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ORGANIC SEARCH
(SEO)



OXFAM

Watch the short film
Consistently shortlisted and presented with a Drum Search Award,

Click Consult’'s ‘Bloggers Against Poverty’ campaign provided the

worldwide charity brand not only results but a community committed

to spreading their message

ABOUT OXFAM UNWRAPPED

Oxfam’s purpose is to help with the creation of lasting solutions to the injustice of poverty.
Part of a global movement for change, they seek to empower people to create a future that is
secure, just, and free from poverty.

Oxfam use a combination of public education, rights-based sustainable development
programs, campaigns, advocacy, and humanitarian assistance in disasters and conflicts -
they seek to challenge the structural causes of the injustice that is poverty, working with allies
and partners locally and globally to change the world.

BLOGGERS AGAINST POVERTY

The award came as a result of Click Consult’s mixture of multimedia asset creation as well as
the provocation and harnessing of the existing empathy with and genuine good feeling for
Oxfam as a charity brand. Though the peak interest in the charitable gift idea had long since
passed, we felt that the same spirit expressed during its highest peak in 2006 could well be
recaptured through implementation of a bespoke and dynamic content marketing campaign.

Compare searchterms v

Charity Gifts

Search term

Interest over time

<


http://www.click.co.uk/case-study/oxfam-click-consult-decades-fashion-style-video/?utm_source=CaseStudyPDF

In order to achieve the desired results, the campaign objectives were set as:

+ Increasing brand awareness across demographics.
. Positively impacting page rankings across the whole ‘Unwrapped UK’ site area.
+ Increasing the organic rankings for the vital ‘Charity Gifts’ search term.

«  Creating natural, high quality and shareable content.
+  Creating a campaign which empowered bloggers, making them want to be part of it.

Increasing brand awareness was achieved in a variety of ways - each of which was nested
and interlinked with all of the other areas of the campaign’s aims - from outreach to and
conversation with bloggers carried out on social media, to the creation of a bespoke ‘badge’
to generate links and the creation and distribution of high-definition, high quality images and
informative fact-sheets to encourage the active participation of existing and newly fostered
blogger communities.

As Oxfam is a globally recognised brand, assets needed to be not only of great quality,

unique and compelling, but also able to blend seamlessly with existing Oxfam assets and
branding strategies. It also had to be dynamic enough to be regularly updated in order to take
advantage of and build upon pre-existing seasonal peaks in traffic and sentiment.

The effort was not only in seeking to build an outreach campaign, but also a community -
we knew that the best results possible were always more likely to be achieved by appealing
to, harnessing and directing the goodwill Oxfam has accrued throughout their 80+ years

of existence, and then directing it into this struggling area of their site, thereby enabling
participating bloggers to wear their support of the campaign with pride using unique visual
assets and by remaining open to any dialogue with bloggers that needed information or
assets, ensuring that they were getting the right message to the right people.

It is for this reason that the campaign was awarded The Drum Search Award for ‘Best Charity/
Not for Profit Campaign’, but also the reason for the fantastic results achieved overall.

THE RESULTS

In addition to fantastic placements across the web, the following stand out results also
contributed to the award win:
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LLOYDSPHARMACY

ONLINE DOCTOR

Click Consult formulated a search strategy that would help to deliver commercial
results across key product areas for LloydsPharmacy Online Doctor, leading to a

144% increase in organic sessions and a 77.59% increase in organic revenue.

BACKGROUND

Founded in 2002, LloydsPharmacy Online Doctor set out to provide patients with an
additional channel in which to receive care for health problems that they traditionally may of
found embarrassing or inconvenient through face-to-face care.

WHAT WE DID

HOW WE HELPED

LloydsPharmacy Online Doctor approached Click Consult with the objective of increasing
organic traffic and search visibility for a number of key terms for the Online Doctor brand.
Having previously relied heavily on PPC advertisement to drive online traffic and sales, the
team at Click Consult highlighted how organic search (SEO) would be a much more efficient
and cost effective investment for their online marketing.

After a period of research and analysis, it was clear that in order to improve the performance
of the identified lead terms, the emphasis of the strategy would be to enhance the

backlink profile of the Online Doctor website. The strategic approach of the project was to
undertake blogger, social and PR outreach to identify relevant influencers within the online
pharmaceutical industry that would be interested in showcasing innovative and creative
content to their audience.

THE RESULTS
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http://www.click.co.uk/case-study/lloydspharmacy-online-doctor-case-study/?utm_source=CaseStudyPDF

CHILL INSURANCE

Watch the short film
We helped this Irish insurance broker appear in position

1 on Google.ie for their most valuable keyword

BACKGROUND

Chill.ie is one of Ireland’s leading insurance online brokers, with an ethos of providing the right
policy at the right price.

WHAT WE DID

HOW WE HELPED

Thorough analysis of the Chill’s website (including backlink analysis), competitors and
marketplace gave us a full understanding of the brand’s current positioning and allowed us to put
together a strategy focused on:

. Improving organic visibility through better positioning in the SERPs
. Increasing the quality of traffic to the site (ie, encouraging better-qualified leads),
therefore increasing the likelihood of conversion

We identified the following keywords as high-opportunity long tail keywords to focus on for SEO
activity: ‘car insurance’ and ‘home insurance’, ‘business insurance’, ‘life insurance’ and ‘mortgage
protection insurance’.

We decided that the best focus for the implementation of this strategy would be:

. Building upon existing web content to take advantage of long tail keyword opportunities
. Carrying out campaign outreach activities to develop awareness of the brand, earn new
leads and enhance Chill’s backlink profile

Bespoke keyword research and analysis of Chill’s onsite content helped to create a strategy
document mapping out gaps where lay opportunities to create new pages featuring the long tail
keyword focuses previously identified. Our content team then created suitable assets conforming
to our rigorous ‘SURE’ standards (substantial, unique, relevant and engaging) which, once signed
off by the client, were uploaded to the site.


http://www.click.co.uk/case-study/chill-insurance-video/?utm_source=CaseStudyPDF

Leveraging the long tail keyword ‘home insurance’ Click Consult produced the following:

Chill 1890 30 20 20

IN SU RA N c E HOME PRODUCTS INSURERS COMPANY BLOG CUSTOMER CARE
WE'LL TAKE IT FROM HERE

B HOME INSURANCE

Home Insurance Questions
Answered

Home

Do I need home insurance? INSURANCE

Home insurance gives you peace of mind that should anything happen to your
home, the cost of rebuilding it will be covered by your insurance provider. Not
only that, banks require you to have home insurance as part of your mortgage
agreement. If you'd like to find out more about getting a home insurance
policy give us a call on 1890 30 20 20.

What do you actually mean by contents?

Good question! We define contents as everything you could take if you were

to hypothetically move house. We recommend you spend some time creating
an inventory of your contents in each room (don't forget the shed and garden
too). You'll be pleased to hear that under our contents policy we cover aerials
and satellite dishes as part of the TV.

How can I work out the right building cover
for my home?

