
 

Search Toolkit foré 

 

FMCG 

Brands  
 



 

 

 

 

 

2 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

Search Toolkit for FMCG Brands 

Contents  

1. IAB INTRODUCTION AND MARKET ANALYSIS  .................................................................... 3 

2. PAY PER CLICK SEARCH  (PPC) .............................................................................................. 4 

3. SEARCH ENGINE OPTIMI SATION (SEO) ................................................................................ 5 

4. CAMPAIGN MICROSITES  .......................................................................................................... 8 

5. MARKET RESEARCH AND STATISTICS  ............................................................................... 10 

6. ESSENTIAL TOOLS .................................................................................................................. 11 

7. BEST PRACTISE TIPS .............................................................................................................. 20 

8. USEFUL LINKS  .......................................................................................................................... 21 

9. MEASURE OF SUCCESS ......................................................................................................... 22 

10.     CASE STUDIES ......................................................................................................................... 23 

 

Contributors  

This document was produced by the IAB Search Council .  

Special thanks to the below contributors:  

Google 

Yahoo! 

Microsoft  

i-level 

Guava 

Efficient Frontier 

LBi 

Molson Coors Brewing Company (UK) Limited  

Coca Cola 

 
IAB contributors:  

Amit Kotecha 

Project Executive 

Jack Wallington 

Search Council Chair and Senior Programmes Manager 



 

 

 

 

3 

 

 

 

 

 

 

  
 

 

 

 

 
 

 

 

 

Source: PricewaterhouseCoopers / Internet Advertising Bureau / 
WARC 

 

1. IAB intro and market analysis  

Introduction to FMCG 

and Search   

Search is a fundamental part of 

amlqskcp«q jgtcq, ?q amlqskcp

behaviour continues to change 

at pace, the internet has 

become cent ral to the lives of 

the digital generation. Last year 

there was an average of 2 

billion searches a day 

worldwide. 88% of internet 

users regularly visit a search 

engine and almost every 

internet session starts with 

Search. (Source: Comscore 

press release (Aug 2008) and Comscore (Nov 08)) 

From the chart above it is clear to see that over half of the UK online ad spend is 

in search. With this strong statistic it has never been more important for FMCG 

brands to consider the use of Search within their marketing  mix.  

Search has traditionally been heavily used as a direct response tool in markets 

like Financial Services and Travel. Many FMCG brands use search to a great 

effect however this vertical is still seen (within the industry) as a market that has 

not reached its full potential. Search - within this sector - has the potential to be 

much more than just a direct response platform and can be used a s a 

complimentary tool to pull consumers to your brand.  

Advertisers are continually looking for ways to follow con qskcp«q `cf_tgmsp9

with search you are able to offer a unique insight into this behaviour. This Toolkit 

has been created by the IAB Search Council to help advertisers break through 

the web of tools out there and show you how to use them effectively. There will 

also be links to research and case studies which show how search can 

positively influence your brand.   

The role of Search with FMCG  

In marketing it is very important to identify your target audience correctly  ̄ to 

find people who are most likely to be  interested in your brand or product. Every 

keyword in search represents an audience, knowing what someone types into a 

PWC IAB 2008 H1 Study 
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search box can show you exactly what they are interested in.  

 

2. Pay per click search  

This example demonstrates two 

audiences who are both  interested in 

beauty tips. They can express that 

interest either by buying a fashion 

magazine for expert advice , or they can 

go online and type "beauty tips" on a 

qc_paf cleglc, Rfc amlqskcp«q

fundamental rationale is the same; 

however the search box allows you to use 

attitudinal targeting.  

An important thing to remember is that through search you are able to deliver a 

message at the exact time that someone is actively looking for what you have to 

offer. Once they have made their search  ̄you can tailor your message exactly 

to what they want. Below is an example of two people  ̄one searching for dry 

skin, the other searching for hand cream.  

As you can see  ̄the search ad and the destination landing page is different and 

tailored to fit what the consumer wa nts. 

Rfc ªfmjw ep_gj« md k_picrgleis often 

perceived to be the ability to deliver 

¬rfc pgefr kcqq_ec rm rfc pgefr ncpqml

_r rfc pgefr rgkc­, Gd wms nj_l ucjj _lb

have the correct strategy, this can be 

achieved through search. There will 

be more detailed descriptions on the 

tools you can use to help create a 

successful campaign la ter in the 

toolkit.  
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3. Search Engine Optimisation (SEO)  

Search is fast becoming the primary route to marke t for a number of brands.  

SEO is the art and science of changing things about a web page or web site in 

order to improve the way the page or site ranks in the natural or organic search 

results, _lb a_nrspc kmpc os_jgdgcb rp_ddga, Rfc ¬mpe_lga­ mp l_rsp_j qc_paf

results are considered to be the main part of search, and reporte d as the most 

frequently clicked area in the search results. The example below is a typical 

SERP (search engine results page) for someone with no search history 

qc_pafgle dmp rfc umpb ¬afmamj_rc­, 

 

Search engines change both natural and paid search result s displayed to the 

user based on their search history and as such, organic search results will vary 

based on user history.  The potential with this reordering of search results is that 

no two users see the same results.  This makes optimisation and compell ing 

calls to action within organic search more important.  

