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ABSTRACT 
Marketing is part of our daily lives; however, it has become much more sophisticated. With the advanced tech-
nology, nowadays Internet marketing is one of the most powerful marketing channels. Google has recently come 
up with a new algorithm, hummingbird, for all search results. It is designed more precisely to provide faster 
query results. This will promote both content and inbound marketing. In this essay, I will expound Google’s role 
in Internet marketing and how it promotes both content and inbound marketing. 
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1. Introduction 
In pace with the progression of economy growth, we had 
reached a common understanding that marketing trends 
and activities had undergone vast changes since the past 
decades to cater to consumers’ behaviors and buying pat- 
terns. Globalization is one of the major reasons for the 
improved economy and advanced technology today. The 
inventions of new technology hence marked the start of 
the digital revolution, which then brought the onset of the 
information age.  

Balasubramanian, Peterson & Jarvenpaa [1] explained 
that mobile commerce often viewed as an extension of e- 
commerce, is regarded as a distinct channel that conveys 
ubiquitous value by providing convenience and accessi-
bility at any time and in any place. 

With the emergence of m-commerce to e-commerce in 
our lives, consumers are more dependent on online sour- 
ces to gain information of the products they want to buy. 
Hence, it is important that business firms provide a use-
ful content of their products in order to attract customers.  

According to Awad & Ragowsky [2-5], many scholars 
agree that consumer trust is one of the key factors in-

fluencing various desirable outcomes for Internet stores, 
such as a positive influence on intentions to purchase ac-
tual buying decisions, and intentions to reuse e-services.  

According to Kim & Benbasat [6], it is worth examin-
ing the factors that have the potential to increase such 
trust. One of the ways to increase consumer trust in the 
context of B2C ecommerce is to provide trust-assuring 
arguments, which are “statements of a claim and its sup-
porting statements used in an Internet store to address 
trust-related concerns”. The effects of trust-assuring ar-
guments on consumer trust were examined from several 
aspects, such as the content and the source of a trust- 
assuring argument. With these facts in mind, the purpose 
of this study is to find out the significance of Internet 
marketing to consumers, how Google Hummingbird is 
establishing as a new market, why content marketing and 
inbound marketing are both important for business com-
panies and marketers and consumers. 

2. Google 
PR Newswire [7] noted that the search engine owns more 
than two-thirds of the market share. Therefore, no Inter-
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net marketing company can discount the power of 
Google, specifically when new algorithms are announced. 
These algorithms refer to what Google, Yahoo, Bing or 
other search engines use to sort through the billions of 
websites on the Internet to return the best results to first 
page, if not the first search result.  

According to researches and statistics online, Google 
is the world’s most popular search engine. When it comes 
to searching for information online, it is no doubt that 
Google would be the first choice appearing in users’ mind.  

Google has a number of competitive advantages. Mat-
thews [8] explained that one of the competitive advan-
tages that Google boasts is all of its innovation services. 
While the case lists 40 different Google services, a Wi-
kipedia article lists well of 100 Google services including 
the renown “Google Search”, Gmail, Blogger, Google Fi- 
nance, Google Docs, Google Apps, Adsense, and Google 
Chrome, just to mention a few. While many of these ser-
vices were developed in-house, Google has also greatly 
expanded its services through acquisitions, with You-
Tube, being a classic example. 

While there are so many services that is offered by 
Google, whichever website that we visit will eventually 
link its way back to Google. Hence, it is remaining as 
one of the top first choices search engine.  

In discussing the incredible value of Google’s services, 
Matthews [8] claims that it lies in the fact that Google 
can offer nearly all of their services at zero cost to web 
users. Because of the number of services and users, 
Google is able to offer an attractive advertising model 
and make billions of dollars every year. Because of its 
infrastructure, Google is able to offer an incredible range 
of services. Google gives its users the chance to enjoy a 
“one-stop-shop” for all their Internet and computing 
needs. This is a hard advantage for competitors to over-
come; however, Google must continue to innovate in 
order to make this advantage sustainable. 