To calculate how much you should insure your property for, you'll need to find
out the rebuilding costs. You can do this by looking at the survey or valuation

rannrt that wiac nindartakan whan unn nnt ynor martaana Nn haar in mind that

In addition to this, there have been subsequent campaigns which have further improved visibility
and performance for Chill.ie - the latest comprising of a combination of fantastic design work and
stunning photographic images for an eBook titled ‘Ireland’s Most Beautiful Drives’.

This link building campaign centred around the creation of a magazine style eBook on Ireland’s
most beautiful drives voted for in a survey, to expert and blogger tips on safe driving in different
weather conditions.

A campaign of audience survey, targeted blogger engagement and social amplification was then
designed, delivered and analysed.

Driving, Lifestyle & Family bloggers were then engaged by the campaign team in a dialogue around
their top tips for driving in different weather conditions, their favourite Irish driving routes or
personal tips on travelling in Ireland. From this dialogue, collaborative posts were gathered and
enthusiasm to be part of the Chill Insurance campaign was fostered.

The quotations in the form of driving tips were gathered and, if the blogger wished, these were
placed within a bespoke campaign image for social sharing and blog visuals, along with the
eBook. Bloggers, who gave tips regarding Irish drives and locations, had their quotations added
to the bespoke campaign eBook. We also offered a bespoke blogger badge to add to their blogs if
taking part, letting them tell their audience the eBook was coming soon.



The bloggers featured in the eBook were then asked to write a post about the eBook, each with a
homepage link to the Chill Insurance website and a link to download the eBook.

We gave the bloggers some social amplification help on how to attach the eBook to gain links
correctly and get them to share on social media for reporting.

High Domain Authority Driving, Lifestyle & Family bloggers were identified for this campaign. This
resulted in a high level link building pattern supporting Chill Insurance online.

As bloggers were engaged with and a partnership approach was developed, the posts are natural
and the bloggers own ideas form strong material to endorse the brand.
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THE RESULTS

D CAR

Nsurance —> increase from position 13 to 1

BUSINESS

isurance —> iNcrease from position 6 to 2

LIFE

insurance —» increase from position 4 to 2

INsurance —> iNCrease from position &4 to 2

% protecTion —»  iNcrease from position 15 to 10

INSURANCE

SESSIONS & CONVERSIONS

*December 2014 - August 2015

CONTINUING OUR SUCCESS

Overall, the improvement in organic traffic allowed Chill.ie to reduce their paid search spend
dramatically, with a cost saving of up to €90,000.
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ABTA

Our team of organic search experts designed and implemented
a bespoke strategy leading to major gains across the board for
the UK's travel and trade association

BACKGROUND

ABTA is the UK’s largest travel association representing around 1,200 travel agents and tour
operators that sell £32 billion of holidays and other travel arrangements each year. ABTA’s
purpose is to support and promote a thriving and sustainable travel and tourism industry.
The ABTA brand stands for support, protection and expertise. These qualities are core, as they
help ensure that ABTA Members’ customers travel with confidence.

WHAT WE DID

HOW WE HELPED

ABTA approached Click Consult in September 2014 with the goal of increasing organic traffic
across devices and platforms, improving positioning in SERPs for selected keywords, and
increasing conversion in the form of ‘enquiries’ on-site through technical SEO consultation.

Using a combination of industry leading and in-house tools, our team of organic search
specialists were able to assess all areas of ABTA’s site. Then, following detailed research, we
provided a tailored technical on-page SEO strategy to resolve existing problems with site
coding and move ABTA forward with its organic search ambitions.

THE RESULTS

33.8%



http://www.click.co.uk/about-us/trax-technologies?utm_source=CaseStudyPDF
http://www.click.co.uk/services/organic-search-seo/technical-page-organic-search-seo/?utm_source=CaseStudyPDF

VICTORIA PLUM

Looking to increase organic visibility and revenue, Victoria Plum
approached Click Consult. By adopting a versatile, data-driven and
creative approach, Click ensured a leads kept on coming,growing
their business organically

BACKGROUND

Established in 1999 and part of the Walker Group (owner of MFI Group and other furniture
businesses), Victoria Plum began trading in 2001 as a business dealing, specifically online, in
bathroom furniture. Despite having no showrooms, a bold move for the time, the company
was valued at £150 million by 2013. In 2015, they dropped the ‘b’ from the brand name and
added ‘Your Home’ as a logo strapline for the business - announcing that they would begin
broadening their range of furnishings, beginning with the bedroom.

WHAT WE DID |

HOW WE HELPED

Through use of new content, PR outreach and technical SEO, Click was able to contribute
extensively to Victoria Plum’s online brand. The mix of content creation, outreach and
technical SEO optimisation was able to deliver great things in terms of visibility and revenue -
eventually ending with a range of exceptional results.

THE RESULTS

300% 238% @ a
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CHILLY INSURANCE

Building on the success of previous endeavours, Click Consult
and Chill.iefasked bloggers for a tour of the Republic of
Ilreland’s most beautiful drives'for a bespoke eBook aimed at
creating links and raising.wvisibility

ABOUT CHILL INSURANCE

Chill.ie is one of Ireland’s leading insurance online brokers, with an ethos of providing the
right policy at the right price.

WHAT WE DID

IRISH DRIVES

This link building campaign targeted driving, lifestyle and family bloggers, finding out their
favourite driving routes in Ireland with the intention of compiling a magazine style eBook.
From the dialogue, collaborative posts were gathered and enthusiasm to be part of the
campaign was fostered.

Bloggers, those who gave tips about Irish drives and locations, had their quotations added to
the bespoke campaign eBook. We also offered a specially designed blogger badge to add to
participating blogs, letting their audience know that the eBook was coming.

The bloggers featured in the eBook were then asked to write a post featuring link to the Chill
Insurance website and as well as a link to the eBook download.

The bloggers were provided with some social amplification help - as to how to attach the
eBook, to gain links correctly, and to share on social media for reporting.

High DA (Domain Authority) driving, lifestyle, and family bloggers were identified for this
campaign, resulting in a high-level link building pattern supporting Chill Insurance’s online
visibility.

As bloggers were engaged with, and a partnership approach was developed, the posts are
therefore entirely natural and the bloggers’ own ideas form strong material to endorse the
brand.



MOST BEAUTIFUL DRIVE




JOE.IE
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GOURMETGRAZING.IE |

GOURMET GRAZING REDFIS  RCWIWS  FEATUFES  OOURMETGOSSIF COURMETTRAVEL  WORL'WITHME  ABOUT  COSTACT Q

IRELAND'S BEAUTIFUL DRIVES

EBOOK

w i B RTHawy

LOOKIKG FOR SOMETHING?

CAMPAIGN METRICS SUMMARY

+ The campaign social posts from Chill Insurance, featured Bloggers and anyone who
has shared their posts reached 1 million impressions.

+ There was 181 mentions to Chill Insurance, including retweets, with 49% coming
from the USA (this was due to retweet of blogger “go book yourself” having a lot of
American interaction as you can see in the conversation map. 25% Ireland, 13% UK
and 4% Canada and Australia.

