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2018 was a year with numerous shifts in search and digital 
marketing trends and focus. While each of the top FMCG 
brands have their own individual issues – there are some 
interesting trends in the problems they’re all facing.

What is FMCG?

Standing for “fast moving consumer goods”, FMCG as 
a sector deals with the manufacture and distribution of 
over-the-counter goods ranging from medication to fizzy 
drinks. Generally concentrated in to groups, FMCG brands 
account for a significant proportion of the brands that 
people encounter on a daily basis from the cereal they eat 
first thing on a Monday to the drinks they consume on a 
Friday evening – and even the painkillers they take the 
following morning.

Top FMCG brands

Introduction
Method

The opportunity for comparison between the top brands is 
minimal due to the eclectic nature of the FMCG industry – 
with pharmaceutical brands listed alongside food & drink 
and workwear brands, each of which tend to be made 
of various subsidiary brands. As such, each brand will 
be analysed individually with only top level performance 
compared across the range. 

With this in mind, however, each brand was checked 
for trends and run through a host of industry tools – 
establishing each in the same context (for example, each 
brand’s interest levels in Google Trends was checked – 
showing that all are currently operating at around average 
interest volume globally, so there are no major surges that 
could account for increases in visibility or link accrual).

Click Consult has used Searchmetrics, Moz, Ahrefs and 
a few Google tools to review the sites. There are a host 
more that we would have liked to use, but as this project 
spiralled a tad, there simply isn’t time to use all the tools 
we'd like (you can see most of the tools we use here).
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Six shocks

As stated previously, the brands are not compared side by side but 
for key top level metrics – however, there were a number of shocks in 
the research. These include:

1. Two brands are still using http.

2. Schema is all but absent from the top 10 brands’ sites.

3. Only three brands achieved a ‘good’ rating from Google’s 
Mobile Speed Checker. 

4. Only one brand has claimed both their Knowledge Graph and 
My Business for their UK brand search. 

5. The brand with the lowest keyword difficulty (rated by Moz) 
owns the lowest portion of their page 1 brand results.

6. Despite the prevalence of video for many keywords, not one 
brand search returned a brand’s YouTube channel or a video 
rich result.
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While many of the top brands may not be as concerned 
with the websites of the parent company – preferring to 
focus their efforts on those of subsidiary brands that will 
be the destination of large proportions of their marketing 
budget – one would expect to see at least an adherence to 
best practice that would then be adopted by those same 
subsidiaries.

What was surprising, however, was the how far behind 
current best practice such gargantuan brands are when it 
comes to their parent group’s site.

As can be seen above, we chose some of the main talking 
points from 2018’s SEO trends as top level metrics to rate 
each of the brands against – in addition to ownership and, 
essentially, ease of ownership of page one results for their 
brand name. The results broke down as follows on the next 
page.

Top level performance
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HTTPS

As with Mobile friendliness, the news is mostly good – 
though with one exception. Astonishingly, Pepsico have yet 
to migrate to https. With their Mobile Site Speed also rated 
‘poor’, the move to HTTPS – opening up the higher speed 
http2 – should really be a high priority for the brand. While 
it may be the case that Pepsico may be working on this 
from subsidiary level up, the relative ease of the migration 
to HTTPS (comparative to some other SEO projects) is a 
surprising overlook. This is doubly true as HTTP sites are 
now automatically marked as 'not secure'.

Schema

Due to the proliferation of rich results and the ever 
increasing importance of voice search, not to mention the 
myriad other reasons to implement Schema markup, you 
would expect that some of the largest corporations in the 
world would have this firmly nailed down. 

If you expected that then 1) you are wrong, and 2) you 
didn’t read the table above. Of the brands checked, only 
three had any markup at all, and not one of them had all 
of the varieties of markup you would expect (or even the 
minimum you would expect). 

Mobile friendliness

Thankfully for the blood pressure of any SEO professionals 
that may happen to be reading, every brand can 
reasonably claim to have passed the mobile friendly test, 
with each having a site usable on mobile. However, true 
mobile optimisation is some way off, with only one site 
passing without loading errors.

Mobile Site Speed

With the majority of sites containing little in the way of 
processor heavy requirements, the results for this were 
probably the most surprising SEO fails – only a few brands 
achieving a ‘good’ rating from Google’s Mobile Site Speed 
checker with an almost unbelievable four ‘poor’ ratings and 
three ‘fair’.

6



A site with schema vs without
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Knowledge graph

To paraphrase Douglas Adams, these brands are big, 
really big; you just won't believe how vastly, hugely, mind-
bogglingly big they are. Even so, free stuff is free stuff and 
the knowledge panel for your brand term seems like a 
useful bit of free real estate to claim. Nevertheless, at the 
time of writing, none of the featured brands has claimed 
their knowledge panel (the brand specific rich result that 
accompanies a branded keyword search) which leads 
nicely in to the following point.

Google My Business (GMB)

Only three of the brands have claimed their GMB. Again, 
while these brands may not consider themselves as 
requiring the exposure, it bears repeating that this is free 
SERPs exposure and an opportunity to push various 
content through the expanding options in ‘posts’, as well as 
the other SERPs features GMB opens up are surely worth 
the inevitable necessity to firefight reviews – while 20% of 
these brands feature, one in five seems a surprisingly low 
number.

