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About Econsultancy

Econsultancy is the leading source of independent advice and insight on digital marketing and e-
commerce.

Our reports, events, online resources and training programmes help a community of over 80,000
registered marketers make better decisions, build business cases, find the best suppliers, look
smart in meetings and accelerate their careers.

Econsultancy is an award-winning online publisher of rep orts covering best practice, user
experience benchmarking, market data, trends and innovation, and supplier selection aimed at
internet professionals that want practical advice on all aspects of ebusiness.

Econsultancy also operates a highly populartraining di vi si on, used by some of
prominent brands for staff education, both in -house and via public courses. We provide training

across all areas of digital marketing and at all levels from oneday courses to diplomas to Masters

in Digital Marketing.

In addition, we host more than 100 conferences and eventsa year, such as The Online Marketing
Masterclass, regular Supplier Showcases and Roundtablesan annual Future of Digital Marketing
event, Digital Cream and a range of social events.

The Econsultancy site now attracts 175,000 unique users per month where they access research,
read the blog and take part in discussions in the forums. And as a portal to the digital marketing
community, Econsultancy members can also link up with other members and digital suppliers
through our directories, as well as find a new job or new digital talent using the job listings.

Some of Ec ons uside membersinglude: IGooglay Yahoo, MSN, MySpace, BBC, BT,
Shell, Vodafone, Yell.com, Dell, Oxfam, Virgin Atlantic, TUI, Barclays, Carphone Warehouse, IPC
Media, Deloitte, T-Mobile and Estée Lauder.

Join Econsultancyt oday to | earn whatoés hapuemiworgs. i n di gi t

Call us to find out more on +44 (0)20 7681 4052 or contact us online.
http://econsultancy.com
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About Guava

Guava, the sponsor of this research, is a digital marketing agency with over 150 employees in
Denmark, Sweden and the United Kingdom. Guava specialise in enterprise Search Engine
Optimisation, advanced Pay Per Click management, analytics consultancy and web development
in the UK.

Its rapidly expanding team is dedicated to providing top quality services to those companies
serious about their search marketing success online.

Guava is a Google Enterprise Professional Partner, Google AdwordQualified company and a
Google Analytics Authorised Consultant. Current Guava clients include Confused.com, Black &
Decker, CNET, Mars Drinks and the Royal Mail.

For more infor mation about the search engine marketing services provided by Guava, please
contact Martin Dinham on 0870 0630707 or email uk@guava.com
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3. Executive Summary and Highlights

This is the third annual UK Search Engine Marketing Benchmark Report published by
Econsultancy in association with Guava. There weremore than 800 respondents to our 2009
research request, which took the form of an online survey in February and March 2009.

The research covers paid search, search engine dpnisation (SEO) and social media marketing.
Respondents included both client-side (in-house) search marketers and supply-side respondents
(including agencies and consultants).

3.1. Key findings

Company respondents were asked whether theyexpect budgets to inaease or decrease over
the next 12 months across a range of digital marketing channels.Search engine optimisation
is the area where companies are most likely to be investing more money, with 55% of
respondents expecting an increasein their budget . Just under a third of respondents (31%)
say that SEOspending will stay the same and only 6% say there will be decreased investment.

Paid search budgets are also muchmore likely to be on the increase, adding further credence
to the theory that businesses are urning to online channels where there is measurable return
on investment. However, while 45% are increasing their budgets for paid search, 1% of
respondents say they are decreasing their spending.

The picture is least positive for online display advertisi ng, although there are still more
organisations (24%) who are increasing budgets than there are companies cutting back (16%).

According to agency respondents,social media marketing is the channel where clients are
most likely to be boosting their invest ment over the course of the next year.

Just under half of company respondents (48%) report that SEO return on investment (ROI)
has gone up in the last year, compared to only 6% who say that ROI fromthis channel has
gone down.

For paid search, 43% reportthat ROI has increased compared to 15% who say that it has
decreased.

It is clear that Google remains king, with 85% of responding companies utilising the search
engine for paid search. 94% of agencies say their clients typically pay to advertise on Googl.

Approximately half as many responding organisations (44%) use Yahoo, whilst a third (30%)

are using Live (Microsoftés platform). Yahoo h
with 5% fewer company marketers now using Yahoo for paid search.Similarly, 7% fewer
agencies say their clients pay to advertise on

In the social media arena, Facebookcontinues to dominate, with 65% of companies currently
using the social networking site as part of their marketing strategy . Twitter in particular has
shown phenomenal growth since last year. Last yearonly 3% of responding organisations said
that they were using Twitter in their marketing strategy, compared to an overwhelming 49%
for this year.

Only 5% of companies are payirg to advertise onmobile search listings and, surprisingly, that
percentage has not increased since last year although 23% are planning to do this. More than
two thirds of respondents say this is either not on the radar yet (37%) or that they haveno
plans to use mobile search (32%).