+  32% of social posts had a positive sentiment (compared to 1% for negative)
showing the success and excitement of the campaign.

« 128 retweets on Twitter overall, with 45% having a large amount of followers (1,000
+), 73% being female.



ADIJUSTAMATIC BEDS

For this eBook campaign, we used a combination of
blogger outreach, creative design and social
amplification to boost Adjustamatic’s"backlink profile |and
support its online visibility

ABOUT ADJUSTAMATIC BEDS

Adjustamatic Beds is a leading provider of orthopaedic adjustable beds and reclining
massage reclining chairs. The company’s products are proven to help with a variety
of symptoms associated with medical conditions and disabilities.

WHAT WE DID

LIVING AND SLEEPING WITH ARTHRITIS

There are 10 million sufferers of arthritis in Britain - a condition affecting
Adjustamatic’s audience and customer base. Therefore an eBook was designed to
raise awareness of this important issue, containing blogger insights, tips and advice
on living and sleeping with the condition.

The content was produced in collaboration with targeted health and lifestyle
bloggers, who were engaged by our Outreach team and encouraged to share their
tips for living with and sleeping with arthritis.

The bloggers were encouraged to write blog posts about living with arthritis, featuring

the eBook and link to Adjustamatic’s website, and to amplify the reach of the content through
social media exposure, supported by visual assets created by our design

team.

As a partnership was developed with the bloggers involved, the posts were natural
and the bloggers’ own ideas formed strong material to endorse the brand.



EBOOK

VICTORI

thecurvedopinion.com

‘Do not be afraid to ask for help
when you need it Some days will
be good, some days will be bad; but
having family/friends there to offer
help and support when you need it is

invaluable. Be realistic about what you
can accomplish and if you realise you
need help with something, ask.”

)
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KITTY

adventuresofariotgrrrl.com

‘The biggest difference in my great
Aunt Mary’s life was her bed! Not
just any bed but one that allowed her
to feel comfortable when her joints
wouldn't allow her to move. Adjustable
beds can make a dramatic difference
enabling her to move the bed up when
she couldn't just sit up or lift her feet
when she needed more circulation to
them.”

testingtimeblog.com

“The mostimportant thing | can advise
is try to relax as much as possible
before you sleep. Switch off as the
more tension you have before bed,
means the more pain you will have
through the night. Don't spend ages
doing your hair before bed, try to wash
in the mornings so it's dry at night so
you can pop your clothing on and slip
into bed, read for a little bit and you
should fall straight to sleep.”

HAISING
AWARENESS

There is no getting away from the
fact that living with arthritis can be
difficult, but there’s plenty of support
out there for you to take advantage of.
As well as reaching out to your doctor
for treatment and lifestyle advice,
you can get online to find out how
other sufferers are coping with their
condition. To highlight this, here are
some handy blogger tips and insights:

.~
SHELL

shelllouise.co.uk

Shell talked to her mum, who has
Arthritis and refuses to give in: “She
kept on walking as much as possible
because she didn't want it to beat her
and | think she’s done wonderfully
to only have needed to have the
wheelchair for the last few years. Her
tip for living with arthritis is to exercise
as much as you can, but know your
limits.”




€
CHARLI

charlibco.uk

“Encourage them to do daily activities
like mild exercises to help ease joint
stiffness - Swimming is a great
activity for this!"

abalancedbelly.co.uk

‘My top tip for sleeping with Arthritis
is to download yourself one of the
many apps designed to help with the
art of relaxing. | use the Calm app.
Simply select your favourite relaxing
sound, chose a guided meditation and
then pop your earph'ones inl There's
also special meditation programme

[ designed for improving sleep.

THE RESULTS

VLADIMIR

stylishlondonliving.co.uk

Micaels's Husband, Vlad, is an
Osteopath and has this tip:

“It may seem counter-intuitive, but an
increased level of exercise will lead to
an increased level of musculo-skeletal
health and this is a good thing when
it comes to any disease, especially
something like arthritis. Even for
osteoarthritis, where the cartilage is
worn and thinned, an increased level of
exercise is often prescribed. The main
factor in taking up more exercise is to
find a form of exercise that you enjoy
and that puts limited stress on the
joints. Firm favourites are swimming
and cycling, and some people even
get on well with rowing.”

w by

s

Our outreach campaign resulted in a high level link building pattern supporting
Adjustamatic’s backlink profile and online visibility. A number of new links were
created as a result of the campaign, each with a strong Domain Authority. Social
posts around the campaign reached 178,000 impressions


http://marketing.click.co.uk/acton/attachment/6689/f-02b7/1/-/-/-/-/Arthritis%20ebook%20sml.pdf

UNIBET

Click Consult’'s team of outreach specialists show they're
speaking the international language for Unibet, placing links
across numerous countries for the online gambling operator

BACKGROUND

Founded in 1997, Unibet are a multi-award winning online gambling operator with over 10
million customers in over 100 countries making them one of the largest companies in their

industry world wide, offering games that cover the full gamut of online gambling from poker
to bingo.

WHAT WE DID

HOW WE HELPED

Unibet approached Click Consult to take advantage of a unique and growing European
presence, looking to partner with an agency that could provide results and develop a
European link profile that suited their reputation.

Utilising a network of multilingual European contacts developed and maintained over
many years, Click Consult were able to place links with publishers across Europe to increase
Unibet’s continental standing and elevate its position in Google search rankings.




PAID SEARCH
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TRUPRINT

Get the full picture about our PPC campaign for the photo-
printing specialists, and a snapshot of the exceptional results
achieved in terms of conversion rate, revenue and ROI.

BACKGROUND

Truprint specialises in online photo prints and personalised gifts for those looking for a gift
or personalised item. The company wanted to develop its pay-per-click (PPC) advertising
activity to improve revenue while bringing down spend, therefore improving ROI

WHAT WE DID

HOW WE HELPED

We analysed Truprint’s PPC activity, scrutinising each element in detail to determine what
optimisation techniques we could apply at a micro, as well as macro level, to improve overall
performance and the help the account to run more smoothly.

The team then focused on developing Truprint’s existing Google Shopping Campaign as well
as launching Bing Shopping and dynamic remarketing.

Our Premier Google Partner Status has allowed us to whitelist Truprint for a range of exclusive
Google beta features that have had a significant impact and placed Truprint a step ahead of
their competitors for when these features go, or have gone, live.

To further ensure Truprint got the best possible return for their budget, we used our proTRAX
tool, part of a suite of software developed in-house by Click. This technology allows us to
distribute budget across campaigns and channels in the most efficient way.

We also supported Truprint’s website relaunch in May 2016, ensuring feeds were fully
prepared in advance of go-live and closely monitoring performance afterwards to minimise
disruption and take advantage of any new opportunities presented.


https://www.youtube.com/watch?v=5S0LzkbQHNE&feature=youtu.be

THE RESULTS

Truprint has seen the following year-on-year increases:

162.18% 150.18%

105.82%

In addition, Truprint’s dynamic remarketing campaign has seen:

. CPA reduced from £81.08 to £33.83
. Assisted conversions up from 56 to 74
. Assisted conversion value up from £528.42 to £667.65

Juliette Crabtree, Truprint




BOOHOO

Discover how our innovative PPC campaign more than doubled
ROI for one of the UK’s leading fashion brands.