Page one ownership

While there is nothing overly negative on any of the page 
one results (some of which only number five organic 
results and a host of rich results), the fact that some of 
these brands do not own 100% of page one results is 
almost negligent – especially as half of them own 50% or 
less – especially as the keyword difficulty score from Moz 
would indicate that these brands should be more than 
capable.
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URL: - https://www.nestle.co.uk/

Nestle

DA: 51 / PA: 52

As you can see, the Moz scores for Nestle are pretty good 
– while it may not be the actual manner of calculation, I 
always view DA as a kind of ‘order of magnitude’ score – 
in that each rank isn’t just an incremental improvement, 
especially as a site reaches 50+. The requirement for 
reaching 100 is far more than a simple doubling of the 
factors required for a rating of 50, and the same seems 
true between 1 and 50, with the effort to get to ten far 
outweighed by that required to hit 50. As such, a DA of 50 
is an admirable score.

Google Trends

As stated – simply because we wanted to check that there 
was nothing that would throw out link accrual rates and 
visibility. There are no recent spikes in interest – which is at 
approximately the average for the brand.

Ahrefs

While there isn’t a single tool that’s the best at everything, 
Ahrefs is a favourite for getting a feel for a site’s overall 
performance. It’s been discussed fairly widely that traffic 
estimates are pretty much universally wrong, but the top 
level figures from Ahrefs are as good a place as any to 
start.

Ahrefs Rank

The smaller the better, the Ahrefs rank for Nestle sees it 
ranking in the top 100,000 – which, for the hundreds of 
billions of indexed sites, is pretty impressive. Especially as 
the link accrual seems to be strong without any particularly 
commited content marketing efforts (that I could see – 
though a press release detailing a visit to a Nestle factory 
by a government minister has earned a few links after its 
posting on a PR distribution site.

Referring Domains and Pages

These are consistent with the occasional press release 
and a gradual organic pick up of linking domains. You can 
see the occasional spike in pages which most likely map 
to specific press releases which will then lose the links 
with natural churn over a few days. The main positive here 
is the nice upward trend in referring domains (new TLDs 
linking to the brand rather than pages on the same site as 
represented by the more ‘spikey’ referring pages graph).

9



Rating distribution

A perfectly natural, if uninspiring distribution of linking DRs 
make up the links, however. While the number of followed 
links is in a range that would be expected, the distribution 
is far higher in the lower orders – again indicating that the 
brand is not using its potential power for SEO purposes. 

Searchmetrics

The most noticable thing from an inspection of the Nestle 
TLD on Searchmetrics is that it may well have been both 
benefactor and victim of recent unconfirmed fluctuations 
in Google’s algorithm.

As has been much reported in industry publications, 
Around the end of August, there was an inferred 
adjustment to the Google algorithm that caused every 
volatility tool in the industry to, to quote The Smiths, 
oscilate wildly. However, many of the results of this change 
were rolled back either fully or partially in October – this 
would seem to map nicely to the latest spike in visibility 
seen by the site. Other that, the domain seems to have 
won and lost little from Google updates – either indicating 
little or poor investment in SEO for the site.

Google mobile friendliness

A trend with the brands reviewed, the site ranked as 
mobile friendly – though as can be seen abobe, there 
was a sharp drop in visibility in line with the March shift to 
mobile first. 
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However, the mobile friendly report does also carry a 
warning notice indicating partial page loading. With 
JavaScript only making up 1.57% of the site’s content, it’s 
unlikely to be a problem there, but with low speed and 
high proportion of the site content images, it may well be 
that the site is just failing to fully load before a cut off point 
for the tool – as the site, though with some spacing issues 
and a less than stellar design – seems to load fully.
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Google Mobile Speed Check

While it’s unlikely that they’ll lose the amount of traffic to 
the site that the tool suggests (those people going to the 
Nestle site are specifically looking for that brand and are, 
therefore, likely to grin and bear it), the load time is pretty 
terrible for a site with very little bells and whistles.

Screaming Frog

Screaming Frog makes it in to the list for the same reason 
as the other three tools we’ve used – it’s a great resource 
with an easy to comprehend UX and offers instantly 
accessible top level results. While there are inumerable 
data points available and a host of wonderful widgets, 
the first few that really caused heart ache from an SEO 
perspective (that haven’t been covered in the sections for 
other tools) were the following:

• More than 100 pages are missing meta descriptions.

• 147 have duplicate meta descriptions.

• 311 have duplicate meta titles.

• 43% of the site’s size is made up of 1104 images (which 
appear, for the most part, unoptimised).

• 275 of those images are missing alt text.

• There is a sitewide lack of Hreflang implementation.
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URL: - http://www.pepsico.com/

Moz scores

DA:  71 / PA: 64

Pepsico being Pepsico, it almost feels like an achievement 
that the brand hasn’t managed to accumulate a better 
score. In fact, Pepsico CEO Indra Nooyi gave an interview 
to the Freakonomics podcast back in January (a site with 
a 75 DA) which doesn’t carry a link in the show notes and 
that’s just the one missed opportunity that occurred to me 
during writing, there are almost certainly hundreds more. 

While, as with all of these major corporations, they may be 
more concerned with the profile of subsidiary companies 
(Tropican, Quaker and, of course, Pepsi to name just a few), 
but while these brands may have their own independent 
agency where it comes to advertising, editorial voice and 
content, such a lack of joined up thinking at the top that 
could leave a brand with such enormous potential with a 
relatively disappointing level of domain authority does not 
bode well for the strategy further down the chain.

Google Trends

For consistency's sake, again, this trend chart shows 
that there should be no major skew due to increased or 
decreased recent attention for the brand.

