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This opinion might surprise you:

Most retailers should

spend more on paid
search than on SEO.




250,000

200,000

150,000

100,000

50,000

B Google annual ad revenue ($m)



250,000 250,000

200,000 200,000
150,000 150,000
100,000 100,000
50,000 50,000

0 0

B Google annual ad revenue ($m) B Largest SEO company annual revenue ($m) [l Google annual ad revenue ($m)



This opinion might surprise you:

Most retailers should

spend more on paid
search than on SEO.




Just not that much

more.




Data-driven insights that
drive exponential growth for
the world's biggest websites

\\"I

>~ Waters:

Skyscanner

FLIGHT
stépstone CENTRE




Get the recording
and slides

(Only needed if you didn’t
pre-register)

bit.ly/searchpilot-recording
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I What leaders expect of a PERFORMANCE CHANNEL

Performance
Channel

A model of how it More budget =
works more results




Can you What would you
answer the do with an extra
question: Sim?




I Organic search is a HUGE channel

Organic Search Direct Email Paid Search  Paid Social

Source: real aggregated anonymised data



I Fven more when we think about getting NEW customers

Organic Search Direct Email Paid Search  Paid Social



But itisn’t always a performance channel

So let’s make it one! performance

Channel

A model of how Proof of its More budget =
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But itisn’t always a performance channel

So let’s make it one! performance

Channel

A model of how
it works




I Let’s talk about UNBRANDED organic

ey

Organic Search Direct Email Paid Search  Paid Social



I Where does UNBRANDED search land?

-~ i




This is why everything
we do is focused on

SCALABLE site
sections




Anecdote:

“We over-spent
on paid search
last month by
more than our
entire annual SEO
budget”



I What is an “SEO budget””
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Media
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The SEO MBA Course on Executive Presence

Become a more confident and

effective SEO professional
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I What is an “SEO budget””

Ad Asset Landing
Management  Creation

Paid ! V

Media Spend
Media 5 :

Analytics Technology
Front-end Content
Product Work Production Technology
SEO |

SEO Strategy

Back-end Analytics
Technology Work



I Remember the SCALE of company budgets

Will Critchlow &
@willcritchlow

What's a large SEO budget?

Eric Wu
1 @eywu

Replying to @willcritchlow

~$18MM

-15 PMs, SEO ~$4 MM

- 45 SEO Eng ~$13.5 MM
- 5 Data ~ $750k

Fora $1B ARR co.

12:26 AM - Jan 26, 2023 - 405 Views

| know people spending half a million dollars a year on rank tracking.
$2.5m / year just on improving their footer links.


https://twitter.com/willcritchlow/status/1618237222481977344
https://twitter.com/eywu/status/1618404947686752257

Investing $280k in improving our plant care guides, with updated
editorial, new pages and new design could bring us incremental $6m

. - Traff
Existing Pages Organic Traffic

Organic Revenue

# of new guides

New Pages New Organic Traffic

New Organic Revenue

Total Revenue
Investment

Incremental revenue

Updating pages

Investment New pages
Required Design work

Development work

No investment

7,820,000 10,580,000
$2,346,000 $3,174,000
200

1,920,000

$576,000

$2,346,000 $3,750,000
$0 $140,000
-$414,000 $850,000
$60,000
$80,000

Conservative

Aggressive

11,040,000
$4,968,000

500
9,000,000
$4,050,000

$9,018,000
$280,000
$5,978,000

$60,000

$200,000
$5,000
$15,000

Source: SEOMBA.com



Investing $280k in improving our plant care guides, with updated
editorial, new pages and new design could bring us incremental $6m

No investment

oy Organic Traffic 7,820,000
Existing Pages

Organic Revenue $2,346,000
# of new guides
New Pages New Organic Traffic
New Organic Revenue

Total Revenue $2,346,000

Investment $0

Incremental revenue -$414,000
Updating pages
Investment New pages
Required Design work
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200
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$3,750,000
$140,000
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$60,000
$80,000
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Source: SEOMBA.com
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I What do you think would happen if you did NO SEO?



I Of course, if you stopped spending on paid search. ..

There’s a CapEx vs. OpEx discussion to have here for the finance geeks



I 1t’s fair to think WINNING CHANGES DECAY too

The advantage will eventually be competed away as competitors copy you, or diluted as
Google makes changes, or become outdated as the market shifts.



