
Ann Stanley

10th September 2021



All rights reserved 2021All rights reserved 2021

• About Ann and Anicca

• An introduction to digital marketing channels

• Examples of where sectors get their website traffic

• What’s new in organic search (SEO)

• What’s new in paid advertising

• What’s new in the social platforms

• Some juicy stats from the world of digital marketing! 

• Some helpful resources
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How do we support your digital ambitions?

'No ego and no bull’. We invest in relationships with 

businesses and brands to drive growth and 

succeed in what we do.

Our multi-award-winning agency in the heart of 

Leicester speaks for itself.
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Introduction
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Experience

We have vast experience of working with 

companies that manufacture or build their own 

products. 

Our deep understanding and sharp focus on these 

specific industries is what sets us apart from the 

competition, giving you comfort in knowing we are 

a true extension of your business.

This is also why our internationally renowned clients 

stay with us year after year.

• Construction Industry

• Global Distribution Network

• Logistics & Supply Chain

• Manufacturing & Supply Chain

• Medical, Health & Scientific
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Your brand website

Search Social
Others 

(websites,  

media sites)

NEW and POTENTIAL CUSTOMERS

1-5% CONVERSIONS (LEAD OR SALE)

Target 

Audience

On-site 

conversions

Digital 

Channels

P
Paid

O
Owned

E
Earned

T
Tech



Paid
• Paid Search

• Paid Display

• Paid Social

• Affiliates

• Programmatic 

• TV & radio

• Sponsored Events

• Shopping e.g.

Amazon  

Owned
• Search Engine 

Optimisation

• Content Marketing

• Email, Marketing 

Automation & CRM

• Social Media

• Webinars & Events

Earned
• Traditional & 

• Online PR

• Social Media

• Community 

Management

• Thought -

Leadership

• Marketing

• Reviews & 

Testimonials

Technical
• Website & Apps

• Voice search

• AI & Machine Learning

• Internet of Things (IOT)

• API’s & product feeds

• Analytics, Tracking & 

Tag Management

• Data Visualisation

& Dashboards

• Conversion 

Optimisation
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Similarweb data
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• Getting found in the search engines is still the most important way to 
get found – even if you have to pay for it

• Building your brand will generate direct traffic but also people will 
search for your brand in Google

• Some sectors have more paid search ads than other e.g. when there 
is not is a lot of competition or research before a purchase or lead. 
However, this is the fastest way to get new leads or sales

• Social media drives very little traffic to website (typically <5%, unless 
paid social ads are used) 

• However, social media can be great at increasing brand awareness 
and helping to get more brand searches or direct traffic

• Just because someone does a search does not mean that they will 
even click through to another site; as search engines often display 
what they are looking for without the need to go to another site
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• Between the 4th June – 12th July 2021, the Page Experience 

update (which includes Core Web Vitals) rolled out globally 

• The algorithm considers how well users perceive and engage 

with web pages

• Google will reward positive rankings for good performers and may 

reduce rankings for poor performers, relative to their competitor's 

performance

Below are the technical aspects of the report they provide us with 

vs our simple explanation of them:

• Largest Contentful Paint (LCP): How long it takes for a page’s main 

content to load. Google recommends 2.5 seconds or faster

• First Input Delay (FID): How long it takes for the content to 

become interactive (click-able etc). Google’s recommendation 

is less than 100 milliseconds

• Cumulative Layout Shift (CLS): The amount the layout or content 

shifts while loading. E.g. you go to click on a button then all of a 

sudden it moves because the page is still loading. 

Google calculates this with a 'fractional score', and 

it recommends a score of less than 0.1.
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• Google's July 2021 Core Update – July 1st

• Explanation: Google’s core algorithm is made up of between 200-500 ranking factors, and Google 
has made a tweak to one or several of these factors but haven’t told us which ones

• Impact: For this update you may have seen a fluctuation in keyword rankings or organic traffic. 

• Action: There may be nothing to fix, but Google has offered a checklist of ranking consideration to 
go through just in case – we can audit and suggest specific actions if you suffered any major 
ranking changes

Checklist link:
https://searchengineland.com/google-advice-on-improving-your-sites-ranking-for-future-
core-ranking-update-320184

What can I do? 