The proportion of company respondents who say that they are tracking paid searchreturn on
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investment effectively has increased from 33% last year to 45% in 2009. For SEO, there has
been an even bigger increasdin those tracking ROI effectively), from 20% to 35%.

Survey respondents were asked specifically about the factors which had negatively affected
their return on investment from paid search in the last 12 months. The higher cost of clicks
emerged as the most significant issue and CPC (cosiper-click) inflation is being driven both
by increased competition and efforts by the search engines to extract as much profit as they
can while still delivering return on investment.

Just over a third of respondents (37%) said that the credit crunch was explicitly an issue and a
similar proportion (34%) said that lower conversion rates were negatively impacting ROI.
These factors are very closely related.

Only 5% of respondents report that the end of best practice funding has negatively impacted
their return on investment. The changein Goo gl eés t r ade mahlakhadbmokdfi ng ¢
an impact, with 15% of company respondents citing this as a negative factoraffecting ROI.

3.2. Other highlights

3.2.1. Type of search activities and search service

There has been a significant increase since last year in the number of agency respondents who
say their company focus is purely on PPC, a jump from 12% to 22%. There has only been a
small drop (2%) in the proportion of agencies purely working on SEO, but a larger fall (8%) in
the number of agendes focused on SEO and pid search equally.

For SEO, therehas beena significant 8% increase in the proportion of companies who say

they are working on their natural search in-house in conjunction with using an agency. The
proportion of respondents who say they use agencies is still around 50% but only 11% are now
completely relying on this outside support without any internal capability.

The most commonly used paid search services offered by agencies ar&eyword research
(70%), ROI tracking & analysis (66%) and automated bid management (55%).

Since 2008, there is increased use of all paid search services apart frontlick fraud audits
(-2%) and landing page optimisation (-4%) where uptake has dropped slightly. However,
around a third of companies say they are planning to use each of these services.

Keyword research and position monitoring are the two most commonly used SEO services,
as they were in 2008. The biggest increase in uptake of a particular SEO sende since 2008 is
for online PR optimisation (+8%). There has been a 5% drop in the proportion of
organisations calling on their agencies to help with landing page development.

3.2.2. Searchbudget

Almost half of companies (47%) are spending at least £10,000 per year on search engine
optimisation, and a fifth are spending at least £50,000 annually on SEO. Just under a third of
responding companies (32%) are spending at least £100,000 annual on PPC.

More than half of responding organisations (55%) say they are spending less than £5,000 per

year on social media marketing. Those spending large sums of money on social media are

definitely in the minority, with only 4% spending more than £50,000 each year. A quarter of

companyr espondents say t heyhegaresgendingon sogial rhediav mu c h t
marketing .
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3.2.3. Search planning and issues

The lack of internal resource (cited by 44% of organisations) and alack of budget (31%) are

the biggest problems holding company marketers back from being as successful as they would
like at SEO.

In-company politics and culture has become more of a barrier to successful SEO tha it was
in 2008. Difficulty of implementation is now significantly less likely to be cited as a major
barrier.
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Introduction by Guava

Wearepeased to be invited to be Econsultancyos
year running.

This year we are especially pleased to note that most companies are looking to continue to invest
more money in search engine optimisation and paid search, despite the current economic climate.

We were delighted by the response to the 2007 and 2008 reports and feel we have gone some way
to achieving our aim of providing the most comprehensive and useful piece of year on year Search
Engine Marketing research in the UK.

The tracking of both SEO and paid search results has continued to increase, however at just 45%
of companiestracking their ROI from paid search effectively there is certainly room for significant
improvement. As a result of our status as a Goode Analytics Authorized Consultant and Omniture
Premiere Partner and the capabilities of our team, Guava will be focusing their efforts this year in
assisting companies with ensuring that their analytics accounts have been correctly configured, in
order th at clients receive the most granular information about their searched based marketing
campaigns.

Social media seems to have taken hold as a significant part of companie@marketing strategy with
Facebook and Twitter dominating the landscape. Despite beingadopted as an important
marketing tool, so far companies are committing a very small portion of their budget to this. At
Guava we predict that Social Media Marketing will move from an integrated part of our SEO
campaigns to being delivered as a standaloneservice. This change will occur over the coming year
as larger companies want to take more control of this element of their marketing.

We hope that you find the results present an interesting insight into the Search Engine Marketing
landscape in the UK andthat they are useful for you and your company in the coming months.

Lucy Cokes, Director
Guava

WWW.guava.co.uk

UK Search Engine Marketing Benchmark Report 2009 in association with Guava.co.uk G UAVI \ Page6

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage
and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2009

r

es


http://www.guava.co.uk/

5.1.

5.2.
5.2.1.

