtopic Content
A specific piece of content based on a long-tail keyword, or niche 

question, often in the form of a blog post that links back to the pillar 
content.
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So, how do you implement 
this strategy with clients?
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Map out 5-10 core problems your core persona has through 
research, such as:

1. Surveys
2. Customer interviews
3. Forums (Quora, etc.

STEP 1: MAP OUT CORE PROBLEMS
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Group each problem into broad topic areas. For example, if you 
hear: 

STEP 2: GROUP PROBLEMS INTO TOPICS

“My website  is so out of date. It really needs to be 

updated”

“I need to attract more qualified leads for sales”

“I’m spending a lot on ads right now, and the 

conversion rate hasn’t been very good”

“We’ve tried a lot of ways to generate leads, but…”

Lead 
Generation
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Using keyword research, identify subtopic content that relates to 
the topics you’ve identified. 

Important note: subtopic content should be related, but not exactly 
match the topic. 

For example, if your topic is “workout routines” then one subtopic 
may be “strength training at home.”

STEP 3: MAP OUT TOPICS AND CONTENT IDEAS
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Using HubSpot Content Strategy, based on Domain Authority, 
Monthly Search Volume, and Relevancy.

STEP 4: VALIDATE EACH IDEA
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Getting Started with

Content Strategy
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Get

Core Topic
Suggestions
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Validate 
Topics
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Optimize
Topic 

Clusters
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Tie 
Content 
to the 
Bottomline
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1. Generally a Landing Page, or Website Page.

2. Ideally on the top-level of a domain 

i.e. www.hubspot.com/facebook-marketing

3. Ungated. Meaning no content on the page is hidden behind a form.

4. Comprehensive. Most great pillar pages are a few thousand words.

5. Contains numerous conversion points and/or a form.

PILLAR CONTENT OVERVIEW

http://www.hubspot.com/facebook-marketing
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PILLAR CONTENT TIPS

1. Provide content that matches the search intent.

2. Include your overall topic in the title, and meta 

description.

3. Add synonyms/related content into the page.

4. Include various types of media (images, video, etc.)

5. Include it prominently in navigation on your site.
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Townsend
Security

Ken Mafli, and the Townsend Security team, have 

seen a 55% increase in organic traffic, and 80% 

growth in leads using this topic clusters and 

Content Strategy.
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Increase retainers
Using Content Strategy to offer SEO services, and clustering clients 

content – or pairing it with a full traditional inbound retainer.
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2
Disconnected Tools
& How To Tie It All 
Together
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20

B L O G  |  C M S  |  S O C I A L  |  E M A I L  |  A N A L Y T I C S  

# of paid SaaS products the average SMB uses across their 

organization.
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Market 
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Market 
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We’ve gone from being THE all-in-

one solution to being THE platform 

for a much bigger ecosystem 

And we’re proud to partner with different solutions
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How does this affect your 
work?



#INBOUNDPARTNERDAY

We wanted to build tools that we can

provide unique value for
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When thinking about the tools you use everyday

we recognized a disconnect
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There’s a gap in between

research and writing
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You research in multiple tabs
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Then write in a different tool
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Then Copy and paste
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In fact, we see it happen from 

5,000+ users every month
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• Connect the way you work to HubSpot. Collect is a 

Chrome extension that allows you to –

• Streamline Your Research – Clip full pages, images, 

and quotes from around the web.

• Insert Content Into Blog Posts in One-Click – Take 

all your research and add it into a blog post with 

one simple click.

HUBSPOT COLLECT
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HUBSPOT COLLECT
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• Draft content in Google Docs and push it to HubSpot as 

a blog post. This integration:

• Carries over all major formatting – Push drafts into 

HubSpot with images and text.

GOOGLE DOCS INTEGRATION
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GOOGLE DOCS INTEGRATION
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COLLECT  & GOOGLE DOCS
Help extend HubSpot to where you work.

