
3 Keys To Online Success

An introduction to search



What is search and why is it important?



what is search?

Search plays an important part in online information 

retrieval.  

Search is commonly used as the first point of contact 
between a searcher and a website. 

Not being indexed can severely limit your ability 
to reach or retain customers.



search and customer acquisition

One of the most common 
uses of a search engine is 
for product or service 
research.  

Without being listed 
prominently in the engines 
for a relevant search 
query, your competitors will 
be found instead. 



search doesn’t work in a vacuum

It takes on average from 3 to 15 searches to find and comply to a call to 

action that is measurable toward customer acquisition. 

This means your website needs to be found for a number of searches to 

cover the queries that may occur within a search cluster. 



As search engines improve the process of information retrieval, the easier 

it is to find places with good information and the less time users will spend 
visiting any individual website. 

As a result of this, your website needs to make the most of visits arriving 
at your pages.

your website needs a call to action!



where is search going?

Search is beginning to mature as broadband usage grows.  

More people are using search engines and the way they are using them 
has noticeably matured in the past year.

Nearly half the searches performed are now one off unique queries, as the 
user adapts their search to find exactly what they are looking for.

Google is now delivering Universal Search – videos, pages, maps, images,
books, news feeds and related pages all in the one SERP.

Now you have to be found in all sorts of mediums to continue controlling your brand

visibility



Usability and increased awareness of CRM have worked to keep 

customers loyal to a brand after their initial recruitment. 

The ideal scenario is fewer brand related searches and yet more visitors to

your site. This takes a long time to achieve. 

This reflects an increase in domain awareness (through bookmarking and 

social media optimisation etc) and it should also reflect a wider range of 
long tail keywords used by searchers currently not loyal to your brand. 

where is search going? cont.



where is search going? cont.

Visitors, in turn (after becoming customers), 
have a tendency to return using brand 

related searches.  

This should be followed by a period of 

familiarisation and CRM activity, where the 
visitors enter the site using direct type ins 

and bookmarked referrals. 

At this point, search in earnest starts finding 

visitors that are currently not loyal to your 
brand and the whole information retrieval and 

customer acquisition process starts all over again.



ambergreen client list includes…
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Audience 
Analysis

Competitor
Analysis

Consultancy

Training

Links

PPC

Feeds

SEO

AG

SERMA
Online

PR

Platform
Migration

Behavioural 
Targeting

Domain
Management

Site
Development

Redesign
Support

QA 
Support



choosing the right agency for the job 

� Know your strengths and weaknesses, take stock of where you are right now

� Have a good idea of your measurable objectives going forward over a realistic 
timeline

� Looking for an agency? choose one with proven sector experience that is accredited 
by major search engines – it always helps 

� Look for a holistic approach to keyword management, search doesn’t work in a 
vacuum – its not all about spending the budget

� Agencies - How do they work with other agencies and your internal resources? are 
they flexible and scalable in all areas of delivery? 

� Be open to ideas, expect to be challenged, if you’ve got it wrong – we’ll tell you!



turning a strategy into a success 

� Integrating Keyword Research with Competitor Analysis

� Defining the opportunities and rolling them out

� Getting the domains and architecture sorted

� The true benefits of using a Full Service Agency -
Finding the balance of PPC, Feeds, Natural Search, Linking and S.M.O opportunities
at the correct Customer Acquisition Cost providing long term value

� Exploiting the marketing calendar  - planning your PPC spend in correlation with 
planned Natural Search visibility - Increase your shelf space  - Increase your sales



this mornings session 

� Keyword Analysis - brand, generic and specific keyword clusters

� Competitor Analysis - looking at traffic sources, links, content and methodology

� Site Analysis  - algorithmic compliance, coding, content and keywords

� Links Analysis  - internal and external linking recommendations

� Paid Search – PPC basics, multivariate ad testing, landing pages, content networks

� Social Media Optimisation – video marketing, blogging and the future of search