Methodology and Sample

Methodology

This is the third annual UK SearchEngine Marketing Benchmark Report published by
Econsultancy in association with Guava. Many of the questions in the survey have been repeated
over this time period, enabling us to compare data and look at trends.

There weremore than 800 respondents to our 2009 research request which took the form of an

online surveytin February and March 2009. Respondents included both client -side (in-house)

marketers and supply-side respondents (including agenciesand consultants). The findings are

shown for both client-si de (or 0 c o mp a ndsuppliersigeq @géneyr tess@)o nadre nt s 6
separately.

I nformation about the survey, including the Iink
incentive for taking part was access to a complimentary copy of this report just before its
publication on th e Econsultancy website.

I f you have any questions about the research, pl
Linus Gregoriadis (Linus@econsultancy.com).

Respondent profiles
Company or agency marketer?

More than 400 of the survey respondents (49%) are in-house company digital marketers,
compared to 39% who work for agencies.

Figure 1 Which of the following most accurately describes your job role?

Fart of an organisationwhich uses search engine marketing {client-side)
B Agency / consultant offering search engine marketing services
B Meither

Response: 881

1 Econsultancy uses Clicktools for its online surveys
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5.2.2.

Annual company turnover

Figure 2 shows that companies across a range of sizes are well represented. A fifth of companies
(20%) have an annual turnover of less than £1 million. Some 29% work for organisations
generating more than £50 million. Agency respondents typicdly work for organisations with a
lower turnover [ Figure 3].

Companies

Figure 2: What is your annual company turnover?

30%

25%

25%

20%
20% —

15% ——

10% ——

5% —

0%

<E1 million £1-10 million £10-50 million  £50-150 million >E150 million

Response: 310
Agencies

Figure 3: What is your annual company turnover?
60%

50%
50%

40% ——

0
300 — 29%

20% —

0% — 8%

30 204

0%
<£1 million £1-10million  £10- 50 million £50-150 million  =£150 million

Response: 250
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5.2.3. Business sector

The best represented sectors are retail 54 respondents), financial services (51), publishing (35)
and travel (28).

Companies
Figure 4: In which business sector is your organisation?

20% 19%
180 —H0
16%
14%
12%
10%
8%
6%
4%
2%
0%

" 16%

3%
2% 2% 2%

1% qo4 40 18

Response:318

GUAVA ...
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5.2.4. Geography

Some93% of company respondents are based in the UK(Figure 5). The agency sample is slightly
less UK-dominated (89%).

Companies
Figure 5: In which country / region are you personally based?

100%

93%
90% ——

80% ——

0% ——

B0% ——

50% ——

40% ——

30% ——

2000 ———

10% ——
4% 1% 3%
0% [ I

Lk Europe (non-UK) Morth America Other

Response: 318
Agency results

Figure 6: In which country / region are you personally based?
100%

59%
90%

80% ——

0% ——

0% ——

S0% ——

40% ——

30% ——

200 ——

0% — 0 4%

_ 2%
0%

LK Europe (non-UK) Morth America Other

Response: 253
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6. Findings
6.1. Type of search activity and search services
6.1.1. What type of search activity (SEO / paid search)?

As was the case last year, the overwhelmig majority of company respondents are involved in
both paid search and search engine optimisation (SEO). Since last year, there has been a
4% drop in the proportion of responding organisations involved in paid searchand a 2% increase
in those doing SEO [Figure 7].

Companies
Figure 7: Is your organisation involved in the following types of search
marketing?

98% 97%

95% 95%

96%

94%

92%

90%

85% 8%

88%

86%
84%
84% —
82% —
80% —

78% ——

T6%

2009 2008 2007

Paid Search (Pay per click) B Search Engine Optimisation (SEOQ / natural search)

Response:377
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6.1.2. Main agencyfocus (SEO and / or paid search)?

Since last year, there has been a significant increase inhie number of agency respondents who say
their company focus is purely on paid search, a jump from 12% to 22%.

There has only been a small drop (2%) in the proportion of agencies purely working on SEO, but a
larger fall (8%) in the number of agencies focused on SEO andpaid searchequally.

Agencies
Figure 8: What area of Search is your main focus as aragency?

0%

45%

40%

3 5 D/D 1 34 D/D

32%
30% —

25% —

3%
20% —

15% —

10% —

QL
[=hryn)

5%

1B

SEOQ and Paid Search Search Engine Faid Search (Pay per Other
equally Optimisation (SEQ) click)

5% —

0%

2009 wm2008

Response:295
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6.1.3. Is search marketing done in-house or by agency?

The |l ast 12 months haven o6t ofwhetbencomparieb aremcarsyiegmoet n t
their paid search activity in -house or via an agency Figure 9]. Companies are slightly less likely
to be using an agency exclusively.

