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WHAT DO YOUR CUSTOMERS WANT?

In the age of search marketing, personalisation and relationship-building are key. Added to
that, the growing complexity of today's customer journey means that understanding your
audience is a vital first step towards a successful search marketing strategy, whatever you
business’ size or sector.

To attract visitors, increase brand awareness, convert leads and increase return on investment
(ROI), you need to adopt techniques that will engage advertising-savvy, time-poor, multi-
channel and multi-device using individuals.

You can’t rely on assumptions...

Creating meaningful, authentic, lasting connections is one of the main objectives of digital
marketing, where the focus is on offering high quality content in a relevant context to create a rich,
personalised experience for your target audience.

This requires thorough research into your target audience using analytics tools such as Google
Analytics, and by studying their online behaviour:

e How and when they use the internet
e Thesearchtermsthey use
o Theway they interact with your content

e Theirsocial media activity

The best way to start this research is by defining your target audience through the creation of
customer personas.
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WHO IS YOUR AUDIENCE?
CUSTOMER PERSONAS

In order to attract your target audience to your site, you need to engage them with irresistible
content that inspires them, educates them, and provides answers to their questions. But first you
need to define your target audience - their characteristics, behaviour and interests - by creating
customer personas - fictional representations of your ideal prospects and customers. These are
tools specific to your own business, so can be as in-depth or as brief as you need them to be, and
as formal or informal (as the examples below demonstrate).

Agency Buyer Persona

Marketing Coordinator Account Manager President/ Owner
2 years of experience 3 -7 years of experience 20+ years of experience
Background 24 pxr!pu\d 30 years i Ad agency & nsumng
First real job Sacond or third job background
Client-facing
Day-to-day traffi Busi deval nt
pctition | "ESSpUIe | aegng onmeatns | Bs s
Social posts p?ntprnar e ‘Scope/proposal strategy
Not an expart Sales and strategy Small team i
i Deli It Empl u
Challenges Lack of r:‘:oumas Mmam:mm Fﬂmgm::w NEE,DS &\ GOA LS
Too much to do and the eam Digital evolution e
| Maretingcoordinator T s ~
Tc all/growth complains about baing i il AuTS M LA-C(, T
Concerns T et bl Samle < 13 Yns ol® whwTs A MCE c
No process or guidance Losing accounts
pr s e e oo New customers S IN GLE gk V(’MS C'OOD C’F EE
Datajtrands SR £7 (lhce
Tools to support har Affordable, robust, fast Y woEN T _ NEEBS A QUET [
Needs Easy automation reporting Flmﬁhzs:o:rlg::mon easy rasources - PH‘ Ltzs ?LP-': D Esf;— H u "L K
Mora up Hit Goals Grow; become a #1 T ﬁv‘ oy ont'
Goals Grow &N
il b Keap clients happy Slayslgbu?:mss B < bnA . SF = R
Source: www.sticksnleaves.com Source: www.spikelab.org

Customer Persona Example Oﬁ_w
Value-Minded Customer: Sally Smith

Sally Sriith

Demographics Story
1 The Value-Minded customer is often the "jack of al trades,” filling many
Female rolas in her startup business. She's very busy, with itie extra tme for
Founder/owner rakaxing. She fecls that choosing right widget know is ane of tha mast
NorAgency important decisions she can make for her business. She is not very tech:
Sty savwy nd has trouble navigating the company X interface.
Behaviors
Prot Motivators for Choosing Company X s o oy
« Spends more tme in Internet bhosind [} t i
censumption than content : e Oyl Mary
creation Euamthy ol ancrias Types of widgets
+ Does not attend conferences t 1 i
+ Reads finance & news (NYT, - varens
WS, CNN, CNET] ( Goats for wsing Company X e bty
* Gwms home in suburbs - Branding s ol : II :
+ Primarily works from home: * Launching a new business Lo g
+ Eams $50,000-5100,000/year [ru—
“ 15 married, 1o kids {yet) H i
+ More kkely to watch CNN than — L “J‘
listen to NPR
Lopatyts Commpany X
« Drives a Honda Accord Pain Points Company X Solves i -
* Lack of creative resources I 1 ‘I
* Lack of tech/design capabilities o o}
[P ——
\ / * Lack of capital h iy I
I 1
70 T wn

Copyright 2013, Crackerjack Marketing

Source: Crackerjack Marketing Source: www.smartinsights.com
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Consumer personas should be entirely dynamic, open to change based on the data you
discover during the investigation process, however, it is important for you to have at least
sketched an outline to build on, and here’s how.