But, we also want to help make the place you spend most of your time more efficient.
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THE PROFESSIONAL MARKETER’S  CMS

The HubSpot CMS is the

Flexible, scalable, a 
pleasure to build on

Fast, stable, secure, and 
built for marketers

Increasingly 
easy to use



#INBOUNDPARTNERDAY

Flexible. Scalable.
A pleasure to build on.

● HubDB – Database driven pages

● New Developer Tools

● Support for multiple languages

● Custom modules system
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Fast, stable, secure.
Built for marketers.

● Optimized for stability + speed

● Content Strategy

● Native site search capabilities

● Security enhancements (DDOS
& virus protection, and more) 
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We take security seriously
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We take security seriously

In Q1 2018, we’ll be rolling SSL out to 
all customers for free.
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3
Incomplete Reporting & 
How To Know What 
Works
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At the end of 
the day

The measuring stick for content 

marketing, business blogging, 

social, ads, everything to your 

client will be “am I making more 

than what I put in”
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Let’s talk about Julie.

She runs a partner agency, like you.
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She helped one of her clients rank #1 

“How to build Snap Stories”
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The problem was…

They are a LinkedIn Consultancy.
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And they weren’t seeing business results 
from their efforts.
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We’re happy to introduce new reporting 
that ties your content, and campaigns to 

the bottom-line.
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CTA REPORTING
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PAGES REPORTING

… yes this looks just like Google Analytics
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CAMPAIGN REPORTING
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TOPIC REPORTING
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Is content marketing working better than 

ever for you?
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“I just don’t see the value anymore” 

“My clients are refusing to get started on blogging: they’re too 

afraid from reading negative articles online”

“No one’s really buying the content stuff at this stage in the game”

THIS ISN’T THEORETICAL 
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1) Blogging a lot was the bomb. It was the best way to get found 

online and win trust.

2) Using multiple tools is a necessity; not a complicated decision

3) Measuring the value you and we bring is easier than ever with 

Topic and Campaign reporting. 

To Recap:
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THE FUTURE OF CONTENT IS 

LESS CONTENT
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THANK YOU
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Resources
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TOPIC CLUSTER RESEARCH
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CASE STUDIES
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CONTENT MARKETING CERTIFICATION
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PILLAR PAGE INSPIRATION
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• Your Guide to Creating Effective Content with Content Strategy

• Search has Changed. Content Needs to Evolve.

• The Future of Content Marketing

• What does SEO look like in 2017?

ADDITIONAL CONTENT

https://blog.hubspot.com/customers/your-guide-to-creating-effective-content-with-hubspot-content-strategy
https://blog.hubspot.com/marketing/search-has-changed-content-needs-to-evolve
https://thinkgrowth.org/what-does-the-future-of-content-marketing-look-like-spoiler-still-less-content-7941fcc63acb
https://blog.hubspot.com/marketing/new-era-seo
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1. 1. Why is there no data on existing campaigns? A Campaigns is a short(er), timeboxed marketing initiatives and Topic Clusters as evergreen, ongoing efforts. The best way to use HS 

Campaigns is for focused marketing initiatives, and if you're doing it right, you're probably running a bunch of those every year. Why haven't you created a new campaign for September yet? 

2. 2. What’s the difference between UTM campaigns and Campaign Reporting?

3. The only portals who will have had seen UTM Campaigns are in the New Sources beta, or were in the earliest iteration of campaigns beta. The way we will position the UTM Campaigns 

report is as an "Advanced Sources" report, which allows you a fresh perspective on traffic data, group by traffic that is tagged with at utm_campaign parameter. Users may be organizing 

campaigns outside of HubSpot, in which case this report could be very useful. If users are solely relying on HS Campaigns to organize campaign asset & measure much more than just traffic, 

the UTM Campaign report is much less interesting. In short, 'UTM Campaign' report = measure traffic, Campaign Analytics = measure full funnel campaign progress.

4. 3. Where can I get into the beta? 

5. We will be opening up opt-in access tomorrow from the Campaigns tool, but to get access now go to hubspot.com/products/analytics

1. Campaign Reporting FAQ