2.1. Google Hummingbird 
According to Henshaw [9], claimed that Google’s recent 
September 2013 algorithm update was a major overhaul 
of the search engine and focuses on creating a more “se-
mantic web” which understands user search “intent” 
more than prior. With the advent of greater voice based 
searches being conducted, this essentially creates a much 
smarter search engine which can decipher intent to a 
greater degree and return results which are more in line 
with user intent. As noted by Jumpfactor [10], its analy-
sis indicated that the seo content marketing methodology 
of today will need to shift even more towards complete 
user focused writing while minimizing “gaming” tactics 
or “seo keyword” tactics, which so many SEO firms em-
ploy today. 

Adding on, Henshaw [9], in September, 2013, Google 

announced the biggest update to its search engine in over 
a decade, which it named Hummingbird. Henshaw [9] 
stressed that the search algorithm is the heart of the 
search engine. It analyzes and makes sense of billions of 
pages in order to provide the most relevant search results. 
The update included a major rewrite of Google’s entire 
algorithm, affecting more than 90% of search results. 

2.2. What Do You Need to Know about 
Hummingbird?  

According to Henshaw [9], nothing about your funda-
mental content strategies need to change, but that some 
of your tactics will be more important than others con-
cludes that Hummingbird presents the opportunity to 
create content that is more focused on a searcher’s true 
intent. Writing less ambiguous copy, using synonyms 
and when relevant, including structured data, may give 
your content the edge it needs to outperform your com-
petition. 

2.3. How Does the New Algorithm affect 
Businesses? 

With the fact that Hummingbird presents the opportunity 
to create content that is more focused on a searcher’s true 
intent, websites, pages or blogs of businesses should 
contain more liable and related content that the searchers 
are looking for.  

Hence, it is clearly to see that Google Hummingbird is 
emphasizing the content for searchers and this promotes 
content marketing. 

As explained by Laurel [11] from a business perspec-
tive, the algorithm change makes it more important than 
ever for businesses to ensure both Google, and more im-
portantly, their potential clients, can reach every page on 
their website through mobile devices. Being world’s 
most popular and the first web search engine introducing 
the new algorithm, searchers are bound to use Google as 
their most prior choice of channel for web searching.  

In addition, when this new algorithm has been an-
nounced, Rautenbach [12] predicted Internet users would 
have flocked to the web to find out more about how 
Google’s new algorithm update affects them.  

According to Aspinall [13], head of content at B2B 
Marketing said: “Along with social media, perhaps even 
as a consequence of its assent, content marketing is the 
B2B marketing world’s concept du jour. The wisdom of 
the central concepts behind inbound marketing tech-
niques goes largely unchallenged, and brands across the 
world are rushing to reap the rewards of its successful 
adoption promises. This research reveals that marketers 
are fully signed up to a content-focused future. 

3. Content Marketing 
The change of Internet use for information is drastic and 
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this had a deep impact on Internet marketing too. People 
are much more marketing-smart now and are more skep-
tical towards the information they receive. They know 
what sources of information are accountable for and are 
not blinded by the advertisements. Rather than the brands 
or packaging of what businesses and companies have to 
offer, the consumers are more concerned and interested 
with the insights or content.  

According to Content Marketing Institute [14], con-
sumers have shut down the old-fashioned domain of 
marketing. They possess their own DVRs to avoid tele-
vision advertising, often overlook magazine advertising, 
and now have become so skillful at online surfing that 
they can take in online information giving any attention 
to banners or buttons. Content Marketing Institute [14] 
defined content marketing as a marketing technique of 
creating and distributing relevant and valuable content to 
attract, acquire, and engage a clearly defined and un-
derstood target audience, with the objective of driving 
profitable customer action. 

On the whole, the purpose of content marketing is to 
draw the attention of customers and build a long-term 
and fruitful relationship with the customers to create 
customer loyalty. With the aim of that, marketers or busi- 
ness firms have to constantly come up with new innova-
tions or ideas that are appropriate and liable. The key is 
to be able to create a competitive strategy to alter the 
market values of consumers. 

According to Content Marketing Institute [14], content 
marketing is being used by some of the greatest market-
ing organizations in the world, including P&G, Microsoft, 
Cisco Systems and John Deere. With better understand-
ing of the importance of mobile content strategy, it is 
important that every aspects of businesses focus on con-
tent marketing (Figure 1). 

4. Effect of Content Marketing to Marketers  
According to the DeMers [15], one of the main ways that 
companies are establishing authority and gaining trust 
with consumers is consistently creating valuable content 
through a variety of channels. This typically involves 
relevant industry information that provides insight or en- 
tertainment to an audience. Doing so allows a company 
to steadily build rapport with its demographic and de-
velop a loyal following. 