TARGET DEMOGRAPHICS

This will feed back into many other areas of your strategic planning, so it’s a good area to start
with. Whatever service you provide will fall into a few generic types — whether it is ‘female
marketing managers 25 - 50, or ‘house husbands 30 - 40 based in the South East’, knowing the
audience you’re pitching at will begin to give you an indication as to how to satisfy their needs
with the services or products you provide.

GOALS AND CHALLENGES

What are your ideal customers’ values and objectives, personal and/or professional (depending on
whether your business operates a B2C or B2B model)? What motivates them and what frustrations
do they face? This can help you to identify and improve the way you solve problems for your
customers and prospects.

You could also include traits such as attitude and behaviour, or even a phrase they might use
and complaints they might have, for example, “I know quite a bit about recruitment, but further
guidance would reassure me”, or “I can never find the right swimwear for my body shape”. It can
also be useful to think about what they don’t want.

i Bi T M
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DEVICE USE

Understanding what devices your customers use, and how they use them, is important for a
number of reasons.

Device use also offers correlation with intent — with buyers more likely to use desktop to research
and make purchases, while mobiles tend to be used more for solution based searches, local
searches and voice searches.

Determining device intent will feed directly into any good search marketing campaign, allowing
you to offer cross platform personalisation to help nurture customers and increase conversions.

As mobile search also tends to be influenced more by location, offering brands with a location
specific, or multiple location specific, offers or products the ability to drive mobile users to convert
in person.

USAGE CHARTS

When are your customers most active and receptive? If usage peaks in working hours then this
should be your focus or, if you run an eCommerce site, you need to work to your strengths during
periods of high seasonal or holiday activity - think Christmas for toy manufacturers, or summer for
BBQ equipment and garden furniture.

It’s not enough to be online for these periods, it is important to use gathered data and your
customer personas to make your best pitches at times when your services are most required, in
addition to creating meaningful content year-round. Though this is predominately of relevance to
paid search campaigns, it is also useful when planning asset marketing for inbound sales and even
for seasonal SEO updates to product feeds.

CUSTOMER PERSONAS ALLOW YOU TO:

o Identify customers’ values, goals, challenges and interests.

o Think like a consumer, so that you can satisfy their needs with the services or products you
provide.

« Improve the way you pitch your product or service offering.
« Identify potential new markets.
o Create engaging content that meets their needs.

«  Deliveritinthe optimum format, place and time.
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WHAT IS YOUR AUDIENCE SEARCHING FOR?

Keyword research is a vital part of any search marketing campaign, whether it is used to inform on-
page copy, or to develop brand or product positioning.

Think about what people search for at different stages of the buying cycle. At the start of their
searches, potential customers are likely to search for problem-based keywords, eg: ‘How to dry out
a smartphone’.

Further into the buying cycle, they tend to type in solution-based keywords, eg ‘Waterproof
smartphone cases’, while branded keywords tend to be used at the decision stage: ‘Samsung
Smartphone preserver case review’.

Get into the mindset of a customer, who is more likely to use natural, casual language than
industry jargon or the terms you use to refer to your business.

Once you have assembled lists of key terms and questions, use online tools, such as Google’s
Keyword Planner, to quantify search volume and which of these should be the focus of your
efforts. Ideally you’re looking for the golden ration of low competition and high volume.

WHAT ARE YOUR COMPETITORS NOT PROVIDING YOUR AUDIENCE WITH?

Good keyword research will reveal gaps - areas in which your competitors are not competing in, or
competing only marginally. In a crowded marketplace it can be difficult for newcomers to compete
against established companies. The chances are that competitors will be well established for
trophy keywords, whereas there may be appropriate, industry-specific longtail gaps that you could
take advantage of for early gains.
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WHAT IS YOUR AUDIENCE SEARCHING FOR ON YOUR SITE?

You can use Google Analytics to monitor in-site searches - those customers who are searching
while on your page - as well as popular landing pages and seek to consolidate these terms
externally.

Function Room

!

Parties

Cost Prestige Bar
Locations Capacity 1 Presentation Opening Hours Opening Hours
Amenities Aesthetic Amenities Location Location

Basic overview of keyword selection

KEYWORD RESEARCH ALLOWS YOU TO:

«  Discover the specific terms customers are using when searching for something for which your
brand could provide the solution.

