


3 ways Search Engine Marketing 
affects FMCG



Agenda

• Why is SEM different for FMCG?

• Search in the consumer purchasing cycle

• Owning the Search Engines Results Page (SERP)

• Using Search to amplify your offline campaigns

• Case study milk&more (Dairy Crest) 



Why Search Engine Marketing is different 
for FMCG?

Therefore...

• Can be hard to find Brand site
• Difficult to find campaign sites
• No relevant content on Products
• Online Brand authority and presence does not reflect position offline

Big opportunity for FMCG companies to grow Brand visibility

• FMCG are not traditionally transactional websites 

• Resellers drive online sales for the Brand and Product

FMCG companies are late into the SEM game



1. Search in the consumer purchasing cycle



Customer Purchase Cycle

Purchase

Consideration

Interest 

Awareness 

Desire

Loyalty

But dont forget consideration, 
desire stages and loyalty for 
retention purposes.

Interest, Awareness & 
Purchase Stage are key 
stages for consumers using 
Search Engines



Search results for broad/product specific terms
Let’s follow the typical journey for someone searching for ‘stain remover’

BUT NO BRAND SITES

Advice and guide sites

Comparison sites

Shopping Feeds

Wikipedia

Re-sellers via PPC

Articles



Search results for broad/product specific terms
A narrower search ‘stain remover for clothes’ produces similar results

STILL NO BRAND SITES



Search results for broad/product specific terms
A customer journey for researching may also take in shopping feeds/review sites/forums 
and discussions to find out more about a product that does the job...



To Recap: Put your Brand on the shelf! BE VISIBLE

There are few FMCG Brand sites present in natural search for navigational searches

Category and product searches dominated by review/comparison sites 

Opportunity to engage with a searcher at very start of journey as no 
contact with Brand until in shop 

Be front of shop, not in the cupboard!



2. Owning the SERP to encourage engagement 
and loyalty



Own the SERP for a subject area or a ‘how to’ 
search

Chose your ground

Be an authority and 
provide information 
that people need and 
are actively searching 
for

Presenter
Presentation Notes
For FMCGs it is not about owning the SERPs for the type of product i.e. 
Flash floor wipes, as site is non-transactional

Opportunity for FMCG to be an authority 

Engage with potential customers by providing interesting & useful content

Encourage loyalty by providing information

Produce a content strategy around your chosen keywords 
i.e. ‘red wine stain removal’




Develop a Content Strategy

• Forums posts
• Articles
• How to...
• Discussions
• Review sites – blogger reviews
• Videos
• Blog
• Social buttons and sharing

Produce good quality content on and off site about ‘removing red wine stains’ to start 
owning that space



Remember‘Word of mouth’via content

Social buttons to share
content



3. Using Search to amplify your offline campaign



How search can be used to amplify offline

• Optimise campaign/offer microsites to drive traffic and own Brand search space
(Longer term it could be a destination point for people interested in the brand) 

• Optimise advert to own Brand search space
• Use PPC to support TV spots to capture and drive traffic
• Use search data to understand effectiveness of offline marketing campaigns.

• Optimise for strapline



Top tips on using Search to measure offline 
performance

1. Communication and Sharing
Set up cross digital meetings to discuss up and coming campaigns and creatives

2. Discuss Results
Get feedback from marketing team i.e. What messaging worked

3. Controlled Tests
Develop geo-targeted search campaigns to support regional tests

4. Allocating Budgets
Plan marketing mix to invest in most efficient offline channels



Quick Recap:  3 Ways Search can affect FMCG

1. Be present online when consumers are in the interest, awareness (research) and 
consideration phases
Get the same visibility online as offline

2. Optimise for navigational searches
Optimise content for informational searches – be an authority!

3. Communicate the marketing plan and let Search support offline and add 
learnings



milk&more

- Increasing CPA focused registrations 
- Integrating with ATL 



Problem

However....

• Because of site restrictions potential customers/search engines could not see content behind the 
registration page 

• Content on the site could not be indexed and potential milk&more customers were unable to 
search the site and look around the shop

• No visibility for keywords at category level (milk, bread, eggs) on SERPs
• No visibility for keywords at product level (Cathedral City Cheese, 1% milk) on SERPs
• No visibility for local search (milk delivery Macclesfield, Oxford, London )

milk&more are bringing milk delivery into the 
21st Century



Solution

• PPC campaign across search and content network

• Built optimised landing pages that sat outside the main site. 

• Then opened up the site to search engines

• Intensive and creative link building campaign including:
Article creation and submission
PR submission alongside PR team
Blogger outreach 
Local profile creation (Qype, brown book)
Social Bookmarking
Guest Blogging



Solution

• Integrated SEM activities to support first TV campaign
 PPC budgeted weighted towards TV spots
 Optimised for ‘little store at your door’
 Ad copy that reflected the offer
 Sub-related keywords around the soundtrack & strap line 
 Bids pushed for actual products shown in the ad. 
 TV advert optimised for the strapline & distributed to various video hubs

• Launched milk&more’s first affiliate scheme on Affiliate Window as a virtual sales force.



Results
21% of keywords in #1 google.co.uk
36% of keywords in top 5 positions in google.co.uk
82% of keywords in top 10 positions in google.co.uk
100% of keywords in top 20!

Presenter
Presentation Notes
NOTES:
Awareness leads to Visit leads to.....



Results
Non-brand SEO Traffic & registrations

TV
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Results

PPC

Map

Article

Article

Local

Local
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Results

• PPC spend was increased by 65% during TV ad to maximise visibility. 
• PPC search volume increased by 103%, 
• PPC traffic by 120%
• CPA reduced by 28%. 
• Brand conversions increased by 260% & non-brand by 70%
• CPC dropped by 4%. 
• Organic non-brand traffic grew by 142% and brand by 204% 

TV and the halo effect on search: 

Results show a significant uplift in all SEM metrics for milk&more when running 
search and TV together. 

Presenter
Presentation Notes
NOTES:
Awareness leads to Visit leads to.....



Thank you!
Faye Farman
Account Director

Tel: +44 (0)20 7033 6940
faye@tugsearch.co.uk

mailto:faye@tugsearch.co.uk�
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