Ahrefs

Pepsico Ahrefs Rank

As mentioned in the section on Pepsico’s Moz scores, 
link building for Pepsico must be as close to an easy 
job as could exist in the industry – there are very few 
news outlets that would not feature something put out 
by the corporation, so it’s no real surprise that they find 
themselves in a reasonably good position in the Ahref’s 
rankings.

However, the static figure for referring domains and the 
5k drop in organic keywords is a sign that too little effort 
is being put in to the search side of the brand’s online 
presence. Nevertheless, the UR and DR are more than 
healthy, which bodes well for rankings.

Referring domains and pages

The referring domains a pages are the epitome of natural 
accrual – to the extent that it is seemingly (literally) 
effortless. While we don’t want to play down the work that 
may be being done by Pepsico’s search marketers, the 
gradient of the linking domain chart is so gradual that it 
looks like there is no work being done at all – especially as 
the growth has all but plateaued in 2018.
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In addition, the referring pages is pretty abject for a brand 
with near global recognition – even if one in ten people 
who wrote about the ill-fated Kardashian advert had 
included a link, you’d have expected more of a bump than 
actually occurred.

Rating Distribution

While the distribution is fairly typical, we’ve already pointed 
out one 71-80 link that they’ve missed, and I’m reasonably 
certain that seed sites such as the BBC and New York 
Times have spoken online about Pepsico or a subsidiary 
that could have earned them swathes of links in the 81-90 
and 91-100 ranges.

Searchmetrics

While the graph looks impressive – with the line trending 
in the right direction, the multi-billion dollar corporation 
is currently 13% behind Click Consult in terms of online 
visibility. On the plus side, you can clearly see that there 
has been no negative effect from recent Google updates. 
On the minus side, there have been no positive results 
either – meaning that they more than likely are doing very 
little SEO at all – good bad or indifferent.

Google mobile friendliness

The Pepsico site, as with the majority of the rest, passes 
(with a few exceptions) the mobile friendliness test for 
Google. The likely reason is probably some JS, but is 
unlikely to cause SEO problems. 

The mobile site itself is easy to navigate, with large text, 
well positioned and large enough buttons to press without 
causing difficulty even to the large of thumb – in addition, 
the news carousel is a nice touch which saves scrolling to 
access the top stories.
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Google Mobile Speed Check

This is the worst of the bunch in terms of site speed, with 
3G access an appalling 14 seconds according to Google’s 
Mobile Speed Check tool. This is likely to have an impact 
on the visibility of the site.

Screaming Frog

The Pepsico site is home to one of the most egregious 
SEO issues of the group – with the homepage still 
operating on an unsecure URL, along with that, the issues 
are:

• More than 50% of Pepsico pages (including the home 
page) are still unsecure HTTP.

• 95% of all meta titles are duplicated, as are 94% of 
meta descriptions.

• 84% of H1s are duplicated.

• 74% of images are missing their alt text.

• 98 pages are returning a 404 error – half of which have 
at least one inbound link.
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URL: - https://www.ab-inbev.com/

Moz scores

DA:  58 / PA: 57

Considering that the parent organisation is considerably 
less well known than the brands it owns – including 
Budweiser, Corona, Stella Artois, Becks and many more 
considered ‘local’ brands – ABInBev, the largest beer 
company in the world, performs reasonably well, with a 
DA and PA equal to those of more recognisable (if no less 
large) brands.

Google Trends

While a spike that took place around the time of a buyout 
dramatically skews the overall chart, the current interest in 
the brand follows typical historical trends.

Ahrefs

Ahrefs rank

Consistently ranking in the top thirty thousand sites is 
pretty big achievement, however with historical links 
totalling more than one and a half million, a 3k drop in 
keywords and a 7k predicted drop in traffic, there is clearly 
work that could be done to push the brand up another 
level – though it seems (from the outside at least) to be 
doing more than most.

AB InBev

Refering domains and pages

A slightly steeper upward trend than many of the other 
brands looked at for this white paper. This suggests that 
some work is being done to outreach the brand beyond 
the usual organic link accrual for a brand this large. 

While only a supposition, the increase from around 3 – 5k 
referring domains and the addition of around 20k referring 
pages would suggest some kind of concerted effort.

Rating distribution

As with the other metrics, the ratings distribution – while 
not far ahead of the competition – features the largest 
figures in the 21-30 through 51-60 buckets outside of 
Pepsico. Again, this would indicate some outreach activity 
– which would appear to be paying off reasonably well in 
terms of the site’s link profile.
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Searchmetrics

The data from Searchmetrics is the first major cause 
for concern - with the site suffering an extreme drop in 
visibility following the EAT and quality related updates at 
the end of 2018.

Google mobile friendliness

ABInBev are one of the few brands that pass the mobile 
friendliness without the amber warning – this may have 
something to do with the fact that less than 1% of the site 
is JS and less than 10% is images, meaning that two of 
the issues that can cause rendering issues are reduced 
enormously straight away.

Google mobile speed check

Despite a fairly simple site, the ABInBev site rates poorly 
for mobile speed. Having checked the page source, the 
two JS elements are marked for asynchronous loading – 
however the site does draw its entire CSS from an external 
url, so it may simply be an issue with a first visit – as, 
provided there is cache enabled, there should be no need 
to call the CSS a second time. We can’t see many other 
issues that could be causing the load time (though I did 
spot that one of their div classes [<div class="card-body--
text">] still contains lorem ipsum in multiple places).