Google’s latest advice is similar to the advice it gave in 2011 around its Panda algorithm: “We 
suggest focusing on ensuring you’re offering the best content you can. That’s what our 
algorithms seek to reward.”

Quality rater’s guidelines and EAT (Expertise, Authoritativeness and Trustworthiness)
Like many SEOs have said over the past couple of years, you should read the search quality 
raters guidelines, which has moved locations and focus on the EAT sections – see handout

https://searchengineland.com/google-advice-on-improving-your-sites-ranking-for-future-core-ranking-update-320184
https://searchengineland.com/google-advice-on-improving-your-sites-ranking-for-future-core-ranking-update-320184
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• Google re-writing title tags in Google SERPs – August 23rd

• Explanation: Google started to replace the text you would have written in your title tags 
with text from H1 headings tags – to better match the search queries users search for. 
However, Google confirmed that the keywords you use in title tags will still be used to 
help rankings. 

• Impact: May affect your click through rates from Google search. 

• Action: to ensure enough useful text is displayed in the title tag Google chooses to 
display, include keywords people would search for you pages in the title tag and H1 
tag. 

• Google Link Spam algorithm update rolling out – August 24th

• Explanation: Google started rolling out an update which ‘nullifies’ any benefits 
previously gained from link spam – links from websites which are not built for humans 
with the purpose of just providing links for rankings. 

• Impact: You may have seen a drop in domain authority and/or rankings if you had a lot 
of low-quality, spam-like sites linking to you

• Action: check your sites for free or using a premium tool for low-authority directly –
looking sites (Google info on what to look out for) – or, get us to audit your site if you 
spot any issues with rankings or domain authority at that time

• https://developers.google.com/search/docs/advanced/guidelines/link-schemes

https://www.youtube.com/watch?v=rCcDsmjn-SA
https://developers.google.com/search/docs/advanced/guidelines/link-schemes
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• Bing now lets you submit URLs to get indexed directly to it (via its content 
submission API)

• Explanation: Instead of Bing crawling to find your content (URLs) then indexing it (can 
take several days to several weeks) you can now submit your URLs directly to Bing via 
an API and get them instantly indexed

• Impact: Get content indexed and displayed faster

• Action: Get a developer to implement this or contact us. More information: Link 1, link 2

https://www.bing.com/webmasters/url-submission-api
https://searchengineland.com/bing-content-submission-api-now-available-to-all-374248
https://docs.microsoft.com/en-us/dotnet/api/microsoft.bing.webmaster.api.interfaces.iwebmasterapi.submitcontent?view=bing-webmaster-dotnet
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• Google has announced plans to retire expanded ads from June 2022

• Following this point the only ads available to create and edit will be 
responsive ads

• Responsive ads overall see better click through rates as they optimise for 
each ad auction
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• Google has introduced updates to its value based smart bidding

• The new bidding format allows you to take into account the long term value 
of a sale

• The new feature allows you to apply adjustments to values based on 
location, device or audience
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• Performance Max campaigns allow you to test targeting across all Google 
properties

• Performance is optimised in real time across all channels to drive better 
achieve your campaign goals

• You provide all assets, for all possible ad locations and Google will work to do 
the rest

• Currently in Beta
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• Understand trends in your account data and how certain searches are 
performing

*Currently in Beta
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• Reels for Instagram – these are new ads - which is their push to 
be more like “Tik Tok” – see handout

• Facebook’s challenging iOS14 update will soon see a similar 
one from Android (date TBC) 

• Twitter are finally trialing new image sizes in feed to come 
away from that algorithm that “clips to a random area”

• LinkedIn now have “download document” ads which is really 
helpful for company pushes with Case studies and brochures 
etc. Especially those companies still struggling to embrace 
digital, it allows them to use their traditional collateral online

• LinkedIn have just announced competitor insights for your 
company primary

• You can now request service reviews for your LinkedIn profile
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Free resources from Anicca

https://anicca.co.uk/resource-library
https://academy.anicca.co.uk/


All rights reserved 2021


