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Me

• 25 years agency experience

• Ten years growing Great State to 100 

people Digital product business

• Thinking about Data and AI in the context 

of agencies for the last 4 years

• Back to school to learn python, data 

science and ML 

• Built machine learning based 

products

• Consulted with many agencies across 

Europe for GYDA



• Grow Your Digital Agency

• Collection of agency growth experts

• Work with founders and owners of digital 

agencies

• Help them grow the agencies they want to 

run

• 100+ clients in over 30 countries

• Key Google partner delivering insight and  

training to Google Premier Partners
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1. Direction of Travel



DIRECTION OF TRAVEL

• Context - what is driving change

• Informed guesses about the near future

• What does Generative search look like



$162bn



$700bn - $3tn



The status quo works for 
everyone*



“
“Democracy is the worst form of Government 

except for all those other forms that have been 

tried from time to time”

Winston Churchill



“
“Search engines are the worst way to access 

information online except for all those other forms that 

have been tried from time to time”

Neil Collard



Then chatGPT happened:

1. Generative AI in content creation



The needle is the same size 
but the haystack keeps growing



Then chatGPT happened:

1. Generative AI in content creation

2. Generative AI in search results



Clever tech does the heavy lifting for me







<



Generative AI is going
to change the search 

landscape



Provides references 
to content sources



GOOGLE QUANDARY

User defection Falling revenue

Increased 
cost



GOOGLE SGE

• Announced May 10th, launched 23rd

• Available as a trial in Google Labs (US only)

• August trial is extended to India and Japan (exploring language 

variations)

• Generates brand new content totally unique to the individual search

• Significant step forward from snippets 

• Ability to ask follow up questions





Main sources linked 
here



In line links to 
sources for that 

particular piece of 
content



Follow up questions 
(with memory)



Transforms to a Bard 
/ GPT chat function



Traditional links 
appear after the SGE 

box



WHERE NEXT?

• Google are being very cautious

• Most commentators predicting roll out in early 2024

• Likely to have a bigger impact than Bert – or any other 

update

• Does not just impact rankings but use of rankings



DIRECTION OF TRAVEL

• Change driven by improved user experience

• Huge implications for search businesses and advertisers

• Uncertainty in the near and mid-term



2. Likely implications



LIKELY IMPLICATIONS

• What we know so far

• Impact on organic traffic

• Impact on paid traffic



WHAT WE KNOW SO FAR

• Biggest impact on informational searches

• Served in approx. 90% of searches

• From Google SGE lead*:

• Highest satisfaction: 18-24

• Embrace use of follow up questions

• Longer more conversational search terms

• New queries Google has not seen before

• Users are still able to find ads above or 
below the SGE box

Informational 
70%

Navigational
5%

Transactional
18%

Local 
7%

*Hema Budaraju - Sr. Director of Product, Search Generative Experience, Google



Prediction 1.

Generative search will lead to 
a fall in organic traffic



A FALL IN ORGANIC TRAFFIC



A FALL IN ORGANIC TRAFFIC

?



EARLY EVIDENCE 

SGE Impact Model by Search 
Engine Land

• Early attempt to create an impact 
model

• 23 sites in tech sector

• 1,000 – 300,000 monthly 
visits

• Open-source model available

https://searchengineland.com/how-google-sge-will-impact-your-traffic-and-3-sge-recovery-case-studies-431430

• 18% - 64% drop in organic traffic
• Although one site increased traffic by 

>200%



Prediction 2.

Paid traffic will get more 
expensive
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3. Tactics and Strategies



TACTICS AND STRATEGIES

• Prepare for change

• Four tactics for improved ranking



PREPARE FOR CHANGE

• Change can always be an opportunity

• Invest the time now

• Get your team familiar with Google SGE

• Can Bing be a test bed?

• Explore SGE impact model

• Goal setting and KPIs against a rapidly changing background 
will be challenging



Tactic 1.

Good practice is good practice



GOOD PRACTICE IS GOOD PRACTICE

• SEO good practice remains good practice in SGE world

• EEAT will continue to carry great weight

• The goal becomes citations in the SGE box

• Effectively top 3 ranking

• Although traffic might not reflect this

• Original high-quality content likely to have greater impact



Tactic 2.

Optimise for longer more 
specific search terms



LONGER MORE SPECIFIC SEARCH TERMS

• Content should develop beyond the commodity information to provide full value

• Obsess about the conversational

• Evidence that Google is quoting word-for-word responses to complex questions

• “Which is faster the Ryzen 7 7800X3D or the Core i9-13900K [CPU]” direct 
quote from content: https://www.tomshardware.com/news/google-sge-break-internet

• Opportunity to achieve wins within the model – citations in SGE box are often not 
from top 10 organic results

• Witness some clients seeing an uplift in organic traffic



Tactic 3.

The importance of user intent



USER INTENT

• User intent will have a greater impact

• Accelerating the journey from keyword to intent

• Fierce competition though

• AI tools become minimum entry points

• Discover user intent

• Organise and create content at scale



Tactic 4.

Use Generative AI



USE GENERATIVE AI

• Google care about EEAT not whether created with AI

• Use of generative AI is now an entry point

• To identify the highest value content

• Create the content at scale

• Personalisation and context permutations

• Retain human oversight (for EEAT)



TACTICS AND STRATEGIES

Brace for change

Tactic 1: Good practice is good practice

Tactic 2: Optimise for longer more specific search terms

Tactic 3: The importance of user intent

Tactic 4: Use of Generative AI tools



4. In summary



IN SUMMARY

• SGE shaping up to be biggest Google update ever?

• The stakes are high

• For Google

• The economy that relies on Google

• Brace for impact

• Opportunity to emerge on top



SILVER LINING

• Google needs content creators and so needs to reward 

content creators – symbiotic relationship

• Valuable content is still valuable content

• There can be first mover advantage



Questions / Applause / Abuse?