BACKGROUND

Since launching in 2006, the in-house design team has consistently created directional
collections which not only combine incredible value but also cutting edge style. Hundreds
of new pieces are uploaded weekly, along with stylists’ recommendations, all available with
next day and international delivery, bringing the latest fashion direct to the customers’ door.
They now supply to customers in over 100 countries worldwide.

Boohoo has been recognised by top consumer titles Reveal, Heat and Cosmopolitan
magazines in their annual shopping awards and receive editorial support from many of the
leading fashion titles.

WHAT WE DID |
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HOW WE HELPED

Boohoo came to us after running PPC for 18 months and seeing indifferent results - at the
time their PPC revenue had fallen by 26% YOY. They knew their offering was strong but were
unable to replicate the strong results their competitors were experiencing from their PPC
traffic. What they needed was simple: an improvement in ROl and to demonstrate consistent
revenue growth to move towards being a dominant force in the industry.

We began with a full audit of the account, tightening up the structure and focussing our
targeting on the terms we knew were highly likely to result in a sale. We then started to build
the account back up, building everything in an extremely tight structure that was conducive
to improving quality score and increased relevancy between search term, keyword, ad, and
landing page. As Boohoo’s business grew, our strategies adapted. We expanded the accounts
to cover Menswear, Plus Size, Petite, and Gymwear ranges as they were introduced over the
years. We also extended the campaigns internationally as Boohoo’s reach increased.

We consistently saw very strong growth in both revenue and ROI. High level analysis
facilitated strategic use of budget. We looked at attribution modelling to set separate
targets for high assisting keywords. We also analysed the effects of different free delivery
thresholds on average basket values to help determine the optimum threshold. We utilised
mathematical models to determine bid adjustments for day parting, location, device, and
RLSA. Our sole focus was always on increasing the profitability, and we constantly tested
different ROIs, and the resultant revenue to determine which levels maximised profit and
ultimately increased market share.

After three years management the non-brand revenue was over 16 times higher, with ROI
more than doubling.

THE RESULTS

431.877% Ml139.69%




ACT-ON

With the given target of reducing cost per click and cost per
acquisition while increasing visibility-and-conversions, our PPC
campaigns are achieving all.this and more for Act-On

BACKGROUND

Act-On is a software-as-a-service product aimed at the automation of B2B and B2C marketing
campaigns. It includes tools which make marketing quicker and simpler, reducing the labour
and time intensiveness of landing-pages, lead management, social media prospecting, CRM
integration, email marketing, webinar management and analytics among other things.

Act-On pushes the boundaries of marketing automation, delivering a Twitter Prospector in
2010, a responsive email composer and a mobile app in 2014, a Google Chrome application
(‘Act-On Anywhere’) which allows users access to data and functionality across all web
browsers in 2015, as well as many more innovations.

WHAT WE DID

HOW WE HELPED

Oxford Open Learning approached Click Consult in January 2015 looking to increase its
visibility on Google for industry relevant keywords, its traffic and its conversions (which
represent contact form submissions).

Using our in-house TRAX technologies, our team of organic search specialists have been
able to create a robust, bespoke campaign ranging from solid technical on-page SEO to a
successful series of Slideshare posts to not only maximise existing resources but create new
areas for engagement and interaction with the brand enabling them to usherin a new erain
their online strategy.

THE RESULTS



http://www.click.co.uk/about-us/trax-technologies?utm_source=CaseStudyPDF

VIRGIN
BALLOONS

Helping the UK’s largest passenger hot-air balloon carrier to
target specific geographical locations through online advertising

BACKGROUND

Virgin Balloon Flights is the largest passenger carrying balloon provider in the UK, with over
100 launch sites across England, Scotland and Wales. The roots of the business were set in
1987, when founder of the Virgin Group, Sir Richard Branson, flew across the Atlanticin a
hot-air balloon. Virgin Balloon Flights now flies more than 30,000 people a year in its fleet of
balloons.

WHAT WE DID

HOW WE HELPED

We began a series of location-based campaigns where the ads contained county/city/region
related keywords in accordance with their launch sites. However, we also suggested that

Virgin Balloons should target more generic keywords through paid search, so we also began
campaigns based on brand and non-brand search terms. In addition, we started to monitor
Virgin Balloon’s competitors to see whether we could react to any of their latest campaigns and
offers by promoting the Virgin brand through paid search simultaneously.

Furthermore, we began a Remarketing campaign, whereby our adverts could target those
users who have previously visited the Virgin Balloons site whilst they are surfing elsewhere

on the web. Also, we rolled out a Product Listing campaign, which enabled us to increase the
company’s brand exposure and improve their search market share with two engaging adverts.

THE RESULTS

60%




ADJUSTAMATIC BEDS

How we’'re offering this paid search (PPC) client the best in cost
per lead performance and helping their ROl on digital marketing
grow exponentially

BACKGROUND

Adjustmatic Beds is a leading provider of orthopaedic adjustable beds and massaging reclining

chairs. The company’s products are proven to help with a variety of symptoms associated with
medical conditions and disabilities, including arthritis, sciatica, back pain, varicose veins, and
reduced blood circulation, and all of its products meet UK and European Quality Standards.
Part of the NHC Group, Adjustmatic Beds has been trading for over 50 years.

WHAT WE DID

HOW WE HELPED

Since we started working with Adjustamatic Beds in April 2013, we have continuously focused
on driving the volume of leads whilst reducing cost per lead. In terms of paid search (PPC),
this includes:

Expanding across other profitable channels as well as Google
Expanding and refining targeting to capture more market share
Increasing brand awareness at a profitable rate
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“CLICK HAVE REALLY STEPPED UP TO THE PLATE WHEN IT COMES TO
PERFORMANCE MARKETING, THEIR TENACITY AND DESIRE TO HELP US AS
A COMPANY IMPROVE IS SECOND TO NONE. THEY’RE ALWAYS OFFERING UP

THE BEST IN COST PER LEAD PERFORMANCE, WHICH IS SEEING OUR ROI ON

DIGITAL MARKETING GROW EXPONENTIALLY AS OUR RELATIONSHIP GOES ON.
BRILLIANT PROJECT PLANNERS, SUPERB PROJECT DELIVERY AND RESULTS TO
BOOT, WHAT MORE COULD YOU ASK FOR?”

Adjustamatic Beds

THE RESULTS

Our paid search strategy has produced some impressive year-on-year results (2014/15):

THE RESULTS

Our AdWords account for Adjustamatic Beds has been awarded a Quality Score of 9+. Quality
Score is Google’s rating of the quality and relevance of both your keywords and PPC ads, and
used to calculate ad rank (maximum bid x Quality Score). It is rare to achieve such a high
score, which puts us in a stronger position than ever going forward.
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How we improved our Quality Score for Adjustamatic over a year



CHUMS

A campaign that narrowed focus and broadened appeal, utilising
the full gamut of available paid search channels sent fantastic
results, express delivery, to the independent mail order company

BACKGROUND

Chums is a mail order company with 30 years of experience, they provide quality clothing and
furnishings at fantastic prices. With their customer base firmly at the heart of their business
strategy, they are proud of the fact that some of their first customers are still buying 30 years
later.