«  Reveal specific longtail gaps, particularly those that competitors may be missing, that can be
exploited.

«  Establish alist of key terms, giving you a clear focus for your SEO and PPC efforts.

«  Delivertheright content at the right stage of the buyer journey.

WWW.CLICK.CO.UK @ 8



HOW IS YOUR WEB CONTENT PERFORMING?

Is your content striking a chord with your audience? Google Analytics allows you to track the
performance of your on-site content, in terms of sessions, engagement and conversions.

Here are the basics on how to track the success of your brand’s on-page content, allowing you to
build up a picture of what resonates with your audience.

LANDING PAGE ANALYTICS

% New New Users Bounce Rate PagesiSession Avqg. Session 2L o

e e ; : Conversion Completions
Sessions Dluration Rate
16,000 84.06% 13,449 65.52% 1.57 | 00:00:53 | 0.15% 24
% of Total: Avg for View: % of Total: Avg for View: Avg for View: 1.90 Avg for View: Avg for View: % of Total:
17.28% 79.81% 18.20% 61.50% (-17.11%) 00:01:07 0.47% 5.56% (432)
(92,612) (5.33%) (73,910} [6.55%) (-21.22%) (-67.84%)

Top level metrics for landing page analysis

The above, for example, shows some of the best metrics for measuring the success of your content
(included in the standard view if you follow Reporting>Behaviour>Landing Pages) and is an
average of all pieces in the selected area of the site for the selected duration of time.

Sessions

This means the total number of visits to the specified subsection of the site (here reached by
searching ‘/blog’ to give a view of blog traffic). It details the overall number of visits, including
returning visitors. It has the obvious benefit of indicating your overall traffic and can show how
much your traffic improves alongside a content strategy.

% New sessions

As above, but this metric excludes returning visitors and therefore indicates the new consumers
your content is attracting. Clearly it is desirable to retain some repeat traffic as it indicates that
your content is developing a following, but this metric can offer a fantastic insight into how your
content is developing your traffic.

New users

This is the number of new visitors, rather than as a percentage. Easier to understand at a glance
as a simple figure, this metric shows how attractive to new audiences your content is — perhaps
revealing how well a piece of ‘How to’ or instructional content is answering the search query it is
aimed at for example.
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Bounce rate

This shows the percentage of users that visit only one page of your site before exiting. It can also
show you how well your ‘similar content’ lists or CTAs are working, as these are the main tools you
will use to draw consumers on through the site on the path to conversion.

Pages per session (PPS)

This offers an insight into what consumers are doing on your site and potentially how well you’re
capturing their attention. PPS will generally be much higher for eCommerce sites, but equally a
site looking to measure the success of a content strategy will want a high average as it indicates
that they are continuing to read/watch/listen past the point of finishing what originally drew them
to your site.

Avg session duration

The ideal length of this will depend on the length of your individual pieces of content and how
many pages per visit your consumers are visiting, but again the best result is always longer. If a
piece of long form content is only receiving a minute of attention, for example, it may be worth
revisiting the page to see if you address any issues with the content or layout.

Goal conversion rate & goal conversions

Again, these will depend on what goals you have in place, how you’re using CTAs in your blog and
other things, but essentially these metrics allow you to assess at a glance how well your content
is performing against specific goals - which can, again, be tracked over time to measure progress
and identify areas for improvement.

% New . : - Goal Goal

S " s New Users Bounce Rate Pages/Session Avg. Session T Completions

Duration Rate
16,164 84.13% 13,598 64.87% 1.58 00:00:53 0.15% 24
% of Total: Avg for View: % of Total: Awvg for View: Avg for View: 1.90 Awg for View: Avg for % of Total:
17.35% 79.82% 18.29% 61.19% (-16.99%) 00:01:08 | View: 0.46% 5.56% (432)
(93,140} (5.40%) (74,340} (6.02%) (-21.17%) (-67.99%)