However, for SEO [Figure 10], there is a significant, 8% increase in the proportio n of companies
who say they are working on their natural search in-house in conjunction with using an agency.

The proportion of respondents who say they use agencies is still around 50% but only 11% are now
completely relying on this outside support withou t any internal capability.

Companies
Figure 9: Do you carry out your paid searchin-house or via an agency?

100%

90%

80%

70%

50%

50%

40%

30%

20%

10%

0%
2009 2008

In-house mAgency mBoth wMNeither

Response: 376
Companies
Figure 10: Do you carry out your SEO in-house or via an agency?

100%  — p— —
0%
80%
70%

50%

50%

40%

30%

20%

10%
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2008 2008
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6.1.4.

Plans to keep or change status quo (irhouse or agency)

The charts below show a 5% increase in the proportion of responding organisations planning to
keep both paid search [Figure 11] and SEO [Figure 12] in-house. Correspondingly, there has been
a slight decrease in the number of responding organisations who are planning to keep their
agency for both channels.

Companies

Figure 11 Where relevant, are you planning to keep paid searchin-house?
100%

90%

80%

70%

40% ——— S

30%

20%

10%

0%
2009 2008
Will keep in-house  ®Planto bring in~house mLooking for agency = Planto keep agency

Response: 372
Companies
Figure 12 Where relevant, are you planning to keep SEO inhouse?
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6.1.5. Paid search serviceqsupply and demand)

Figure 13 shows the level of uptake across the spectrum of mainpaid search services offeredby
agencies. As was the case last year, the most commonly used services aeyword research
(70%), ROI tracking & analysis (66%) and automated bid management (55%).

Figure 14 shows that there is increased use of all paid search services apart frontlick fraud
audits (-2%) and landing page optimisation (-4%) where uptake has dropped slightly. However,
around a third of companies say they are planning to use each of these services.

The biggest increases are forcompetitor research (+9%) and ROI tracking & analysis (+7%).

Companies
Figure 13 If you use an agency, whatpaid search services do you use?

100% — — — —
90% 15%

80%
70%
60%
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40% — — — — — — — — —

40%

30% — — — — — — — — —
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Response: 272

Company trends
Figure 14: Change inpaid search services used (since 2008)
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Keyword research, copywriting and ROI tracking & analysis are the paid search servicesmost
commonly offered by agencies [Figure 15].

Agencies[Figure 16] are more likely than last year to be offering eachof the paid search services
shown below, apart from automated bid management (no change) and click fraud audits (-6%).

There is a cleardifference in the demand for automated bid management , and the extent to
which agencies are supplying this.More than half of companies (55%) said that they use this
service [Figure 13] but only 37% of agencies are offering this.

The reverse is true forlanding page optimisation , with 78% of agencies offering this but only
40% of companies using this service. This may bepartly because some companies have
recognised the importance of this issue and addressed it to the extent that agencyservices are no
longer required.

Agencies
Figure 15 If you manage paid search for clients, which services do you offer?
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Agency trends
Figure 16: Change inpaid search services offered by agencies since 2008
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6.1.6.

SEO services(supply and demand)

Keyword research and position monitoring are the two most commonly used SEO services, as
they were in 2008. The biggest increase in uptake of a particular SEO service since 2008 is for
online PR optimisation (+8%).

The boundaries between PR and SEO have become increasingly blurred and companies typically
recognise that their search agencies hae an important role to play in boosting their online PR.

SEO is moving out of the realms of just being a technical discipline, and becoming more closely
integrated with an array of different online media including video and images as well as written

copy.

Surprisingly, given its importance, there has been a 5% drop in the proportion of organisations
calling on their agencies to help with landing page development [also Figure 18].

As noted with landing page optimisation in the context of paid search, this relatively low uptake
may be because many companies are satisfactorily addressing this issue.

Companies
Figure 17 If you use an agency, what SEO services do you use or plan to use?
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Company trends
Figure 18: Change in use of SEO services since 2008
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Since 2008, there has been a big jump of 11% in the proportion of agencies offeringite technical
audit s as a service Figure 20].

The increases since last year in the proportion ofagencies offeringdifferent SEO services Figure
20] reflect the increased demand they are experiencing from their clients.

Agencies
Figure 19 If you manage SEO for clients, what services do you offer or plan to
offer?
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Agency trends
Figure 20: Change in SEO services offered by agencies since 2008
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6.1.7.  Multi -lingual and multi -territory search campaigns

A quarter of responding companies are either using agencies to runmulti -lingual search
campaigns (12%) or planning to use them (14%). Slightly more companies (29%) are either using
or planning to use multi -territory campaigns.

Companies
Figure 21 Are you currently using or planning to use an agency to run multi -
lingual and/or multi -territory paid search (pay per click) or SEO campaigns?
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