
5 things I wish I knew when I was agency 
side about working with enterprise clients



Working on Search with enterprise level 
companies is like the outer space…



A lot of people talk about it…



But only a few have actually done it



And even less have really succeed at it



Although most of the stuff you hear is true
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Sometimes I feel we miss…



Some very important, terrific, details…



So lets make enterprise SEO great (again)



So here are a few 
things I wish 

agencies to know 
when doing 

enterprise SEO



Search is not a channel, 
is a customer experience

VIDEO SEARCHWEB CONTENT SEARCHAMAZON & RETAIL SEARCH MOBILE APP SEARCH

Discover on Play
in Google Play store

Drive brand preferenceIncrease sales of products 

And SEO and PPC are across all channels

#1 



Amazon SEO has become a great area for 
specialist agencies to work with big  brands 



And Paid Search in Amazon is getting a big slice of 
paid search budgets

Shopper searches for

UNBRANDED SEARCH Hard But Strong Opportunity to Recruit

BRANDED SEARCH Easy with Strong Opportunity to Sell

• Toys, Pretend Play, Creativity

• Learning toy, STEM (Technic, Boost …)

• Similar Products

• Toddler toys 

• Toys for boys 

• Girls toys

• Toys + Gender + Age

• Occasions + Gender + Age (Easter, Presents, Christmas)

• Passion Points (Space, Robots, Cas, Houses)

• Characters (Aladdin, Ariel, Batman, Black Panther …) 

• Star Wars toys, Harry Potter toys

• Construction Toys, Building Toys

• LEGO, LEGOs, Product Numbers 



App Store Optimization, both organic and paid, 
can open opportunities for specialist agencies



Takeaway: think outside the (Google) box to find 
out opportunities that the current agencies are 

not covering



Figure out the client’s agency structure#2 

Different 

agencies per 

market / 

channel

Regional hubs 

or CoEs for 

clusters of 

markets

In-house or 

Global teams

So you can identify capability gaps and 
help the client to overcome them



Setup 1: Different agencies per market signal 
opportunities for new business and channel integration

Global Team

Western 
Europe

UK

Media 
Agency

Performance 
Agency

SEO agency

DE FR …

APAC Americas MENA China



Setup 2: Regional Hubs and Centres of Excellence
Regional footprint with specialist capabilities

Global 
Team

Western 
Europe

UK

DE

FR

…

SEO 
Agency

Media 
Agency

AMZ 
Agency

APAC Americas MENA China



Setup 3: In-house / Global teams
Helping your client to build capabilities

Global 
Team

Western 
Europe

UK

DE

FR

…

APAC Americas MENA China

SEO 
Agency

Media 
Agency

AMZ 
Agency



Don’t think SEO, think Marketing#3 

When working with big brands, SEO is not a 
standalone channel. Integration is key.



Example 1: Channel Integration for tentpole 
campaigns



Example 2: Content Hubs – focus on non-branded 
kws



To get things done, help your client 
to manage her stakeholders

#4 

You probably have heard about stakeholder 
management, but does it really mean?



Tip 1: Help your client to socialize success stories

The best way to get 
support for your search
projects, is to demonstrate
business value with 
success stories



Tip 2: It´s easier to teach SEO to an engineer, than 
engineering to an SEO

If you want to get things done in 
an enterprise environment, get your
SEOs to work as part of the IT team –
Break down the silos!!!



Speak the same language as your client: 
Business outcomes and impact

#5 



SEO metrics are only good for SEO people
On the client side people use business metrics



Key Takeaways

#1 - Enterprise search goes well beyond SEO and PPC in Web Search. Find 
opportunities to provide unique value to our client

#2 – Learn which agency structure your client has in place. Understanding 
that will allow you to know how to grow the account

#3 – Think SEO as part of the wider marketing strategy. Find ways to 
integrate in current campaigns rather than work in isolation

#4 – Stakeholder management is all about helping your client to get through 
and drive change in complex organizations

#5 – Report on metrics that are understood by business people and not SEOs 
so you can get support to drive your initiatives



Have fun when you 
go to space 

Luis Navarrete