7,652 (47.34%) 94.05% | 7,197 (52.93%) 67.24% 1.39 00:00:29 0.04% 3 (12.50%)
404 (2.50%) 92.08% 372 (274%) 87.62% 1.30 00:00:27 0.00% 0 (0.00%)
365 (2.26%) 89.59% 327 (2.40%) 73.15% 1.42 00:00:53 0.00% 0 (0.00%)
278 (1.72%) 68.71% 191 (1.40%) 80.22% 153 00:01:00 1.44% 4 (16.67%)
242 (1.50%) T7.21% 187 (1.38%) 85.12% 1.4 00:00:41 0.00% 0 (0.00%)
228 (1.41%) 77.19% 176 (1.29%) 78.07% 1.66 00:01:40 0.00% 0 (0.00%)
216 (1.34%) 68.06% 147 (1.08%) 76.85% 157 00:01:09 0.46% 1 (4.17%)
210 (1.30%) 76.67% 161 (1.18%) 56.67% 1.85 00:01:16 0.00% 0 (0.00%)
210 (1.30%) 75.24% 158 (1.16%) 72.86% 1.75 00:01:40 1.90% 4 (16.67%)
183 (1.13%) 68.31% 125 (0.92%) 53.01% 2.02 00:01:18 0.00% 0 (0.00%)

Some example blogs arranged according to sessions
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ATTRIBUTION

The standard first and last interaction attribution data can give you a good idea of how your
content is performing across various platforms.

First interaction

The below is an example of conversions for which the first interaction was a share on various social
platforms. Here you can see which platform is best serving your present content strategy best and
allow you to revisit your approaches for platforms which are underperforming (specifically looking
to adapt content to the forms of content which perform better on that specific site).

% of conversions: 2 80%

| First interaction ~ vs  Select model -
Primary Dimension: Source/Medium  Other Ghannel Groupings
Secondary dimension ~ [ A advance
— (for selected time range) C: ::::ir::"o" First Interaction CPA Cg:‘\,r:’::::‘e\r:‘w:‘l:n First Interaction ROAS
1. facebook com / referal — 1,703.00 = £458885 —
2. m facebook.com / referal = 987.00 = £4255.02 =
3. teol refemal = 813.00 — £2399.78 =
4 linkedin.com / referral — 225.00 — — —
5 vk.com/ referal = 146.00 — = —
6. twitter.com / social - 17.00 — — —
7. joni-phil weebly com / referral = 71.00 = £113.70 =
8 Inkdin / referal = 62.00 = = =
9. facebook com / referral = 42.00 = £2345 =
10, Im facebook com / referral = 26.00 = £12164 =

First interaction is indicative of a conversion which began with a specific referral from (in this case)
a social platform and, though there may have been many interactions since, a cookie was placed
during this particular visit and the conversion took place within a specific range of time.

Last interaction

Similarly, this shows the number of conversions from visits with last interactions (again we use the
social channels here) that come from various platforms. Though the value of these conversions

is obviously important, the main use of this section of Analytics is to monitor and develop the
performance of your content strategy.

9% of conversions: 2.80%

_“_I Last Interaction - Vs Select mode/ T
Primary Dimension: Source/Medium  Other Channel Groupings
Secondary dimension ~ [ e awances
Spend Last Interaction Last Interaction CPA Last Interaction Last Interaction ROAS
bl ] ekt ) Conversions v Conversion Value
1. facebook com / referral ] 1,271.00 = £3254.16 =
2. mfacebook com / referral = 923.00 = £3611.13 —
3. tco/ referal — 804.00 — £2127.70 —
4 linkedin com / referral — 184.00 — — —
5 vk.com / referral — 133.00 — — —
6. twitter.com / social = 114.00 = — —
7. Inkd.in / referral = 60.00 = = &=
&  joni-phil weebly com / referral — 44.00 — £78 80 —
9 | facebook com / refemral ] 34.00 = £2345 —
10, pinterest.com / referral = 27.00 = £339.43 =
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ANALYSING GOOGLE ANALYTICS DATA ALLOWS YOU TO:

« Identify the type of content that most engages your audience.
« Identify opportunities for improvement where you’re not meeting the needs of customers.
«  Takethe guesswork out of enhancing the ROI of your digital marketing activity.

+  Planhow time and budget should be distributed for maximum impact, helping to inform your
future planning.

«  Ensure each piece of content you craft provides valuable information that is centred around
the needs of your audience and tailored to their position in the buying cycle.
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IS YOUR SOCIAL STRATEGY WORKING?

AUDIT SOCIAL MEDIA CONTENT

Social media monitoring, using a tool such as Hootsuite, Sprout Social, or each platform’s native
analytics tool (often called ‘insights’). This will help you to track the number of users who are
interacting with your posts, the days and times they are most active, and the types of posts that

generate the most discussion.