With suggested results, maps, images, news, video and other search items 

taking up valuable top -of-the-SERP real estate, optimisation is more important 

than ever.  As can be seen below, search results from five and lower have been 

pushed down by the recipe suggestion.  

The top factors which you need to consider when initially approaching organic 

optimisation of a site are: Keyword Research; Tags; Image Optimisation; On 

Page Text; Site Architecture; Internal Links; and Link Building.  These factors 

make the greatest impact to the SEO of an existing site.   
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Brands  

Brands are receiving an additional trust boost from search engines in the 

algorithm.  For most FMCG brands, this means it will be slightly eas ier for the 

pages on the main brand site to rank for targeted keywords however no site 

should be complacent as the algorithm which ranks sites in search engines 

change daily and this may not last.  Utilising it now to drive additional traffic, 

increase brand exposure and ensuring appropriate levels of engagement to 

build trust and links from end users is important.  

Keyword Research  

Keyword research for organic search needs to be the key focus.  Only one to 

three keywords/phrases should be optimised towards on each page.  Each page 

needs to be tightly focused around a single theme.  Too many targets on the 

page will dilute the authority and rank of the page.  Each page gets points based 

on how well optimised it is.  The more points a page gains, the higher th e rank 

but points can be lost when things are not done, or done incorrectly.  

Tags 

Tags are an important part of how the search engines understand and rank a 

page, as well as how well a user responds to the organic advertorial in the 

search results page.  Ensure title, Meta description and all on -page tags are 

correctly utilised.  This helps give search engine algorithms context for each 

page of a website.  

Image, video & rich media  

Image, video and related rich media optimisation is more important now than i n 

previous years.  Universal/blended search delivers a diverse set of included 

results from various types of media.   Owning a top spot in as many different 

media as possible will help with brand exposure and ownership of SERP real 

estate.  The large SERP image shows that the inclusion of these rich media 

items pushes other results down the visible page.  News, images, video, and 

other media results may appear above the fold, shrinking the number of above -

the-fold web results.  

Site architecture  

Site architecture often cannot be changed but when a new site is being built it is 

important to consider the way a site is laid out.  Organising the site around 

various themes and going from macro to micro will make it easier for search 

engines to find your pages.  Organising from broadest category to specific items 

helps give context and relevance to pages.  

Links  

Internal links and building links from external sites has steadily increased in 

importance over the years.  Internally, keyword rich links help search engine s 
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understand the context of pages within a site.  External sites linking to specific 

pages pass along ranking trust and authority for the words they use (anchor 

text).  According to various SEO experts, links comprise possibly up to 50% of 

the ranking algorithm.  Any information released should contain relevant links to 

appropriate pages.  

 

Visitors from organic search are valuable and the cost per acquisition is often 

lower than paid search although the costs are front -loaded. Creating a culture of 

search within any large organisation is vital in keeping all aspects of marketing in 

tune with the digital possibilities.  When all departments understand the 

importance of search and how it works, all output becomes better optimised 

and brand coverage in the SERPs increases. 
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4. Campaign Microsites  

Microsites are a double -edged sword from an SEO perspective.  

If marketed well they offer a subject -focused, highly relevant site that has the 

potential to rank well in the search results. They can also offer extra link equ ity 

to the core site (thus helping it rank more highly in the search results) where 

cross-site linking is present. They can often circumvent restrictions or delays in 

getting content developed within the main structure of the core site and can 

offer attrac tive URLs for campaign purposes. They can also offer more 

opportunity to get more brand sites in the search results, thus increasing 

competitive lockout and snaring more visitors.  

In many ways, microsites can be a good thing. However, many microsites 

(especially in the automotive sector) are practically invisible to search engines 

due to a reliance on JavaScript, Flash, images or other search -hindering 

technology.  

Putting up a new microsite has an initial disadvantage in that it will have no links 

pointing to it upon launch. If all goes well, a PR drive will encourage people to 

link to the microsite and there will be some links pointing to it from the core site 

on the day of release. However, not all microsites succeed and we have seen 

plenty that do not ra nk even for the most elementary of search phrases. If 

content is hosted within the core site and incorporated into the main navigation 

structure, it will have all the authority of being part of the core site from day -one 

and should perform better from the get-go. Microsites have an uphill struggle at 

launch. 

Hosting content within the core site is a great way of making that information 

work harder for the site. If it is an attractive proposition, the links generated by 

that content will directly affect the search positioning of the whole core site. The 

core site also builds a greater degree of authority by having more informative 

content available to it, both in the eyes of its users and search engines.  

