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The UK Search Engine Market

Search Engine Volumes 
1. www.google.co.uk 85.11% 
2. www.google.com 5.05% 
3. Bing 4.19% 
4. uk.search.yahoo.com 2.94% 

Source - Hitwise - March, 2011 - based on volume of searches.

UK Ask.com along with niche engines make up the last 3%

That’s over 
90%!!!

http://www.hitwise.co.uk/�


What is Search Engine Marketing (SEM)?

Rank in the Natural Listings 
through Search Engine 
Optimisation (SEO)

Rank in the Sponsored 
Links through Pay per 
Click Advertising (PPC)

PPC & SEO are both forms of SEM



Why Search Engine Marketing?

• 9 out of 10 UK internet users start their journey at 
a Search Engine

• Search engine marketing is advertising to people 
when they are actively searching for your product.
– They are more likely to convert 

• As of H1 2010 Internet Advertising accounted for 
24% of the total advertising market and Paid for 
Search represented 60% of the online advertising 
market

• PPC is 100% Accountable and can be Tracked 
and Optimised in real time

• PPC has the cheapest cost per lead of all forms of 
direct marketing



The Basics: Pay per Click



2 Networks for Displaying PPC Ads

The Search Network The Content Network

The Google content network comprises hundreds 
of thousands of high-quality websites, news 
pages and blogs that partner with Google to 
display targeted PPC ads. 

Serve ads on Relevant sites. Choose by theme, 
target demographic or specific site.



Formats: More than just text ads

Standard Banners on Content Network

Standard text Ads on Search Network

Standard text Ads on Content Network

Local Business ad on Google Maps Mobile text Ads

Click to play video Ads
On Content Network



Organising a PPC Campaign
• Get the Targeting right

– Country specific. City specific. Area specific. And – What time of day?

• Get the Tracking right
– What is a conversion? How many different conversions are we tracking?

• Get the Keywords right
– Start with an exhaustive list of keywords. Be ready to prune quickly. 

• Get the Ads right
– Write relevant, benefit focused ad copy. Test 3-4 ads for each of your ad groups.

• Get the Landing Pages right
– Land consumers onto the most relevant page on your site. 

• Analyse and Optimise for Profit and/or Volume
– Record the value of each sale/lead at the keyword level. Optimise based on objectives

• Let PPC influence the Product & Site



The Basics: Search Engine 
Optimisation



Why SEO? Because consumers click on the 
Natural Listings 70% of the time vs. 30% for the 

Sponsored Links

42.1% of clicks for position 1

11.9%

8.5%

6.1%

4.9%



2 Equally Important parts to SEO

On Page Optimisation
Content, Code & Meta changes to your site

Off Page Optimisation
Gain Link Equity via Link Building



On Page Optimisation
Themes are an important factor in SEO so that search engines are able to 

decipher and index a website’s content correctly. Aim for 1 theme per site.

On Page changes include:
– Keyword research - which ones drive volume?
– Content editing and creation - Make it relevant!
– Meta data - relevant titles, descriptions, keywords
– URL changes
– File names, Image tags, Link tags
– Internal linking strategy
– Coding changes - no tables, no flash, externalise CSS & java
– Xml sitemap creation, robots file creation

Overall: site content, design & coding should be optimised to 
meet strategic SEO objectives



Off Page Optimisation
Different forms of Link Building: 

• Free / paid directory submission
• Article and news submission
• Press release distribution
• Reciprocal linking
• Video & Image submissions
• Forum Threads
• Blog Comments
• Corporate Blogging
• Feed distribution
• Social Network Profiles
• Link Baiting
• Twitter!

Goal: quantity of 
quality links 
within the 
relevant vertical 
theme to build 
link equity and 
thus improve 
rankings



Integrating Search with wider 
Marketing Communications





• Name: Margaret, 45 and her 
son James, 15

• Searching: Wheelchair 
accessible days out

• Keywords: ‘wetlands centre 
disabled’

• Click type: Research
• Intent: Find an accessible day 

out for the whole family

• Margaret read an article about Lara masters 
at the Wetlands Centre in the Sunday paper

• Considering a family day out she asks 
James to do a search on Google

• They arrive at a landing page describing the 
free accessible Britain guide by Rough 
Guide & Motability

• Free to BBHs! James fills out the quick form. 
Margaret tells him to opt in to get Motability 
information

• Wanting to know more about Motability they 
click on the link to find out more…

• James bookmarks the page so they can 
show Dad when he gets home from Footy

Motability Example Consumer Journey:
PR - PPC - Online Data Capture - Drive to Brand site



Tug Client Case Studies



Case: PPC & SEO driving cheap, relevant web traffic
Client: Mr Paparazzi

Problem
• Celebrity blog, Mr Paparazzi.com was launched in November 2007 into the 

competitive online gossip arena.
• Backed by Big Pictures, Mr Paparazzi.com had the largest photo database in the UK, 

but no traffic
• The website had no visibility on any page of the major search engines
• Mr Paparazzi.com needed a cost effective way to drive high volumes of awareness 

traffic to ultimately monetize the new property

Solution
• From launch, Tug developed a PPC campaign focussing on driving cheap traffic from 

the Google content network.
• In addition, the site was optimised for the keywords: Celebrity News, Celebrity 

Gossip, Celebrity Videos and Celebrity Photos – the most searched for keywords in 
the vertical

• Tug worked with the development team to optimise the content and coding of the site, 
as well as improve the content management system, to manage the optimisation of 
daily posts.

• In January, Tug started link building: general and celebrity directories; pr and celebrity 
article submissions; posts of fresh news on news feeds; links with other celebrity 
blogs; discussions on relevant forums; exclusive videos posted on video directories, 
baiting people to come to the site for more.

Results
• After 5 months Mr Paparazzi.com had a top 5 position all targeted keywords 
• Over 60% of the site’s traffic comes from Tug’s Search activity
• Month on month direct traffic is growing steadily 
• With only PPC and SEO to build traffic, in less than 9 months, Mr Paparazzi boasted 

over 6 million page impressions a month! Making it viable to monetize the site.

http://www.mrpaparazzi.com/index.aspx�
http://www.mrpaparazzi.com/post/5376/Now-Katie-Price-Takes-A-Pop-At-Posh.aspx�
http://www.mrpaparazzi.com/post/5370/Agyness-Deyn-Im-Not-The-New-Anything.aspx�
http://www.mrpaparazzi.com/post/5364/Inside-The-Golden-Globes-AfterParty.aspx�


Truffle Shuffle – ROI-focused sales for retail

What did Truffle Shuffle want to do?
• Truffle Shuffle is an online clothing retailer competing in a 

tight margin business against small t-shirt retailers and huge 
online retailers like ASOS.

• Very simply, they wanted to stand out from the competition 
and sell more t-shirts.

How did Tug help them do it?
• We set up a PPC campaign on Google and Yahoo, using only 

very specific, product-related keywords and ad creative for 
every available t-shirt.

• We used bid management software to set strict position and 
ROI rules and focused strictly on keywords that converted for 
less than £5.25.

• Finally, we aligned with their PR efforts and measured profit 
for every keyword weekly.

How did it all go?
• At Christmas, the campaign drove 2,605 sales (of one or 

more t-shirts) at an average cost per conversion of £1.25, 
which equated to an ROI of 30:1 (revenue generated per ad 
cost).



Thank You

Nick Beck
Managing Director

Tel: +44 (0)20 7033 6930
nick@tugsearch.co.uk
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