With wide ranges of men’s and women'’s clothing on offer, and the recent addition of furnishings

for the home and garden, Chums are a company that diversify according to the needs and
desires of its customer base, often bringing in ranges at the request of their customers.

WHAT WE DID

HOW WE HELPED

Chums approached Click Consult in January 2014, looking to increase the return on their paid
search investment. Following our own, industry leading research process and utilising a suite
of in-house developed technologies, Click Consult identified gaps in competitor strategies,
diversified targeted longtail keywords and increased customer relevance to push transactions
and revenue through the roof.

THE RESULTS

100.3%



http://www.click.co.uk/about-us/trax-technologies?utm_source=CaseStudyPDF

DENBY

When Denby asked how we could help grow their brand, we had
to admit we were pot-ty about PPC and that it could really add
a glaze to their company revenue

BACKGROUND

Established in 1809 on the estate of William Drury-Lowe as a manufacturer of stoneware
bottles, the Denby pottery has operated from Denby since 1834 where they produced a
minimum of 25 tons of workable clay each day. The company has been producing quality
kitchenware since the 1870s.

Since the turn of the century, Denby has expanded its range of manufactured materials to

include glass and metal (cutlery and cooking utensils). It has also introduced a number of fine
dining ranges in both china and porcelain.

WHAT WE DID

HOW WE HELPED

When Denby first became a client, there was little to suggest that big things could be achieved
with improvements to the manner in which their paid search campaigns were executed, yet
through determined application of industry best practice by Click Consult (one of the first
agencies in the UK to offer a paid search service to clients), they were able to rack up more
than just plates for the four years during which they continued to gladly renew their contract.

THE RESULTS

65.6%




JACADA TRAVEL

We drove up the value of leads that Jacada Travel obtained from paid

search, as wellwas helping the luxury trip provider to expand into the

new target markets of Australia and New Zealand and establish new
destinations including Iceland and Angkor Wat

BACKGROUND

Jacada Travel offers personalised luxury holidays and safaris, which are customised from
start to finish down to the smallest detail, from flights and accommodation, to expert private
guides and restaurant reservations.

Offering holidays in countries across Latin America, South Africa and South East Asia, Jacada

deals with destinations ranging from Machu Picchu in Peru, to safari lodges in South Africa,
and cruises to Antarctica and around the Galapagos Islands.

WHAT WE DID

HOW WE HELPED

Jacada is a London-based company with established markets in, Europe, Asia and the
USA; we helped them to expand into the new target markets of Australia and New Zealand.
Alongside this we also helped establish new destinations, for example, Iceland and Angkor
Wat in Cambodia.

Because of the high-end nature of Jacada’s business, we used advanced targeting techniques
to focus on specific luxury resorts by name. We were also able to successfully set ads to
appear at particular times of the day across the globe to ensure we appeared to the relevant
market at the most opportune time.

We also drove up the value of leads by leveraging multi-person holiday keywords that would
be more lucrative, such as honeymoons and family holidays.



“WE’VE BEEN IMPRESSED BY THE WAY CLICK QUICKLY GRASPED THE
POSITIONING OF OUR BUSINESS AND FOCUSED OUR PPC CAMPAIGN
AROUND OUR OBJECTIVES. CLICK DIDN’T JUST VIEW OUR PPC CAMPAIGN
IN ISOLATION, BUT LOOKED AT OUR BUSINESS STRATEGY AS A WHOLE
AND HOW PAID SEARCH COULD FIT IN WITH AND COMPLEMENT OTHER
AREAS OF OUR MARKETING ACTIVITY”

Alex Malcolm, Managing Director and Founder, Jacada Travel

THE RESULTS SO FAR

Since we began working with Jacada on their paid search strategy in 2013, we’ve seen some
impressive results:




JULIAN CHARLES

Our paid search’ (PPC) campaigns have boosted Julian Charles’
transactions and'revenues, lowered costs per click, and sent
Google Shopping conversions through the roof

BACKGROUND

Julian Charles is a luxury home furnishings retailer that prides itself on offering superb style
and exceptional value, and in delivering beyond customers’ expectations. Family-run for almost
65 years, the brand is now a multi-channel retailer with more than 140 stores across the UK.

WHAT WE DID

HOW WE HELPED

We began our relationship with Julian Charles towards the end of 2014 just as the brand was
launching a new website.

Alongside steering their organic search (SEO) activity, Click put together a PPC and Google
Shopping strategy designed to increase traffic to the new site, increase conversions and drive
down cost per click (CPC).




“THE TEAM AT CLICK PUT TOGETHER A CAMPAIGN THAT UNDERPINNED
OUR OBJECTIVES AND HAVE ACHIEVED FANTASTIC RESULTS WITHIN A
VERY SHORT SPACE OF TIME. WE LOOK FORWARD TO OUR RELATIONSHIP
GOING FROM STRENGTH TO STRENGTH.”

THE RESULTS SO FAR

We achieved some magnificent results for Julian Charles:

336.58% 50.65%

38.15%




PECKFORTON
CASTLE

Generating high quality leads for one of Cheshire’s most
prestigious wedding and conference locations through
keyword refinement

BACKGROUND

Dating back to 1851, Peckforton Castle is a luxurious wedding and conference venue located

in the heart of the Cheshire countryside. The castle was awarded Grade 1 listed building status
by English Heritage in 1952 in recognition of the part it played in the World War Il evacuation
scheme when it was used as a hostel for 200 physically disabled children from the London area.
In recent years, the castle has been used as a shooting location for major films and television
programmes, including Robin Hood, Sherlock Holmes and Doctor Who. Today the castle boasts
an award-winning restaurant and a lavish spa, as well as an offering of adventurous activities,
such as Land Rover experiences, falconry and mountain biking. Peckforton Castle prides itself
on being a family-run business that treats every guest like royalty.

WHAT WE DID

HOW WE HELPED

To generate high quality leads, we set about restructuring the business’s online marketing
campaign. Our initial research revealed that budget was being wasted on irrelevant, non-
performing keywords. We performed in-depth keyword analysis to identify the right keywords
for Peckforton Castle’s PPC in order to make the most of their budget. We agreed a feedback
loop with Peckforton Castle to monitor the quality of leads.

THE RESULTS




CONVERSION RATE
OPTIMISATION
(CRO)



FESTIVE LIGHTS

We helped the busy‘online retailer test ideas to maximise conversion

BACKGROUND

Trading for 16 years, Festive Lights is a busy online retailer with thousands of monthly visits.
The company wanted to test some ideas on their website to review its design and improve
conversion.

