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But only a few have actually done it




nd even less have really




Although most of the stuff you hear is true

Automation Enterprise
SEO tools

Voice
Search

Project
Management

Hard to make
changes













So here are a few
things | wish
agencies to know
when doing
enterprise SEO




# Search is no

IS a CUS

Increase sales of products Drive brand preference

-

AMAZON & RETAIL SEARCH WEB CONTENT SEARCH MOBILE APP SEARCH

Discover on Play
in Google Play store

In-Display Ad




diglEdt
OrK§WItD|

specialist agenci€Sjto,w

LEGO Technic Bugatti Chiron 42083 Race Car Building Kit and Engineering Toy, Adult Collectible Sports Car with Scale Model Engine (3599 Piece) 43 1
p = B07C8LSCRJ

Y  Type tofilter keywords ... Keywords perpage ... ¥ * v

# $4 $%x 3% Keyword ::da:: % Note ::d(:: 3;3:::'] :rcozmgzting Trend % Rank © % Rank Change  Actions
21 *  bugatti model car 10/16/2018 Add Note 209 >1,000 \/_\/_ 1 : ~” @ W
22 %  model car set 10/16/2018 Add Note 36 >100,000 /\/\/ 6 ” & W
23 *  sports car 10116/2018  Add Note 251 >500,000 \/ 150 v & @
24 *  model cars 10/16/2018 Add Note 4,568 >400,000 \_/\ 11 2 7 @ W
25 *  building cars 10/16/2018 Add Note 254 >200,000 \h 14 5 2 £ @
26 * 18 scale model car kits 10/16/2018 Add Note 194 >1,000 /;/_ 13 - ”» & w
27 *  model car kits for adults 10/16/2018 Add Note 477 >30,000 /\_/ 3 ~” & &
28 % carreplica 10/16/2018 Add Note 102 >30,000 /\——\




And Paid Search in Amazo big slice of

paid Qarc ]

Shopper searches for

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




Different
agencies per
market /
channel

Regional hubs
or CoEs for
clusters of

markets

In-house or
Global teams

| <apabﬂnywapsan-
help The et[wL dtolovercome them

T




Global Team
Europe
B Media
Agency
M| Performance
Agency
= SEO agency
F




Global
Team

|
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Europe
Media | AMZ @l SEO J
Agency Agency Agency




Global

Team
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Europe







Example 1: Channel Integration for tentpole

[ ]
Eliud Kipchoge is the Essence o \ -
of Progress 2 Top stories

notifica

BREAKING2:
THE DOCUMENTARY

BREAKING2

WE RACE IN . Nike @ @
n l_' ® '_l ' - - There is no finish line.

¥

LIVE FROM AUTODROMD RADONALE MONA

adidas Running &

THE ATTEMPT THE INNOVATION



Example 2: Content Hubs = focus on non-branded
- " A ‘kV‘VS g

Privacy and Cookie Policy  Accessibility Contactus Security FAQs Termsofuse  Sitemap

ting payments Help & support

4

News & insights v

> Paymentinnovations

_The future of Payment technology is callm* ”

News and insights

Head back and check
| ;; l out our latest articles

A guide to strong Turning SCA into a How 3D Secure 2

customer
authentication (SCA)
under PSD2

Tue Jun 25 2019

strategic advantage

Friday 12 April 2019

(3DS2) will redefine
customer experience

Friday 12 April 2019

Fraud and security

N Secure payment advice
to help stop hacks

Read more
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‘ ) v Y « { A« 9 @« ‘ / ﬁ } M
SOC .J_H__q.- SUCCESSISTOLIES
—~=@ SEMIrUSH Features  Pricing  Help  News Academy  Community () Company =  Marketplace

Competitive Research To...v e ||| .

Competitive Research Dashboard

DAoLt ellleiliie

Dashboard > Market Explorer

User manual @ Send Feedback

Traffic Analytics we've updated our market-building algorithm for higher accuracy and added the new "Narrow focus” feature. Please share your thoughts about the tool.

Market Explorer Send feedback [Tl

Ranks

Market Explorer: similar to lego.com =

Date: September 2019 v | Location: BE United States w

Organic Research
Keyword Gap
Backlink Analytics Overview | Relevant Sites
Backlink Gap.