Here’s an examples of LinkedIn’s Analytics and Twitter’s Analytics, respectively:

_ e

Updates © TWEET HIGHLIGHTS 0L 200 SUMMARY
Hover ovor o e of cach column o oarm more. Top Tweet ihpreons e e
Preview Date Audience  Sponsored Impressions  Clicks Interactions "01o®'®  Engagement Four of your most important followers on ) Larry Kim .
N #socialmedia (@LukaszZelezny @amykm - aus —
- 4 Prtievists et
[Image] How to get the maximum val... ~ 9/5/2016 Al followers  Sponsor 25 0 0 - 0.00% #benchmarkconf2016
pic twitter com/ipSOguXbNF ®W¥.groin labil ad 4,571 168
[Image] You're on LinkedIn, butarey... 9/5/2016 All followers. Sponsor 763 6 5 - 144% o s B
[image] 11 powerful resources to hel...  9/4/2016 Al followers  Sponsor a2 0 2 - 0.49% - - pic.twitter. comANMDgd5Wts 72

Find out why our organic search (SE... 932016 Allfollowers  Sponsor 563 4 3 . 120%
[Image] Email marketing drives more... 9272016 Al followers  Sponsor 790 2 3 . 063%

[Image] Social Media for Commerce -... 9272016 Allfollowers  Sponsor 786 2 3 . 064% B ws
[Image] After five years at Click Cons...  9/1/2016  Allfollowers  Sponsor 410 8 5 . 347% View Tweet activity View all Toeet actvity
[Image] Looking for quick reference a.. ~ 9/1/2016  Allfollowers  Sponsor 573 0 3 . 052%

v
Date Range: | Last 15 days = o Top media Tweet - 3
1 Another successful year of Benchmarkl

Reach © ~— Owanic  Engagement © — Organic Thank you to all attendees & speakers - and

. e K = well done teaml #benchmarkconf2016
Impressions  Uniques Clicks Likes Comments Shares Followers Acquired Engagement % Warren Whitl pic twiter ComMSafThioze

Keynote Spesker, M Fuluiet, Influencs Exper, R

., okt Autnor. nuencer and Frend
Viw ol Viw olowers dashibound

"

PR
Aoz Az 25 AIGZE AW Sepl  Sepd A2 A2 AIGZ AIGZ AW Sepl  Seps

View Tweet activity View all Tuaat actvity
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Most social media platforms will also allow you to dig deeper into the demographics of your
Followers. Here’s an example of Twitter’s Audience Insights:

@ Audience insights

Click Consul

+Add comparison audience.

LiFESTULE CONSUMER BEHAVIOR
Top nterest Top language Top lfesty type. Top buying sty Top vircless carrier
Technology English Online buyers Premium brands 02 (UK)

It Qeicconsuttta

“0% - Your current follower audience size is 3,288
That's 28 more than the same time 30 days ago. Youve

sk gained around 1 new followers per day

United States of America

London, England 3

China Runcom, England
Jersey West Kirby, England 2
Pakistan Birkenhead. England 2
Germany Chandigarh, Chandigarh 2

Dalmarmock, Scotiand

Hartsdale, New York 1

Interests Gender
et e i
Technology o
Tech new o
g sov N Male Female
s
67% 33%
see
v . Household income categories
se Income cegory s
Advertising P | 575,000 - $99,060 P |
Comedy (Movies and tefvison) % 5150000 - 5174,999 6% 1
Business anc d fance o N 5250000+ 6%
And an example of Facebook’s reach/engagement analysis:
Page Messages Notifications f} Insights Publishing Tools Settings Help ~
Overview Your Fans People Reached People Engaged
Promotions
The people who have liked, commented on or shared your posts, or engaged with your Page, in the past 28 days.
Likes.
Reach Women
14%
Page views -
Actions on Page Engages o R aes B =
w17 152e 2534 — 1554 ss01 a5
o = -
Men o 0%
Events 5% ™
58% 60% i fiie
m 58% b
pEc People “Your Fans
Engaged
People g 2%
Local
Country People Engaged City People Engaged Language People Engaged
MESSBQES
United Kingdom 32 Liverpool, England 3 English (UK] 36
India Chester, England English (US 8

Social mediais a goldmine of information about your audience as you can dig as deep as you
choose to build up as detailed a picture of your customers’ social profiles as you need. For
example: which brands and individuals do they follow? Are they members of any groups or
forums?