Another concern is the deprecation of said microsite. M any microsites are either 

left to languish until the domain expires or simply taken down once their lifetime 

has expired. Whether on a separate domain or part of the core site, if content 

has a finite lifespan (e.g.: campaign or offer specific), it needs a  retirement plan 

built into its creation. The only real way to retire a microsite and keep the benefit 

it brings to the core site is to 301 redirect it to the core site at the end of its 

lifetime and maintain the domain used for at least a year afterwards (preferably 

forever). 

While placing content on a microsite is often easier than incorporating it into the 

core site, there are associated overheads with managing a collection of separate 
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entities. Domain renewal, separate hosting platforms and disparate CM S 

technologies all add to the base -cost of maintenance.  

If designed and implemented well, the benefit of hosting content on the core site 

over a separate microsite will be slight. However, if the content is going to be 

difficult for a search engine to dige st and therefore unlikely to rank highly, the 

content will be better presented on the core site.  
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5. Market research and statistics  

Top ranking impressions are critical. If you searched for Coca Cola and the 

brand did not appear no.1 on a search engine it wou ld clearly not look good for 

the brand.  

 Research carried out by Comscore in 2007 showed that 71% of people 

expect big brands to be at the top of the search page.  

 Jupiter found 36% of people say that if a brand is at the top, consumers 

tend to think that the brand is successful or important.  

 Enriquo in 2008 carried out some research with 4000 consumers across 4 

industries and 3 countries and found that sponsored ads at the top of the 

page drive brand recall (+150%), drive brand preference (+18%), and 

purchase intent (+14%) 

There are many ways in which search can be used effectively. For FMCG brands 

natural search should be an automatic process. However paid search can need 

more work. There are numerous tools out there in the marketplace which can 

help brands plan paid search campaigns and it is important to know how these 

can be used effectively. The next chapter will go through this in more details.  
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6. Essential tools  

1. Key Considerations map  

 

The example above shows a map which shows the considerations outside of 

the core brand name. These include the products and service Evian offers, the 

emotional and functional benefits that this may provide, plus a broader territory 

of consumer interests that Evian may want to tap into.    

For example: 

Å Evian produces mineral water which can be associated with purification 

and detoxing 

Å Evian has emotional benefits and can be seen as fashionable and stylish  

- the beautiful persons drink  

Å Evian can be used for sport performance which can be associated with 

sponsorship around Wimbledon and Rafael Nadal. 

This process helps you understand and breakdown everything around your 

brand so that a clear strategy can be developed.
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2. Google Insights for Search  

(http://www.google .com/insights/search/ )  

Are there any trends you should be responding to? Google Insight allows you to 

compare search query volumes over time and the different dynamics around it.  

 

For the example above you can see the comparison of the search terms: Det ox, 

Sport performance, Wimbledon tennis and Rafael Nadal. Within this program 

you are able to specify time periods, geographic regions and even categories 

when executing the search. By using this tool an advertiser is able to get more 

of an insight of what  consumers are looking for online. You can see from the 

results that there is a spike to Nadal and Wimbledon Tennis in June every year. 

For a brand like Evian, this may suggest that they should create a different 

message at different time of the year to ca pitalise on seasonal interest. For 

example you can see a peak in the search for detox in January. This tool gives a 

brand some insight into yearly and seasonal trends which can really help when 

creating a search strategy, particularly for promotional offer s. 

http://www.google.com/insights/search/
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3. Microsoft Advertising Intelligence Tool  

Do you know what your customers are searching for? The Microsoft Advertising 

Intelligence Tool (MAIT) provides insights through keyword research and 

optimisation tools that use historical and forecasted search data from Bing.com. 

Operating seamlessly in Excel 2007, MAIT will enable you to create and expand 

keyword lists, research traffic and demographic trends as well as give a 

transparent view into the Bing bid and CTR landsca pe. This ensures you are 

talking to the right consumers with the right message at the right time. MAIT is 

available for download at www.letsearchmakeyousmarter.com .  

Top Features  

Keyword Generation  

Keyword Generation will help you build a large list of relevant keywords from an 

initial list of seed keywords you provide. Use the Keyword Extraction and 

Keyword Suggestion buttons to expand your keyword list.  

 
 

Keyword Traffic and Demographics  

Do you want to  know keyword trends? Do you want to know who is searching 

on keywords and when they are doing it? MAIT allows advertisers to easily view 

and graph both seasonal and daily traffic trends. It also provides an age and 

gender breakdown for individual keywords . 

 

 

 

http://www.bing.com/
http://www.letsearchmakeyousmarter.com/
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Keyword Monetisation  

Keyword Monetisation gives you a transparent view into the keyword auction, by 

providing both pricing and performance data. This can help you to optimise your 

bid and position strategy for the best return on investment. Metri cs on individual 

keywords can be provided for the top 8 positions and for all match types.  




