Screaming Frog

• 5.97% of pages are returning a client error response 
code (4xx).

• While AB In Bev are almost unique in having unique 
page titles for 85.4% of pages, 61% of all titles fell 
below or above the recommended limits.

• 99.27% of all pages feature meta descriptions which 
are duplicated.

• 43% of all H1 tags are duplicated.

• 16.47% of images are missing alt text.

• The site has no canonical tags.

• The site lacks any hreflang tags.
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URL: - http://jbsglobal.com/

Moz scores

DA:  19 / PA: 16

As will become clear in this section, this score is actually 
an incredible achievement for what is probably the platonic 
ideal of a poorly thought out and executed website. 

Google Trends

While interest in JBS may have risen after this screen 
shot, as a scandal involving salmonella and recalled meat 
progresses, there is so little online presence for the brand 
that, whether waxing or waning, interest could do little to 
help or hinder the brand.

Ahrefs

Ahrefs rank

There’s not much we can say about this beyond the fact 
that it’s astonishing to realise that, for some organisations, 
Tim Berners Lee may as well not  have been born.

JBS

Refering domains and pages

There is a danger here of seeming dismissive – but bear in 
mind that criticism here is based on their status as one of 
the top ten FMCG brands globally. 

Rating distribution

As there are so few inbound links, the distribution here is 
actually pretty good for what it is, and, for a start up after a 
couple of months, would be a decent start.
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Searchmetrics

There is little to say that isn’t perfectly portrayed by the 
below graph.  

Google mobile friendliness

Not only is this site not mobile friendly, it is mobile 
aggressive – unreachable, aloof from the websites you 
might be used to. It doesn’t want you there and it won’t 
make any concessions to you and your fancy modern 
device.

Google mobile speed check

Probably because Google’s default position on Flash is to 
put its fingers in its ears and pretend it can’t hear it and 
that it never happened, JBS failed to even complete the 
mobile speed check, let alone rank.

We’ve said previously that it’s unlikely to do much damage 
to a global company if their core company website is slow, 
but it is honestly staggering that this is so poorly done. 
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URL: - https://www.tysonfoods.com/

Moz scores

DA:  52 / PA: 53

The 52 and 53 scores massively outperform their direct 
competition JBS. If digital ever does become a factor in 
the success of these produce giants, JBS is in serious 
trouble and has a lot of work to do to catch Tyson Foods – 
whether efforts have been made by Tyson to make up for 
losing ground to JBS on the stock market, I can’t say for 
sure, but the efforts do seem, from the data gathered, to 
follow the beginnings of a downward trend in share price 
for the brand. 

Google Trends

As with the rest of the Google Trends results so far, the 
trend line doesn’t indicate anything which could influence 
the rest of the results – though interest is trending very 
gradually up.

Ahrefs

Tyson Foods

Ahrefs rank

With a place in the top 60,000 sites overall and reasonably 
good increase in organic keywords and organic traffic, 
Ahrefs paints a fairly good picture of the Tyson Foods site – 
something which, unlike many of the other sites, suggests 
that they either have an in-house team or agency which is 
taking the issue of SEO seriously.

Refering domains and pages

As with the overall rank, the domains and pages is 
showing the kind of healthy referring domain growth 
which is indicative of a well-run site with at least some 
attention being given to the accrual of new links. As for the 
referring pages, while we can’t be 100% certain, it would 
indicate a possible link detox and submission of a disavow 
file, giving the brand the best possible chance to build 
organically from a lower but cleaner base level.

Rating distribution

The distribution of URL ratings for referring domains is 
reasonably healthy. While Tyson Foods may lack the 
instant brand recognition of some of those on the list, the 
fact that some links appear to be fleshing out the middle 
of the rating distribution is a positive for the brand, and 
further focus on building out the top and middle can only 
lead to some good online progress for the brand.

2 0



Searchmetrics

Visibility is the main area of concern for the Tyson Foods 
site – and seems to come from 2018’s spate of quality and 
authority related updates. This would indicate a necessity 
to refine or rethink their content plan and implement a 
more consumer focused model. While their consumers are 
B2B, there is still a lot that could be done to recover lost 
visibility and avoid future losses due to this type of update.

Google mobile friendliness

As with almost all of the sites on the list, the mobile site 
for Tyson Foods is mobile friendly with the ‘page partially 
loaded’ warning. As ever, this is most likely a JS issue and 
is of no major concern for the brand – especially as Google 
continues to improve its ability to parse and render JS.

Google mobile speed check

The best of the sites featured, for mobile speed, the Tyson 
Foods site again looks to have actually been paying 
attention to SEO concerns and, as such, their fairly smooth 
and easy to use site is one of the better examples in the 
list and is so far beyond its direct competition that it would 
take a special effort for them to be caught at this stage.

Screaming Frog

I’m not sure whether it’s simply because it comes on the 
back of analysing JBS’s performance, but Tyson Foods 
crawl issues are few and, relatively speaking, minor. 

• 28% of Page titles are above or below character 
recommendations.

• 25% of meta descriptions are above or below 
character recommendations.

• 75.6% of pages are missing H1 tags.

• There has been no hreflang implementation.
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URL: - https://www.coca-colacompany.com/

A note on the URL used

Considering Coca-Cola operates an abundance of sites 
with various country-specific TLDs, the .com global site 
is a relatively small site that seems simply to serve as a 
directory of these, with most of the brand’s corporate 
content hosted on the ‘coca-colacompany’ URL. As such, 
we used that URL for the purposes of this review – I can’t 
really understand why the .com site exists, as it would 
probably best serve a searcher to combine the two.