WHAT WE DID

HOW WE HELPED

Impressed by Click Consult’s focus on KPIs and data driven insights during initial discussions,
Festive Lights asked us to help test some theories on their current website through

conversion rate optimisation (CRO).

First of all, we worked with them to choose testing ideas based around priority and
profitability, deciding that their Christmas category pages and basket pages had the most
scope to maximise returns and ensure a seamless customer experience.

Then we worked with Festive Lights and their design agency to make sure all new designs
were tested and proven before implementation.



http://www.click.co.uk/services/conversion-rate-optimisation/?utm_source=CaseStudyPDF

THE RESULTS

As well as 21 first page listings for industry keywords, we have achieved a number of fantastic
year on year results for ABTA, including:

TEST 1 RESULTS

8.06%

TEST 2 RESULTS

TEST 3 RESULTS

10.6%




ADJUSTAMATIC BEDS

With the given target of reducing cost per click and cost per
acquisition while increasing visibility and conversions, our PPC
campaigns are achieving all this and more for Act-On

BACKGROUND
Part of the NHC Group, Adjustamatic Beds Limited has been providing the UK with

orthopaedic adjustable beds and massaging reclining chairs for over 50 years and all of its
products meet UK and European Quality Standards.

WHAT WE DID

HOW WE HELPED

Thanks to our paid search services, Adjustamatic’s website was experiencing high traffic
levels. However, the company wanted to increase the number of sales leads they were
generating. Our conversion rate optimisation (CRO) experts used qualitative and quantitative
analysis to identify areas of the Adjustamatic website that could be improved.

As part of our research, we conducted an analytics review and performed usability testing to
examine the website’s performance. We also used heatmaps and expert reviews to pinpoint
areas of the site that could be refined. We ran a series of A/B and multivariate tests to find out
how we could turn passive site browsers into active users.

We segmented conversion rates by behaviour, device and demographics using a suite of
conversion rate optimisation testing tools known as Visual Website Optimiser (VWO) and
through custom segments in Google Analytics. We also integrated call tracking software into
tests to measure the effect of changes on offline leads.

THE RESULTS



http://www.click.co.uk/services/conversion-rate-optimisation/

REPUTATION MANAGEMENT



ANONYMOUS CLIENT

How we created a positive, natural and controlled set of search
results for our client’s brand following a negative online review

Please note that due to a Non-Disclosure Agreement we have
anonymised our client for the purpose of this case study.

ABOUT THE CLIENT

It came to light that an unfavourable online review on a popular consumer review site was
ranking in second position of Google’s results pages for the main brand term of one of our
clients. The client, an online retailer selling items of high value, was keen to move the review
to position 11 or lower so it would not appear on the front page, as reviews were of great
importance to the brand. The client wanted all page one results to be either controlled by the
brand or to portray the brand in a positive way.

WHAT WE DID

HOW WE HELPED

Modalu approached Click Consult in 2012 in a similar position to many high fashion producer-
retailers. They were selling well, but more and more of their traffic and sales was going to
affiliate sites. It was this that they wanted to rectify, and our own brand of hand-crafted,
intricately detailed campaign management was the perfect match for Modalu.

By focusing their paid search budget on brand protection - targeting brand+ keywords, Click
were able to position the Modalu brand at the top of searches which had slowly been filling
with large online retailers at a cost to Modalu’s organic visibility. This strategy, researched
exhaustively and tailored to Modalu’s specific needs was able to exceed expectation for the
manufacturer of couture accessories.



OUR APPROACH

The temptation in this situation is to create and optimise 10 websites to attempt to control the rankings of the
main brand term on the first page of Google, with the aim of protecting the brand’s reputation. However, after
thoroughly analysing the situation, we decided that the best course of action was to create a small selection of
websites with the ability to link to and socially engage with positive reviews, articles and sentiments online.

The aim of this strategy was to create a strong, positive, natural and controlled set of branded search results by
ensuring that both current brand websites and external positive stories and sites ranked well.

We anticipated that this approach would deliver results quickly, be cost effective, and achieve a more natural

and credible set of search engine results. It also meant that an easily-scalable system could be created and used
in the event of future negative reviews.

WHAT WE DID

The process of implementing the campaign included four steps.

STEP 1: AUDITING

We listened to the client’s business goals and objectives. This was imperative to achieve the best results
possible for the client and decide on further actions. It was also vital to understand the issue in light of the
assets available. To do this, we performed detailed analysis of the following:

. The negative review

. The client’s main website
. The client’s group sites

. The client’s social profiles

We also investigated other potential reputation management issues, including:

. Other negative articles

. Other negative terms

. Google site links that show the brand in a poor light

. Google autosuggest results that convey a negative brand sentiment
. Negative sentiment on social media

The team then worked to understand the cause of initial review and weighed up the client’s ability to respond.
This was essential to inform our strategy and tactics.

STEP 2: STRATEGY CREATION

We identified websites that needed to rank higher for key terms in Google’s results pages. These included:

. The client’s other sites

. Positive and neutral coverage without comments
. Positive and neutral coverage with comments

. Current social channels

. Potential new social channels



STEP 3: IMPLEMENTATION

As part of a bespoke and tailor-made approach, the team used the following techniques to ensure that the
client’s goals were achieved in a timely and efficient manner:

. Effective cross linking of the client’s social and web assets

. Basic seo work on additional web assets where required

. Creation and addition of high quality content to key assets to enable them to rank for certain terms
. Removal of links and responses to poor articles from all available channels

. Linking from the client’s main site and other assets to neutral and positive articles in priority order
. Link building from third-party sites

. Tactical decision-making on whether to respond to negative reviews in comments and whether the

client’s main site should link to complaints sites
STEP 4: REPORTING, REVIEWING AND ONGOING MAINTENANCE
To protect the brand going forward, we took the following actions as part of the final step of the campaign:

. Setting up new complaints channels for twitter and facebook to remove complaints from main social link
. Monthly reporting of websites ranking for major keywords to show progress and future threats

THE RESULTS

Within three months, we managed to get all of the client’s social profiles ranking on page one of Google and to
increase the ranking positions of other, positive reviews.

However, as the main site continued to link to the review site hosting the negative review, it was impossible to
lower the ranking of the main problem site immediately. To overcome this issue, we recommended that the client
remove all links to the review site from their main website. Once the link was removed, the review site moved
down the rankings over the next three months. By month six, we had achieved all of its objectives by decreasing
the ranking of the negative review so that it no longer appeared on page one of Google’s results page.

“BY MONTH SIX, WE HAD ACHIEVED ALL OF ITS OBJECTIVES BY
DECREASING THE RANKING OF THE NEGATIVE REVIEW SO THAT IT NO

LONGER APPEARED ON PAGE ONE OF GOOGLE’S RESULTS PAGE”




EXAMPLE PPC STRATEGY FOR REPUTATION MANAGEMENT

This is how we envision a PPC (pay per click) strategy would work alongside the SEO solution described above.

Illustrated below is the type of PPC ad format that we would use for www.ourclient.co.uk; this is one ad unit that
would appear position 1 on a search engine results page. The headline would link to the home page and sitelinks
each to a different subpage.