I So you can’t sensibly just STACK good ideas

X

4

//




The impact of doing the right things is more gradual




You've probably seen cohort charts that look like this:

ARR Cohort Start vr v All Time v ’E Qv
$7M 1000000 =

Total revenue by Cohort

S6M
$5M

S4M

revenue

$3M

$2M

$M

$0

Jan16  Sep'16 May"7 Jan'18 Sep'18 May'19 Jan'20 Sep'20 May'21 Jan'22

) ' ) ' ' ' ' \ ' ' ' '
2017 B 2018 2019 B 2020 B 202 W 2022 M1 M2 M3 2] M5 i M7 M8 M9 MA( M1 W12

Source: Mosaic Source: R-bloggers


https://www.mosaic.tech/financial-metrics/customer-cohorts
https://www.r-bloggers.com/2014/06/cohort-analysis-with-r-layer-cake-graph-part-2/

Anyway, combine the effects of your effort. ..




with what would have happened if you’d done nothing




I ...to get a forecast for year over year




I ...to get a forecast for year over year




and invest to do better than you otherwise would




I and invest to do better than you otherwise would




and invest to do better than you otherwise would

Performance
Channel

A model of how

it works
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Proving the value of

SEO " Chanmel

A model of how Proof of its More budget =
it works value more results




The path to PERFORMANCE CHANNEL

Proving the value of

SEO " Chanmel

Proof of its
value




Are new keywords
being targeted?

™~

Can the change improve
existing rankings?

[~

Will the appearance in
the SERP change?

[

Not an SEO

hypthesis

Yes

Yes

Yes

Yes, valid SEO

hypothesis




Completed Tests Sun

@ Positive @ Inconclusive

Completed Tests

10

7 [

Sessions

dak

3k

2k

Estimated Additional Sessions

ayep uels

ejep Lels

20. Feb

20. Mar

3. Apr

~ Additional Sessions

Sessions
17. May 1. May



Test adding pricing table

Services

Update title and H1

Products

Update meta description

Products

Inconclusive

Positive

Negative

7,930 won

3,458 rescued

* 0.8%

v -6.4%

™ 9.2%



© 22 minsread

[Updated 2024] What
is SEO A/B testing? A
guide to setting up,
desighing and running
SEO split tests

Posted December 23, 2020 by Craig Bradford
Last updated June 20, 2024

Control Pages

Dal Aus Boston Flights

e

NY L. Seattle Flights
—_—

SearchPilot

-

Variant Pages

Dal Aus Boston Flights

NY

L/ Seattle Flights



The path to PERFORMANCE CHANNEL

Managing the

program to increase performance
Channel
results

A model of how Proof of its More budget =
it works value more results




The path to PERFORMANCE CHANNEL

Managing the

program to increase performance
Channel
results

More budget =
more results




Fundamental
SEO Principles

Market /
Audience data

Competitors

Previous test
results

—

Hypothesis

refinement

(—— Additional test ideas

Test
prioritisation

Additional test ideas

Positive results

Running
Experiments

Negative results

Deploy change
to 100%

Inconclusive
results

Roll back

Additional test ideas

Default to
deploy?

Yes - would have deployed
without testing

Avoided
loss?

ROI
388
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© 60 mins watch

| Webinar Replay] - Optimizing Seanch:
Optimizing Search: S0 Exporimentation
Desighing an Effective | .~
SEO Experimentation

Program (Ptl)

[ webinar Jll SEO A/B Testing

Posted May 16, 2024 by Sam Nemzer
Last updated June 21,2024

29 Search Pilot | webinar

eeeeeeeeeee

https://bit.ly/effective-seo-experimentation



https://bit.ly/effective-seo-experimentation

" SearchPilot Aboutus ¥  Whatwedo ¥  Usecases ¥  Resources ¥  Contact Book a meeting | P

€ Return to Articles

© 60 mins watc| h

| Webinar Replay] -
Optimizing Search:
Designing an Effective
SEO Experimentation
Program (Ptl)

[ webinar Jll SEO A/B Testing

Posted May 16, 2024 by Sam Nemzer
Last updated June 21,2024

https://bit.ly/effective-seo-experimentation



https://bit.ly/effective-seo-experimentation

Experimentation programs are what make the difference

Site Name Time
All ¢ Last 12 months ¢
Total Won Sessions ® Total Rescued Sessions [6) Completed Tests Running Tests

5’467 daly 5’942 daily 184 outof191 T outof191

Most recent significant experiment results Completed Tests Summary
From 2023-05-14

Test: ® Positive @ Inconclusive @ Negative
2
1500 3
@
b
2 I
1250 g 20
) ad
1000 2
, £ s g
Uplift - =
2 750 0 g
10.5 % £
2 £ 10
2 S
A 500 S
Won Sessions
250 108 daily 5
0 , AN = I IRER=E=
PR DD DD CW% A At o
-250 WP EESE TS

Dec 23 Jan ‘24 Feb ‘24 Mar ‘24

— Additional Sessions

0 of 7 running tests are predicted to have a positive outcome
< ° > if rolled out



An individual test result is unpredictable

If we knew what the result would be beforehand, we

wouldn’t need to test!
Flight Pages Subset 1 Flight Pages Subset 2
Active Rules 5 Active Rules 2
Instead, we focus on what we can control. |_|_’
Test Type Recommen: dation Percent Uplift
Test1 SEO Deploy M 8.5%

Test 2 SEO Keep running ™ 2.6%



How do we an experimentation program?

Increase Iin : Revenue
: Learnings? :
sessions? Impact?



How can we an experimentation program?