Moz scores

DA:  63 / PA: 74

As with Pepsico, the Moz scores for Coca-Cola would be 
impressive for any other site. But this is Coca-Cola – one 
of the most recognisable brands not only in the world but 
in history, and while that may prompt people to wonder 
why, then, they should bother worrying about SEO, it 
could equally be said that a corporation of this size should 
really be on top of all trends – and that a link from a fully 
optimised, well looked after Coca-Cola site to one of its 
subsidiaries could provide a lift in visibility immediately.

Google Trends

Interest in Coca-Cola is always going to be pretty high 
– especially in the winter months when it reissues its 
traditional Christmas add and tours its fairy-light decorated 
wagon around. However, there is – as with the other 
brands studied – little reason to suspect any spike that 
could influence other results or tools.

Coca-Cola

Ahrefs

Ahrefs rank

It should come as no great surprise that Coca-Cola ranks 
so well – within the top 6000 websites globally – it’s a 
behemoth and the corporate site used is more than 25000 
URLs. Nevertheless, the more than 23k referring domains 
should generate a feeling of envy in most SEOs.

Refering domains and pages

However, while the number of referring domains is 
impressive, the rate of accrual for both links and linking 
domains is less impressive considering the size of the 
brand. Admittedly, the shallow upward trajectory of the 
progress in linking domains covers a difference of around 
10k links, but it’s difficult to believe that a global company 
with innumerable subsidiaries should take more than two 
years to cover that distance.
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Rating distribution

The best of all of the backlink profiles in terms of the rating 
distribution, Coca-Cola manages to pick up links in all but 
the top bucket. Nevertheless, it’s difficult to believe that the 
brand has not appeared on the Guardian or BBC websites 
– both of which would fall within that bucket – and would 
likely provide a link if one were requested.

Searchmetrics

As with the majority of the brands looked at for this 
whitepaper, Coca-Cola have suffered from this year’s slew 
of updates around quality and authority – though it seems 
to have suffered most from Google’s mobile and speed 
updates. 

Google mobile friendliness

It’s a pass for the website’s mobile friendliness test – with 
the standard warning message – a functional website with 
little to worry about but speed.

Google mobile speed check

While the site is relatively pleasant and easy to use, the site 
speed is among the worst of the group. Possibly due to the 
site’s content consisting of almost 50% images – which 
would need to be optimised in order to improve load times.
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Screaming Frog

Whilst needing some serious work to improve site speed, 
for a site of this size – and taking in to account general 
performance of the rest of the brands – the fact that it 
suffers only from the same kinds of problems and hasn’t 
developed a host of unique ones is almost impressive.

• 1.7% of pages return client or server errors (4xx or 5xx 
status codes) equal to 600 URLs.

• 26.2% of meta titles are duplicate.

• 60% of meta titles fall above or below recommended 
character limits.

• 37.8% of meta descriptions are missing.

• A further 16.6% of meta descriptions are duplicate.

• 42.7% of H1 tags are duplicated.

• 75.3% of H2 tags are duplicated.

• Hreflang has not been implemented.
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URL: - https://www.loreal.com/

Moz scores

DA:  66 / PA: 61

L’Oreal’s is one of the more impressive sites on the list in 
terms of performance across the board – and the domain 
and page authority for the site is no different. Despite 
operating language specific sites, the .com page has built 
a more than respectable authority – especially when 
compared to the giant brands that feature alongside it in 
the list.

Google Trends

While there is a clear increase in interest, this dates back to 
2016/17 and seems to have steadied at a new, higher level.

L’Oreal

Ahrefs

Ahrefs rank

It should not be understated how well the site has 
performed to feature in the top 10,000 sites overall in 
the Ahrefs rankings – but for those that have seen 
the performance of some of the other brands in this 
whitepaper, it should be clear. While the just shy of 9,000 
referring domains is outshone by one or two others, there 
are factors that make the total more impressive.

Refering domains and pages

Accrual of referring domains is natural, gradual, but still 
more than doubles from 2013 to date. While it would be 
nice to see a slightly steeper upward trend, the brand is 
performing well, and is reaching a level of visibility that may 
increase linking domain accrual rate again – especially if 
some strategic outreach activities are implemented. As 
for linking pages – this has, barring a spike and possible 
subsequent disavow exercise, remained relatively flat; 
however, at this volume, even the smallest fluctuations can 
represent significant losses and gains.
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Rating distribution

L’Oreal is probably the owner of the best distribution of 
rating distribution of the sites looked at – and, again, this 
would indicate careful cultivation of their link profile. The 
numbers in the buckets above 11-20 outperform those of 
all but Pepsico and Coca-Cola – and it would be incredible 
if it had.

Searchmetrics

One of the few brands in the list to buck the trend in terms 
of visibility in a year of Google updates focused on the 
quality and authority of the site. While this may be due to 
the fact that cosmetics – like the two confectionery and 
soft-drink giants – are not considered YMYL and so avoid 
it on that level, the site has been trending generally upward 
since the end of 2017, and so we can reasonably assume 
that the brand is taking SEO reasonably seriously. 

Google mobile friendliness

As with the majority of the sites explored, the mobile 
friendliness pass comes with a warning notice – but, again, 
there are numerous things that could cause this and it’s 
unlikely to cause issues as Google continues to improve its 
rendering abilities.