Headline — written by Click

‘ | Display URL —domain of site |

click.co.uk - Click COW
www click co uk/ =

An award-winning search marketing agency. Start a conversation today &———

Description — written by Click

Delivering Online Success - i rategie: igital Experts. Callout Extensions — each
Click Consult has 216 followers on Google+ " |
written by Click
CRO Services SEO Services
Request Your CRO (Conversion Rate Request Your Organic Search (SEQ)
Optimisation) Opportunity Audit ‘Analysis From The Experts In Search
Guide to SEQ eBook Link Auditing Eboock
Download Your Copy of A Simple Download Our 63 Page Guide
Guide To Organic Search (SEO) to Link Audit and Removal
Social Extensions — automatic Expanded Sitelink Extensions —
by Google each written by Click

Below is an example of another ad format that we would use for a separate domain such as
www.ourclientcomplaints.co.uk (which would cover the complaints procedure, a small site but containing at
least 5 pages); this is one ad unit that would appear position 2. The headline would link to the homepage but
each of the sitelinks would need to land on a unique page.

Extended Headline — domain of site automatically added by Google

TripAdvisor Official Site - TripAdvisor.co.uk —
www.tripadvisor.co.uk/ ¥

Official TripAdvisor Site for Finding Travel Deals and Reviews.

Millions of hotel reviews - Candid traveller photos - Easy price comparison

Best Places to Eat Award-Winning Beaches
Find Hotels &/ Top BaBs

Sitelink Extensions — each written by Click, Google controls if extended text

Finally, below is the smallest ad format, this is how we envision position 3 would likely look with the bigger ads
in position 1 and 2. We would use this for a third domain and, like the second example, it would need to offer a
completely different service and experience. Something like a sister company would be ideal to use here; or a
charity, eg, www.ourclientcharity.co.uk which would raise awareness of our client’s chosen charity, showcase
their fundraising, link to their just giving page etc.

Inbound Marketing - pardot.com
www. pardot.comfuk/Inbound_Marketing ~
Learn Fundamentals, Strategy & Best Practices for Email Marketing.

WHY PAY FOR UP TO 3X PPC ADS?

The idea is that the 3 ads will push down the organic listings to below the fold, thus increasing click through rate
to websites controlled by our client and reducing the likelihood that a user would be aware of a reputation issue.

This would be employed as a short term measure when:
. All 3 ads appear above the organic results (if only 1 or 2 appear we would pause the other rather than

have them right hand side)
. While domains with negative sentiment still appear the top of page 1 or above the fold


http://www.click.co.uk/services/paid-search-ppc/
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BEFORE & AFTER

“OUR APPROACH ACHIEVED A NATURAL AND CREDIBLE SET OF SEARCH
ENGINE RESULTS, QUICKLY AND COST EFFECTIVELY; IT ALSO CREATED A
IN THE FUTURE”

SCALABLE SYSTEM THAT COULD BE USED AGAIN




EXAMPLES OF
OUR CLIENT
CREATIVES



CREATIVE
TALENT & FLARE.

CREATED IN-HOUSE

BRANDING AND COMMERCIAL
OBJECTIVES.



INFOGRAPHIC

GERS
POVERTY @

PEDRO CRUZ, HIS FAMILY AND

‘COFFEE RUST

THE ISSUE

Coffee plantations are being destroyed
by a devastating fungus known as
‘coffee rust, which is spreading faster
and further due to climate change.

. HONDURAS

OXFAM’S RESPONSE

Helping people affected by implementing
new production techniques that produce
better organic coffee.

These new techniques help put food on the
It is wrecking crops, and coffee workers table for people like Pedro and his family.
like Pedro aren't earning enough to feed

their families.

WHAT A REGULAR DONATION CAN DO YOUR LIFE-CHANGING COFFEE AR

DONATE THE COST OF ONE COFFEE A WEEK, JUST
€3, AND EVERY MONTH YOU'LL HELP FARMERS
LIKE PEDRO TO PROVIDE FOR THEIR FAMILIES.

€20 IS ENOUGH TO BUY €40 ISENOUGH TOPAY FOR
SEEDS FORA FAMILY TO GROW  EVERYTHING A FARMER NEEDS
RUST-RESISTANT COFFEE AND  TO REPLANT NEW COFFEE
EARN A 600D LIVING SEEDS AND TEND THE LAND

TEACHING, LEARNING AND
GOING TO SCHOOL, PAKISTAN

EDUCATION HAS THE POWER TO LIFT WHOLE COMMUNITIES OUT OF POVERTY FOREVER.

OXFAM’'S RESPONSE

Doing whatever it takes to g
pd 'y gi

THE ISSUE

's educatio m is at breaking point. more children -
In rural areas, only one in three women has ever
attended school. Training te , engaging with g
and building schools in rural Pakistan.
sarecC
outdated and

ed, teaching methods are
hool buildings ar or quality. Inspiring communities to value education, and

eir right to go to L.

WHAT A REGULAR DONATION CAN DO

€8 cAN PROVIDE 32
SCHOOLCHILDREN WITH

€18 AN TEACH 50 YOUNG
WOMEN ABOUT THEIR RIGHTS.

YOUR LIFE-CHANGING SUPPORT

GOOD EDUCATION SERVICES ARE VITAL TO OUR FIGHT
AGAINST POVERTY, ENSURING PEOPLE HAVE THE BEST

TEXTBOOKS. OPPORTUNITIES TO SUCCEED.

SALAMA AND HER BABY'S
MALNUTRITION, NIGER

THE ISSUE

Malnutrition is widespread in Niger: 14.5% of the
population have malnutrition, and 2.5% have severe
malnutrition.

This is due to a range of factors, including food crises
that result in hunger and lack of potable water.

Often new born babies don't have the nutrition and
sanitisation they need to grow healthy and strong.

WHAT A REGULAR DONATION CANDO  YOUR LIFE-CHANGIN

€1 ADAY CAN PROVIDE €5 CAN PROVIDE SOAP TO HELP

T0.COPE WITH 15 NEW RARIES AT,

A NEW WATER TANK PROVIDES ENOUGH CLEAN WATER

OXFAM’S RESPONSE

Fighting malnutrition by installing water and
sanitation facilities in clinics and
communities.

Promoting good nutrition and hygiene to
mother’s to help them care for their babies.

In Salama’s town, Oxfam have installed an

additional 1000 litre water tank to help with
birthing and sanitisation.

G SUPPORT

AY_TOUETS. SINK!
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F1 Mercedes Benz Ford Focus Hatch-
AMG W06 Hybrid

VS pack 16 Studio 5d

Despite the fact that they’re both four-wheeled vehicles, the
differences between an F1 car and your average motor are vast.
To illustrate this, we've compared an F1 championship-leading
model with Ford’s latest family hatchback.