You can also benchmark your performance against your key competitors (at a top level).
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POLLS AND SURVEYS

If you have a particular question you want to ask your audience, you can carry out tailored
research, for example, by asking a question in a group or forum, or run a poll on Twitter or
Facebook. This is a great way to get specific feedback from your audience, and create a buzz
around your brand.

As well as gathering useful data, this method provides the opportunity to interact with your
consumers in a real and actionable way.

Twitter has a feature that allows you to m sl %
quickly and easily run a poll:

.@totalfilm ranks the 25 best fantasy movies.
From the top four, your favorite?

_) 1) The Wizard of Oz '39
(_) 2) LOTR: Fellowship '01
() 3) Labyrinth ‘86
() 4) Ghostbusters '84

Vote 119

This LinkedIn user has asked an open mcasst  The Confident Copywiiter

question in a LinkedIn group (which allows AT
you to gather data from a very targeted
audience): == -

Victoria lpri
All LinkedIn™, All the Time: Public Speaker, Member Coach, Group Train.

OWNER

How Do You Do It?

Hi there-

With a fresh season fast approaching, many of us are thinking (and rethinking) our strategies for
bringing in new clients and perhaps getting reacquainted with former clients.

I'm wendering..what are some of your favorite ways to land new business in the coming months? Do
you set monetary goals for yourself, or track where your clients are coming from? Do you use Facebook
or other social platforms to find clients? Do you blog, or send a newsletter, and how is it working for
you? Are you using job boards like Upwork, or do you exist mostly on referrals?

€'mon, gang, let's help each other learn and earn by sharing how we do it and which methods work
best, ok?

Thanks in advance for your centribution! Show less

Like Comment | &2 D12

View previous comments

Victoria lpri Great, Carl, you're in the right place at the right time! (How often does that
actually happen?:) )

Like | &1 === 22h

Rebecca Greenwood | was thinking the same, getting a marketing strategy in place to pick up
some freelance work whilst | search for my next in-house post. | wrote this article which is
relevant for the group with freelancer marketing tips:

http://bit.ly/2bTZJd

Like | &1 wer 22h

Victoria Ipri Deb, great to see you today & thanks for your guidance. Those of us who have
been doing this for some time can really help our members like Carl. It's why | started this
group in the 1st place! Zombie Loyalists I've never read, but I'm... Shew mere

Like | &1 oo 3l
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Of course, social media channels are also good places for sharing links to questionnaires you
may be running on platforms such as Survey Monkey.

SOCIAL MONITORING WILL ALLOW YOU TO IDENTIFY:

«  Which topics are most popular, and how can you incorporate this into future content, eg,
repurposing or offering series of guides to capitalise on engagement.

«  Thetypes (eg, lengths, styles, formats) that work the best.

«  Your biggest brand ambassadors and the top influencers in your sector and among your
follower-base - powerful targets for leveraging your content.

+  How to plan your social media posts to capture your audience when they are most likely to
active and to help amplify your posts.

«  Whether well-received content on your social channels can be expanded into longer-form
material?

CONCLUSION

The digital age offers the ability to vastly improve demographic and interest targeting, but to take
advantage you need to thoroughly understand who your audience and what they want.

Treat audience research as an ongoing process; it’s important to keep your finger on the pulse
to pick up on emerging trends, find inspiration and act on new opportunities. Every piece of
information you can gather about your audience is gold dust.
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GET IN TOUCH WITH US TODAY

ABOUT US

We are a multi award-winning search marketing agency working with brands &
SMEs that want a tangible, measurable return from their online budget.

Our website features an online resources section, full of useful eBooks. We also write
a blog, where you can find an abundance of search marketing tips. If you’re feeling
social, getin touch on Google+, Facebook, Twitter or LinkedIn.

To discuss how a bespoke strategy could amplify your business’ search engine
visibility, call us today on

0845 205 0292

Or visit our website.

WHAT OUR CLIENTS SAY

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

Fergal Lynch, Chill Insurance

“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. ”

Eilish Adams, The Law House

OUR ACCREDITATIONS

i‘j Google Accredited b b MO
professional ingads
RECOMMENDED Partner ’ CoRTER

OUR TECHNOLOGIES
monitor TRAX  rank TRAX ™ feed TRAX  |link TRAX ™ pro TRAX

© cLICKCONSULT"

EXPERTS IN SEARCH. SIMPLE.
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