Google mobile speed check

A reasonable score in terms of mobile speed – most likely 
hindered by the autoplaying slide show and the initial call 
of external scripts – the fair rating causes no major issues 
for the brand, though could potentially be resolved using 
some asynchronous loading and caching.
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Screaming Frog

One of the best sites of the bunch in terms of general 
performance and probably only the second site to show 
evidence of some underlying SEO strategy; nevertheless 
there are some underlying improvements that could be 
made – many of which seem to be persistent in all cases.

• 99.6% of meta titles are duplicated.

• 48.9% of meta titles are above or below the 
recommended character limits.

• 99.7% of meta descriptions are duplicated.

• 99.2% of H1 tags are duplicated.

• 99.3% of H2 tags are duplicated.

• 43.6% of alt tags are missing.

• There is no canonicalization of any kind.

• There is no implementation of hreflang (though the 
brand does have country specific sites).
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URL: - https://www.pmi.com/

Moz scores

DA:  61 / PA: 58

You’d think that, with cigarette advertising banned in most 
western nations, that there would be marketing budget for 
SEO – but the Moz scores, while good, don’t really seem 
to reflect the longstanding nature of the corporation and 
their relative profile. Especially as the company looks to 
move away from cigarette production, the potential for 
link generation is incredible. Still, the scores are good and 
should be enough to aid the visibility of content.

Google Trends

Though a recent share price scare and rumours of a 
possible merger may bump interest, these scores were 
taken prior to the news and, as such, interest was at an 
average level and shouldn’t interfere.

Ahrefs

Philip Morris

Ahrefs rank

The PMI site performs pretty well – ranking consistently 
just outside of the top 20,000 sites according to the Ahrefs 
rankings. While there is keyword and traffic loss showing, 
the amounts are negligible, while the scores for URL 
Rating and Domain Rating are excellent.

Refering domains and pages

With stories about their industry fairly common, the 
opportunity to earn links is pretty good – especially, as 
mentioned previously, with their attempted pivot to electric 
cigarettes and the huge print campaign that ran recently. 

Referring domain accrual is pretty good, but it would be 
interesting to see how they fair as some sections of the 
industry believe unlinked brand mentions seem to be 
taking on a role in rankings – something which would 
make sense.
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Rating distribution

The brand’s rating distribution isn’t the best for a 
corporation the size of PMI – suggesting that there are 
no outreach campaigns taking place. In fairness, with this 
as with all areas of search and, indeed, online reputation 
management, they are at a significant disadvantage due to 
the tobacco industry’s toxic reputation.

Searchmetrics

PMI’s visibility is particularly poor for a company of their 
turnover, and the recent quality updates seem to have 
hit fairly hard. As a brand looking to enter the electronic 
cigarette market, their lack of any keyword rankings 
around that product is astonishing.

Google mobile friendliness

As with the majority of the sites explored, the mobile 
friendliness pass comes with a warning notice – but, again, 
there are numerous things that could cause this and it’s 
unlikely to cause issues as Google continues to improve its 
rendering abilities.

Google mobile speed check

Considering the site has few JS elements, the fair rating 
for the site is likely due to issues with image loading times 
(25% of the site is images), external URL calls and caching.

Screaming Frog

The PMI site suffers from the same issues persistent 
across the brands, though it does use self-referencing 
canonical tags, so it earns some kudos for this. It also 
manages 74% of alt tags present; nevertheless, the same 
issues occur again:

• 72% of meta titles are duplicates.

• 60% of these titles are outside of recommended 
character limits.

• 45% of meta descriptions are duplicates.

• 63% of the descriptions are outside of recommended 
character limits.

• 56% of H1 tags are duplicates.

• H2 tags are not present on 96% of pages.

• 26% of missing alt tags is still too many.

• Hreflang is missing on 97.5% of the site.
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The basics

While as an agency it causes a wince to see such major 
brands fail at the basics, it’s also the case that search and 
digital marketing is still not as well known or prioritised as 
we  like or think it should be, so having seen these errors 
repeated throughout, we feel it’s necessary to cover these 
points.

Meta titles and descriptions

Virtually every site examined had serious issues with 
meta title and description duplication. Ideally, while some 
duplication is expected, each meta title and description 
should be unique to the page it represents – allowing 
search engines to return results that can address user 
intent. 

Alt text

While not as universal an issue in the data, there were 
several sites which were missing most of their image 
alt text, and most of the others performed patchily in 
this area. Not only does alt text help search engines 
contextualise images for queries (increasing the page’s 
authority and usefulness to the term it’s targeting), it also 
helps those consumers which rely on screen reading 
technology to navigate the web. Both of these should 
make a clear case for ensuring clear, descriptive alt text 
is applied to all images.

<H1> & <H2> tags

As with much of the html used alongside content, 
the < h1 > and < h2 > (and the rest if used) help to 
contextualise the visible content. Many of the sites 
examined have H1 tags which are duplications of the 
meta title, or are duplicated throughout the site. While 
this can sometimes not be avoided, all effort should be 
made to tailor these titles and subtitles to the pages 
they’re a part of – not only to improve performance in 
search, but also to improve readability for the consumer.

Takeaways for brands 404s

Not only do these errors (the ‘this page does not exist’ 
error) contribute to poor user experience (UX), they are 
also a missed opportunity. If there are pages returning a 
404 error, there is content which was important enough 
to exist at one time and should therefore be redirected 
to an updated page, or the nearest relevant page, it 
may also be a barrier to the authority coming from any 
backlinks the page may have had. 