ENGINE & GEARS

1596cc 16 L
Straight 4 engine

An F1 engine more power
can generate 4 x per litre than
nearly a road car



INFOGRAPHIC

With the festive season fast approaching it can be easy to feel overwhelmed by
everything you need to do. From finding the perfect gifts to fitting in time to
socialise with friends, it's always a busy time of year. We asked some of the top
bloggers from the North West for their favourite tips to ensure

you have the best Christmas yet.

v Scrum["‘qu

From mince pies to pigs in blankets we all have our favourite
Christmas dish. Here are some of the top places and things to
eat throughout the festive season, all of which can be

found at Liverpool ONE.

fashionandstylepolice.com

“My favourite food to stop for whilst shopping is a breakfast toastie, a coffee and a
cake. They are my favourites because they are quick and easy to eat up, they fill me
up nicely and | get the caffeine kick | need. They are also easy to find in most cafes
so | can pop into any when the hunger pangs start.”

Try it yourself: Find a filling breakfast toastie in places such as Starbucks and
Pret a Manger to kickstart your day of shopping!

Leanne

little-babble.com

'Shopping can be tiring, especially at Christmas time! A stop off for food is essential,
but nothing too heavy in case you want to continue shopping until you drop
afterwards. My favourite shopping fuel is something small and tasty that can be
shared with a shopping companion such as a Mexican style tapas.”

Try it yourself: Share some tapas with your shopping buddy at Wahaca for an
authentic Mexican experience!

S A
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HOW TO CREATE THE PERFECT
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Tell An Amazing Story
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THE GREAT BRITIS

»x

How good is a good night'’s sleep? How does your
bedtime routine affect your mental and physical

health? We’ve surveyed 500 people to get an insight
into the nation’s sleeping habits and to find out what

we can do to get a better night’s rest.

On average, how many hours of
sleep do you get per night?

According to the NHS, an adult needs at least six to nine hours of sleep every night to
feel fully refreshed the next day. However, for many, achieving a quality night’s rest is
much easier said than done. Ever felt lethargic, irritable or unable to concentrate
during the day? It may well be that you need to catch up on your beauty sleep.

‘ 21% don’t get enough sleep

oversleep

get enough sleep

A comfortable bed

One way to improve sleep quality is by making sure you have a comfortable bed.

Having the right bed can be the difference between a restless night or a peaceful

slumber. Be sure to choose a mattress that offers enough support and cushioning
to lull you into a sound sleep.

In today’s technology-obsessed world, many of us have developed an inseparable
relationship with our smartphones and use them from the moment we wake up to
the late hours of the evening.

If you use your phone in bed,
what do you use it for?
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What ta bglon to..

¢ GLORIA GAYNOR
> 1 WILL SURVIVE

BON JOVI
YOU GIVE LOVE A BAD NAME

LADY GAGA
BAD ROMANCE

PINK
SO WHAT

BEYONCE
SINGLE LADIES

Wﬁa(p@...

HUSBAND PINATA
'THE MANATA'

o DIVORCE CHARADES
TRASH THE WEDDING DRESS

PIN THE 'SOMETHING"
ON THE EX
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With 14 Gold medals, Sarah is
now Britains most successful Paralympian!

Jamie made his second
Games appearance in front of a home
crowd at London 2012!

Clare has won six
Paralympic medals across three Games!
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WHEN THINGS
GET FOGGY.

BL0GGER.
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BLUSTERY DAYS.

RIS BLOGGER.
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MOST BEAUTIFUL DRIVES

TIPS AND TRICKS FR
THE CAR EXPERT

TO STAY UNFROZEN...

IRISH CAR BLOGGER.
E

(ehanginglanes.

IRISH PARENT BLOGGER.
LAURA

(contessionsotanirshmammy.com)

LIFESTYLE BLOGGER.
KERRY

(tabulicioustitty.com)

IRISH PARENTING BLOGGER,
ILEEN

(oliviasmatherblog.com)
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SLEEPING WITH
A BAD BACK

YOUR ESSENTIAL GUIDE TO ALLEVIATING PAIN

LIVING AND
SLEEPING WITH
ARTHRITIS

BY ADJUSTABLE BEDS
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Marc Jeffrey is an amateur bodybuilder and has competed across the country in more
Rondniieiared e s ri than 40 competitions over the last 25 years. Here he gives Monster Supplements.a
quide o Bodybuilding.
st oy

—— ttused
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. with eight titles eadh? g
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hat would you say i the hardest aspect of bodybuilding?
Legends like Larry Scott and Bill Pearl cut their teeth in high-profile
competitions like Mr Universe and Mr Olympia. bothand itaanbeso
While on nation:
army, Amold Schw egger absconded Ll

during basic training to go to a bodybuilding
competition.
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Landlords Advice with
Regional Relevance

Tips and insights from property experts
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WHAT OUR CLIENTS SAY
ABOUT US



“Click from the initial pitch have delivered on their promise of delivering data driven
solutions for particular SEM problems. | have found them both knowledgeable and
effective in delivering results™

Chill Insurance

“From the outset of the project, Click Consult clearly understood our business
objectives and formulated a search strategy that would help to deliver commercial
results across key product areas. They have been professional in their approach,
shown great attention to detail and the results achieved to date have been
thoroughly impressive. We are looking forward to a successful future partnership.”
LloydsPharmacy Online Doctor

“The team at Click put together a campaign that underpinned our objectives and
have achieved fantastic results within a very short space of time.”
Julian Charles

“Great agency at the forefront of search marketing. Fantastic account management
coupled with real experts working on your campaigns = a winning combination.”
Truprint

“Click consider our market and keep our commercial objectives at the heart of what
they do. They create effective campaigns that drive results.”
Homelet



“l have used Click for a number of years and they continue to provide excellent advice
and manage our account very well. The relationship we have with Click has been a
major factor in our continued revenue growth as a business over the past few years.”
Ordnance Survey

“As business decisions go this was probably one of our best. It is not often you find
such a responsive and intuitive agency who understand what you are trying to
achieve. They get it. They take feedback on the chin, we can be very direct sometimes,
and they simply run with it and find solutions that work for us. In a market that

over promises and under delivers we trust Click Consult to do a brilliant job. I highly
recommend Click Consult.”

The Law House

“Click have really stepped up to the plate when it comes to performance marketing,
their tenacity and desire to help us as a company improve is second to none. They’re
always offering up the best in cost per lead performance, which is seeing our ROl on
digital marketing grow exponentially as our relationship goes on. Brilliant project
planners, superb project delivery and results to boot, what more could you ask for?”
Adjustamatic Beds

“Having worked with previous PPC specialists with ‘good’ results, we wanted to
find a company that could achieve ‘great’ results for our business. Click Consult
are currently doing this through a more streamlined targeted approach, which
consequently is having two main benefits: maximising our PPC budget and driving
ourenquiries to levels we have not seen previously.”

Peckforton Castle



WITH YOU
SUCCESSFUL
PARTNERSHIP



EXPERTS IN SEARCH.

WWW.CLICK.CO.UK

WILLOW HOUSE, HOOTON ROAD, HELLO@CLICK.CO.UK
HOOTON, CHESHIRE, CH66 7NZ 0845 205 0292