Pulizzi [16] stated that content marketing remains a 
top priority for marketers going into 2013: 9 out of 10 
marketers are using content marketing which was just as 
we have seen in the previous two years. 

Content Marketing Institute [14] indicated that content 
marketing is the art of communicating with your cus-
tomers and prospects without selling. It is non-interrup- 
tion marketing. Content Marketing Institute [14] stated 
that instead of pitching products or services, businesses 

are delivering information that makes their buyers more 
intelligent. The essence of this content strategy is the 
belief that if businesses deliver consistent, ongoing val-
uable information to buyers, they ultimately reward 
businesses with their business and loyalty. 

5. Social Media Marketing 
Social media and social networking has also contributed 
to the increase of Internet use and nowadays, more older 
people are active online. Everyone wants to stay con-
nected and keep news up-to-date. Hence, social net-
working is driving the usage of mobile, which will pro-
mote digital content marketing, inbound marketing and 
other Internet marketing channels. Another factor to-
wards increase in mobile usage is the innovation of post- 
PC products like tablets, iPads and smart phones. People 
no longer have to rely only on PCs for access to Internet 
or social use.  

According to Brenner [17], now social media networks 
and mobile Internet access are making content the hot 
new thing in marketing. Content our customers want. 
Content our customers can consume whenever and whe-
rever they want. Brenner [17] predicted the future of 
marketing that the truly “social business” will use all of 
its employee resources to communicate with buyers, cus- 
tomers, partners and potential future employees (Figure 
2). 

6. Inbound Marketing 
According to Caragher [19], inbound marketing is about 
creating and sharing content. It is a marketing metho-
dology that focuses on getting found by prospects 
through blogs, podcasts, eBooks, eNewsletters, website 
pages, whitepapers, search engine optimization, social 
media marketing, and other forms of content marketing. 
By creating content specifically designed to appeal to 
your ideal clients, inbound marketing attracts qualified 
prospects to your firm and keeps them coming back for 
more.  

All marketing channels are paid media. SEO requires 
tremendous effort. Kim [20] claimed that thousands of 
new websites are launched every day, but the first page 
of the search results isn’t getting any bigger. In fact, if 
we look at the trends in mobile search, the SERP is get-
ting smaller. That means the competition to get on the 
first page of Google is getting exponentially greater all 
the time. Caragher [19] stated that 71 percent of busi-
ness-to-business (B2B) buyers get their information from 
the Internet. Caragher [19] also stated that when pros-
pects are looking for the services of what any firm pro-
vides, the inbound marketing methodology can help them 
find the firm. In addition to finding the firm, they must 
be able to locate the information they are seeking. It’s all  
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Figure 1. An infographic analyzing B2B’s marketing between most-used content types and most-effective content types [13].  



How Google’s New Algorithm, Hummingbird, Promotes Content and Inbound Marketing 

OPEN ACCESS                                                                                      AJIBM 

55 

 

 
Figure 2. An infographic of the state of social media mar-
keting [18]. 

about the prospect—not the firm. 
As observed by Caragher [19], inbound marketing is 

more about pulling customers to the company and prod-
ucts, in a way that customers approach the company it-
self. Consequently, once content is created, it must be 
optimized for search engines and shared via social media. 
Search engine users overwhelmingly click on organic 
results on Google and Bing by a boundary of 94 percent 
to 6 percent. 

7. Marketing Point Of View: Inbound 
Marketing Vs Content Marketing 

According to Lieberman [21], inbound marketing is a 
broad, high level, descriptive term for marketing strate-
gies that, instead of pushing interruptive messages out to 
clients, engage prospects and pull them in to the business. 
The goal of this methodology is to help prospects get to 
know, like and trust the company. In contrast, Lieberman 
[21] also stated that content marketing is an important 
part of inbound marketing. It is the same way a business 
company’s website, email marketing, lead nurturing, 
video marketing, search engine optimization and other 
tactics are part of an integrated Marketing Machine. 
Meanwhile, Mann [22] stressed thatthe phrase “content 
marketing” has both more measured and broader conno-
tations. 