Content

The need for content has been made in digital marketing 
since time immemorial, but the needs change and while 
the need for keywords may have trickled down in to the 
general population, the same can’t be said for the shift 
to natural language, the need for quality over quantity 
and the various signals of EAT that are necessary. As 
such, much content is overtly promotional, too short, too 
keyword dense or entirely unfocused. This is a situation 
that needs to be addressed in many industry verticals, 
but definitely in FMCG – an industry that has seen large 
drops in visibility in a series of EAT and quality updates 
to the Google algorithm.

Intermediate

The intermediate lessons FMCG can learn are more 
understandable SEO issues, little known recent 
developments, or issues which can be a time and/or 
resource drain to implement. 

Google My Business

Astoundingly, only two of the brands examined have so 
far claimed their Google My Business page. Claiming 
your Google My Business page opens up a wealth 
of real estate alongside search results for your brand 
name; claiming your page enables ‘Posts’ (which can 
feature various offers or content offerings) as well as a 
Q&A section and the ability to showcase opening hours, 
images of the business and more. It is also vital for 
success in local SEO. You can learn more about GMB in 
this blog from 2017.
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Knowledge panel

Claiming your knowledge panel is a 2018 development, 
and so little known outside of the SEO community. 
As such, while it’s easy to do, we’ve placed this in the 
intermediate section simply because it’s a fairly new 
development. You will need to verify your ownership or 
ability to operate on behalf of the brand, but following 
verification, you’ll be able to suggest edits to your brand’s 
knowledge panel.

HTTPS

There is little excuse for large brands to have failed to 
move to HTTPS, but it is slightly more understandable 
for SMEs as it can seem like a big ask. However, the 
move to HTTPS is not as arduous as you might fear and 
also opens up HTTP/2 access – which can make speed 
issues far easier to deal with. You can learn more about 
making the switch from our eBook ‘HTTPS Website 
Migration’.

Link reclaimation & recovery

Every site will have a proportion of its inbound links 
which drop, stop working or are otherwise rendered 
obsolete. This proportion increases naturally as the 
organic link accrual of a brand rises. As such, FMCG 
brands should undertake at least an annual link 
reclamation and recovery exercise. This can be as 
simple as downloading an Ahrefs report and contacting 
webmasters and, while it can be labour intensive, the 
process can ensure that you maintain the rewards of 
previous link building endeavours – and occasionally 
uncover overlooked targets for future link building.

Rel=”canonical”/prev & next

A relatively simple change, but one that will require 
some coding experience to make – the prev and next 
canonicals enable for the proper flow of authority 
between the numbered pages of a blog or category. As 
these are likely to change, shrink or grow over time, any 
links to specific category or blog pages (in the top level, 
rather than the individual pages themselves) can be 
lost or the authority from the links can be orphaned to a 
page 10 or 12 levels deep, meaning that they will pass no 
overall authority to the site itself.

Advanced

The following have been branded as ‘advanced’ either 
because they require intensive work, the upskilling or 
the hiring of new staff. They are not simple exercises, but 
they are exercises that may help you to prepare for the 
future of online marketing.

Alexa Skills/Actions on Google 

While the importance of voice is both overplayed 
and underplayed depending on your industry and 
sources, the numbers are certainly trending toward a 
coming voice search boom as technology catches up 
to ambition. While voice commerce is by no means a 
big proportion of revenue for any brand, it will provide 
revenue and certainly will play a part in the online 
presence of brands in the near future.
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This is emphasised by the tremendous growth of 
smart speaker adoption in the US and UK – which has 
grown by almost 500% in a single year. Brands that can 
develop coherent strategies at this point in the process 
are likely to be ahead of their competition when the 
change happens.

Augmented reality

Augmented reality (AR) offers a host of potential 
for brands, both in terms of marketing and general 
communication. While many people will be aware of 
the ’13 Crimes’ brand of wine, which carries an AR 
story on their label, there are a host of AR business 
cards, technical and instruction manuals (imagine 
the opportunities to, once and for all, make flat pack 
furniture instructions readable and feature video 
tutorials). There are also retail stores which offer an in 
store AR experience (including layout guides and AR 
outfit simulation) – which can also be tailored to work in 
combination with various other emergent technologies 
to provide a new and improved retail experience.

Schema

The implicit aims of recent search engine developments 
are, as has been pointed out during numerous keynotes 
at search industry conferences, is to become an answer 
engine. The increase in zero click searches and the 
growing number of rich results are down to Google’s 
ability to parse site information and return relevant rich 
results to the user. While this may seem to breach the 
implied agreement between Google and webmasters 
about access to content in return for traffic, it is not a 
trend we’re likely to see reverse. That means that brands 
need to be the first or best in their industry at rendering 
their content understandable to machines – and that 
is done using schema markup – you can find out more 
about the process here.

Site speed 

Nearly every site studied had mild to severe issues with 
site speed. This is not surprising – while broadband 
speed has improved and customer expectations have 
increased, brands have attempted to keep pace with 
design trends. However, while it is one thing to stack 
up the JavaScript on your site to jazz up your UX and to 
ensure high definition photography graces each page, 
it is another thing entirely to expect web developers to 
keep up with the latest best practice and, as the typical 
device switched from desktop to mobile, techniques 
such as asynchronous loading of JS, the need to enable 
compression, and the necessity of adopt new file formats 
for images has been overlooked. You can find out more 
about the importance of site speed for mobile here.
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Hreflang

We’ve included this simply because opinions on the 
right way to implement it are so diverse, and because 
the issue grows in complexity the more territories a 
brand is serving content to – not least because it is 
used by Google and Yandex while Bing uses a language 
meta tag. A site that serves multiple languages may 
use separate sites per nation – using .co.uk, .de and .fr 
TLDs etc. However, if they want to capture all possible 
EAT indicators, they may wish to use a number of 
hreflang and “alternate” hreflang tags to serve different 
translations of content based on geolocation. This can be 
done with a series of tags in the page header:

• <link rel="alternate" href="example.com" 
hreflang="es-es" /> 

• Spanish as spoken in Spain (as opposed to that 
spoken in Mexico which would be “es-mx”).