All Market 1,530 | Narrow Focus 19
Advertising Research

Display Advertising .
Share of Visits lego.com

Sep, 2018

PLA Research

Total | Direct | Referral Sccial | Paid
Brand Monitoring \ego.com . Domain Search Traffic

Topic Research
funko.com 1.5M
Post Tracking

mattel.com

Search Traffic Trends

hastra.com We updated mobile traffic sources in April 2019, Until then, mobile traffic

h 5 bricklinkcom sources were merged and undefined
'ne best way to ge
My Reports

Projects brickset.com

Lead Generation Tool melissaanddoug.com

support {o]g your sead rch S

Market traffic

0 0
Jan2018 Jun 2018 Nov 2018 Apr 2018 Sep 2019

eurobricks.com

tfsource.com

projects, is to demonStrate . T

Rererral [ 26.99%  1.7M
ty.com

search [ 2.99% 1M
thebrickfan.com

business value with"™ i EE = o

squishmallo

Domain Audience Age Domain Audience Gender

brickowl.com
36%

success stories ol

0%

Hm =
Male

w9 g

i3
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-
sier to teach SEO to Lengine

PR 1t°s an

If you want to;get things done in
an enterprise @ln& dnment, get your -
'SEOs to WOEKIaStparticfithe IT team —

Breakidown'the silos!!!
-







E@"metrics are only good tor SEO people

On the client'side people use business metrics

Features  Pricing  Help  News Academy  Community @)  Company ¥ Marketplace

Rostpomen v

—~=306 semrusH

| Competitive Research To... v |

‘ Organic Research v ‘ ‘ lego.com

Competitive Research Dashboard

B send Feedback  [® Usermanual

Dashboard > Domain Analytics > Organic Research
BIG PICTURE

| por |

Organic Research: lego.com ©

EIE UK 88.8K ‘ I FR 62K ‘ .| Device: L Desktop v

Traffic Analytics

Market Explorer [EGEI ‘ BE US 462.8K Date: Oct21,2019 v | Currency: USD W

Ranks.

Overview Positions  Position Changes  Competitors Pages  Subdomains
SEO
Organic Research Keywords i Traffic i Traffic Cost i Branded Traffic Non-Branded Traffic i
Keyword Gap 88.8K o 2M e
EeE¥hitsnetils n ¥ $517.5K 2000 1.5M s 419.6K s
Backlink Gap.
ADVERTISING Organic Keywords Trend i
Advertising Research Top3 410 1120 E2150 51100 [ Total | 4 Notes v ™M 1V 2v Altime

Display Advertising
PLA Research

CONTENT AND PR 100K ’_\_’\x_,/_\’\;’*—/—\
Brand Monitering :
Topic Research

Post Tracking

Y SOCIAL MEDIA Jan 18 Apr 18 Jul1g Oct18 Jan 19 Apr19 Jul19 oct 19
: 4.)\ Social Media Tracker
4
A
A anacemENT . i
LA, Top Organic Keywords
My Reports +
! Keyword Pos. DIff.  Volume Traffic%
Projects
Lead Generation Tool lego -1 o 301000 1225 Keyword Pos. DIff.  volume  Traffic%
VD T lego harry patter 2 41 +1 74,000 301 lego shop uk . new 14800 0.60

Notes

lego technic 60,500

lego ninjage games

6,600

lego star wars

60,500 ninjago games. > 1 new 6,600 015

B online demo

legoshep > 0 29,500 201 lego mavie > 10 new 40,500 0.06

5@ SEOquake for your browser

lego games 20,500 ninjago games. 6,600

Join our Affiliate Program
lego ninjago 51 o 40,500 1.64

ew all 88.8K organic keywords

lego building ideas > 1 new 850 0.03

Order custom database or report

all

new keywor

Have you seen our new

Lo o

Ultimate

SEO

Dashboard

Organic Traffic Metrics

Sessions

41.2K

§ 70.8%

% New Sessions

80.1%

§42%

Traffic Trends - YOY

-

23K

High Level Traffic Details,
Engagement and .
Ecommerce Metrics

Aug1,2017-Aug31, -~

Default Data
Click to select

Engagement Metrics Ecommerce Metrics

Bounce Rate

51.5%

4 28.7%

Revenue

$45.8K

v-219%

Conversion Rate

1.0%

y-347%

Pages / Session

3.8

¥ -34.7%

Avg. Order Value

$110.2

v -30.5%

Audience At-A-Glance

o
Jan 2017 Mar 2017
Feb 2017
=—s— Sessions

May 2017
Apr 2017

Engagement Metrics - This Year

0%

50%

Jun 2017
‘Sessions (previous year)

Jul 2017 Sep 2017
Aug 2017

Now 2017
Oct 2017 Dec 2017

Devices
deskiop

235

45%
Jan2017 Mar 2017 Mey 2017

Jun 217

Bounce Rate  —s— Pages /Sessian

Ecommerce Metrics - This Year

S0K

Jul 2017 Sep 2017 Novw 2017
Aug 2017 Oct2017 Dec 2017

1.5%

Ages
ke

Jan 2017 Mar 2017
Feb 2017

May 2017
Apr 2017

=—+— Revenue —e— Conversion Rate

Jun 2017

Jul 2017 Nov 27

Sep 2017
7 Dec 2017

»




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,.changejinjcomplexjorganizations

#S—REPOF_ 8 understood pv business oo 2y dNnNa ot SEOs

SO you can get support to drive your initiatives




Have fun when you
go to space

Luis Navarrete