Quantity of Quality of

test

tests :
analysis




Metrics to track

Number of tests

Test win rate

== Target Number == Actual number

20

15

10

40%

30%

20%

10%

0%

== Benchmark win rate == % positive

Lol L ATIN L
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| Webinar Replay] -
Optimizing Search:
Designing an Effective
SEO Experimentation
Program (Ptl)

[ webinar Jll SEO A/B Testing

Posted May 16, 2024 by Sam Nemzer
Last updated June 21,2024

https://bit.ly/effective-seo-experimentation



https://bit.ly/effective-seo-experimentation

Bringing it all together




Organic Search




Organic Search

Biggest
opportunity




Organic Search

Least
understood
channel

Biggest
opportunity
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Channel

A model of how it More budget =
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I Recap: we said this is a PERFORMANCE CHANNEL

Performance
Channel

A model of how it More budget =
works more results




Can you What would you
answer the do with an extra
question: Sim?




Want more?




Aboutus v What we do v Use cases v

P& SearchPilot

SEO test your
online shop (and
avoid the drop)

In retail, competition is fierce, prices are pressured, and trends are
transient.

Thriving in this market means deploying the right website changes
fast. (And never deploying the wrong ones).

SearchPilot ensures every change you make has been tested and
proven to build traffic and boost the bottom line.

Resources v Contact

Actual vs Forecast

Sessions

— Actual Sessions



Dal Aus Boston Flights
Control Pages
Test adding pricing table

Inconclusive = 1 0.8% —>
Services Dal Aus Boston Flights
Update title and H1 NY Li Seattle Flights
Positive 7,930 won 1 9.2% —_—
Products
NY L/ Seattle Flights
Update meta description SearchPilot
Negative 3,458 rescued v -6.4% —_ o>

Products
Variant Pages

SEO done differently True SEO testing

Prove what works and what doesn’t. And start making a measurable We don't split users, we split pages. Each page has one version, one page

difference to your site. to crawl, one robust result.



Aboutus v

P& SearchPilot

What wedo v

Use cases v Resources v Contact

SEO A/B testing for retail sites

SearchPilot gives your SEO teams answers specific to your site.

“@context": "https://schema.org/’,

“@type": "Shoes”,

“name": "Alfie Shoes",

“datePublished": "2018-03-10,

“description": "Comfortable, snazzy shoes for sports activities"

I = B

@ Restructure data markup

Structured data markup

Which of the many markup options is going to
provide the best ROI?

Is it worth adding brand names to FAQ markup?

What about breadcrumb data? Is what was
once best practice still the best way to go?

Men's tartan trousers | Menswearstore UK

Men's plaid pants | Menswearstore US

l[l alla
vy

@ ‘ocalizefromUKtoUs 6 B0

Localization and stores
Should you add a locale to your title tag?

Could localizing UK language to US (think

trousers to pants) increase traffic by as much
as 24%?

Does the level of detail about your stores
impact traffic?

Google  mobile phones
teom

The new GSX 2 - £399 | Ecom

Add price in title © B w

Titles and descriptions

Is it better to include prices in titles? And if you
do, should they be dynamic?

What about the brand name? Where’s the best

position for it?

And should your product description be above

the fold for more traffic?



DA Search Pilot Aboutus v Whatwe do v Use cases v Resources v Contact Login b} Book a meeting b

X

Flight Log: tap
into the biggest
conversations
in SEO today

Designed for marketing moguls, data deep-divers, business leaders
and SEO experts alike, Flight Log is our monthly newsletter, where
we collate our unmissable insights from the SEO world.

With over 25,000 monthly subscribers, you won’t want to miss out.

Sign up now via the form.

search



https://bit.ly/searchpilot-flight-log

Want EVEN more?




Speak to us
about
SearchPilot

SEO is your most undervalued and overlooked channel. It's time to
turn it into a valuable catalyst for business growth and maximize
your website’s ROl with a robust testing platform.

The capability to conduct testing will
play a crucial role in assessing the
impact of our efforts in supporting

this channel, all while enhancing the
overall site experience for our
customers.

Olivia O'Neill
Head of Digital Marketing Delivery, M&S

https://bit.ly/searchpilot-demo



https://bit.ly/searchpilot-demo

SearchPilot partners

with Marks and
Spencer to Power SEO
Experimentation

SEO A/B Testing

Posted May 23, 2024 by Will Critchlow
Last updated June 20, 2024

We are excited to announce a multi-year partnership with Marks and Spencer, one of
Receive monthly insights on the UK's most iconic retail brands. The deal is the beginning of an exciting journey to
SEO and growth drivers bring new visibility and results to the organic search channel with measurability and

accountability.
Get Flight Log %)

Under the partnership, SearchPilot will deploy its cutting-edge analytics and search

optimisation platform across Marks and Spencer's online retail operations in the UK and
Ireland. The partnership aims to bring data and insights to the Marks and Spencer team,

Popular articles

raise the visibility and understanding of organic search within the experimentation and

« [Updated 2024] What is SEO A/B leadership teams, and unlock additional growth in the largest digital channel.
testing? A guide to setting up




Thanks!

@willcritchlow / @SearchPilot

PP SearchPilot®


https://www.searchpilot.com/flight-log