• <link rel="alternate" href="example.com/fr/" 
hreflang="fr-fr" /> 

• French as spoken in France (as opposed to that 
spoken in Canada which would be “fr-ca”)

• <link rel="alternate" href="example.com/pt/" 
hreflang="pt-pt" />

• Portuguese as spoken in Portugal (as opposed to 
that spoken in Brazil which would be “pt-br”)
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2018 has been a year of quality and authority updates 
– with four separate updates dealing specifically with 
the issues of content quality and EAT concerns. Of the 
brands that appear in this whitepaper, four were severely 
impacted, two were positively impacted and the rest 
continued with the same patterns of increases and 
decreases they experienced regularly.

EAT or quality related updates occurred on the following 
dates in 2018:

• 16/04/2018

• 04/08/2018

• 31/10/2018

• 11/11/2018

Results of EAT and quality 
updates

ABInBev performance (last six months)

Tyson Foods performance (last six months)

Coca-Cola performance (last six months)

This appears to be a consistent theme throughout 
industries that Google believes deals with YMYL content. 

This would appear to reinforce concerns that FMCG 
brands are focusing too heavily on their brand and not 
enough on their consumers – with their websites losing 
heavily due to algorithm updates looking to improve the 
usefulness of SERPs in industries specific to their brand.
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FMCG is one of the most diverse industries and so, in 
order to keep things reasonably level across companies 
that deal in such a wide variety of products, it seemed 
sensible to take the parent organisations as the brands for 
review. This leads to problems such as the general reliance 
on such large brands on traditional advertising over digital, 
the importance of brand name over brand exposure and 
the focus on subsidiary brands over the parent company. 
However, any major corporation should surely have 
general digital guidance – or so you would think.

It bodes poorly for the subsidiary brands if the approach 
of the parent organisation is the one being implemented 
further down the line. The lack of competitiveness in the 
SEO practices of these large organisations is incredibly 
surprising – and, while it may be said that they are of a size 
and market share that renders digital unimportant, it is not 
impossible for this to change. 

Conclusion

While digital disruption is often given more credit than 
it deserves, what may instead cost these brands is not 
the existence of the Harry’s razors or Dollar Shave Club 
method (though some have already replicated the model 
in response), what may trip brands up is the growing 
importance of digital in the building of brand relationships.

Traditional marketing and advertising is likely to remain the 
key part of any major brand’s efforts to build their presence 
and market share, but it will be interesting to see how the 
coming decade and changing interactions with and uses 
of technology will impact the FMCG behemoths of old – 
and whether their relationships with consumers will last 
through a transition to an increasingly personalised retail 
culture, in which every quirk and quality is catered to, or 
whether mass market appeal will be increasingly difficult 
to achieve, making the eminently customisable digital 
experience ever more important.
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• FDOM – Document Object Model.

• Domain Authority (DA) – A proprietary rating (from 
SEO tool Moz) of a website’s TLD authority

• HTTP – Hyper-Text Transfer Protocol Secure, the 
preferred prefix for all world-wide web pages that need 
to offer secure information transfer (eCommerce etc.).

• HTTP – Hyper-text transfer protocol, the prefix, until 
recently, for all world- wide web pages.

• JSON- LD – Java Script Object Notation for Linked 
Data.

• Knowledge Graph – a rich result, claimable by brands, 
which offers further information on that brand in 
conjunction with brand relevant search results.

• Page Authority (PA) - A proprietary rating (from SEO 
tool Moz) of a specific page’s authority

• RFDa – Resource Description Framework in Attributes

• Schema – an open source project aiming to add 
context to online entities through a variety of coded 
microdata types, including RDFa and JSON-LD.

• TLD – Top Level Domain.

• Your Money or Your Life (YMYL) – a phrase used by 
Google to refer to sites which can have a material 
impact on a user’s financial or physical wellbeing.

Glossary

About Click Consult

Our accreditations

Our awards

Click Consult is a multi award-winning digital and 
search marketing agency with a focus on organic (SEO) 
and paid search (PPC). Part of global consumer brand 
business Ceuta Group, we have a team of 70-plus 
specialists and a portfolio of more than 60 clients 
worldwide. 

Our complementary services include content 
marketing, outreach, social media, conversion rate 
optimisation (CRO) and international/multilingual 
search marketing. We can also offer training and 
consultation to support your teams or existing strategy. 

Click was named Search Agency of the Year and Digital 
Agency of the Year 2018, adding to our long list of 
other awards and accolades, and also ranks within 
Econsultancy’s ‘Top 100 Digital Agencies’, and Prolific 
North’s ‘Top 50 Digital Agencies’. We’re also a Google 
Premier Partner, a Bing Select Partner and feature in 
The Drum Recommends.  

Specialized in:

Shopping adsDisplay adsMobile adsSearch ads Video ads
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