While comparing the definitions of both inbound and 
content marketing, it has been observed that both mar-
keting methods are parallel. Isca [23] stated that both 
marketing methods differentiate are based on how and 
what they are being referred to. There are many different 
opinions and definitions towards the differences or simi-
larities of content and inbound marketing; it is how they 
are being perceived. 

From the marketing point of view, both content and 
inbound marketing are equally important and efficient 
towards promoting a smarter and better content for cus-
tomers. Both are essential for e-commercialization and 
m-commercialization with strong marketing tools.  

8. M-Commerce  
According to Abdullah et al. [24], m-commerce is a nat-
ural enhance version of e-commerce that allows users to 
interact with other users or businesses in a wireless mode 
wherever and whenever. Online shopping now also hap-
pens on post-pc devices such as smartphones, iPads or 
tablets. According to Aaron [25], it is also figure out that 
over one third of shoppers made minimum one purchase 
through smart device during the last 6 months. M-com- 
merce was only 3% of e-commerce as on 2010 and at the 
end of last year’s holiday, it has risen up to 11%.  

Kang and Kim [26] revealed the increased use of mo-
bile communication and the swift growth in mobile 
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shopping technologies have considerable financial poten-
tial, especially for business-to-consumer retail markets. 
Basically, m-commerce is one of the business transac-
tions where price or essential terms were negotiated over 
an online system such as an Internet, Extranet, Electronic 
Data Interchange (EDI) network, or electronic mail sys-
tem.  

Digital Content Marketing 
Rowley [27] introduced the concept of digital content 
marketing, or the marketing of products, in which both 
the entity and the delivery of the product are digital; such 
digital content is an increasingly important part of the 
commercial landscape (p. 518). 

9. Discussion 
As supposed by Google, Sullivan [28] noted that Hum-
mingbird is paying more attention to each word in a 
query, ensuring that the whole query, the whole sentence 
or conversation or meaning is taken into account, rather 
than particular words. The goal is that pages matching 
the meaning do better, rather than pages matching only to 
a few words. Hummingbird only accommodates different 
ways that users search on Google. Looking ahead, Cla-
burn [29] noted that Google can be expected to continue 
pushing the development of predictive search (Google 
Now) and voice search, because typing on a mobile de-
vice is slow and often impractical. 

It is difficult to predict exactly what the future will en-
tail, because Google is predictably unpredictable, but it is 
said to be safe that this update is a clear move towards a 
more Semantic Web, which aims at getting a better un-
derstanding of “aboutness” and not just from markup of 
entities, but in the ability to extract sentiment from the 
structure of a sentence. Henceforth, there is probably 
more coming. Egan [30] claimed that the answer is feasi-
ble in a more “implicit” search. Moreover, once users are 
on the Internet with their smartphones, 92.2 percent of 
users visit Google sites, followed by Facebook, at 84.6 
percent; 83.2 percent visit Yahoo sites; and 68.6 percent 
go to Amazon sites. Vaughan-Nichols [31] claimed that 
this mirrors overall US Internet use, where Google, fol-
lowed by Facebook, are the top two contenders. 

10. Conclusion 
Web searching, social networking, digital advertising or 
vice versa are somewhat the matter-of-fact routine or 
activity for the people living in this digital age. With 
more varieties of smart devices and web search engines, 
users are able to do their search online. Whether it is 
Google Panda, Google Penguin or Google Hummingbird, 
old or new algorithm, Google is consistently triggering 
and marking up new innovations and ideas with ad-

vanced improvements and services to its consumers. 
With the new algorithm updated to such an advanced 
search, it allows searchers to easily retrieve the informa-
tion or answers they want. My hypothesis was to find out 
Google’s new algorithm, hummingbird’s role in promot-
ing content and inbound marketing, and also how its 
marketing strategy is arising as a new market idea. After 
collecting data, studying and finding the factors of 
Google’s hummingbird, it is observed that Google has 
promoted the two marketing strategies. With the new 
algorithm providing an enhanced and smarter result, 
searchers will get to learn facts through web searching 
and gain more knowledge. This is a win-win situation for 
both marketers and customers. To achieve a better revo-
lution, intelligence is a key factor. It is sure that Google 
is going to surprise us with any new interesting algo-
rithms or applications. We notice that the pattern of web 
search has moved from typing to voice searching. Who 
knows—maybe the next algorithm for searching is brain 
scanning. With human intelligence, the future of tech-
nology will always remain unpredictable. 
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