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INTRODUCTION

To be effective and sustainable, an organic search (SEO) strategy cannot rely on brand searches 
alone.

Strong natural search performance drives visits to every page of your site, not just the home page 
and not just for searches for the brand – which means you must treat every page as a potential entry 
point and optimise it accordingly. 
 
Those searching for a brand are usually navigating to a site they’re already familiar with and have 
used before. This is demonstrated by the increase in the number of brand searches for Pretty Little 
Thing. Five years ago the fashion brand was relatively unknown; a check for the term on Google 
Trends shows that, as the brand has increased its share of the market, so have the number of 
queries.
 

How visibility for the brand search term ‘Pretty Little Thing’ has increased over time
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That said, dominating the first page of Google’s search results (SERPs) for brand queries is desirable 
for a number of reasons:

People rarely look past the first page of SERPs
An old SEO joke is that “the best place to hide a dead body is page 2 of Google results” and this is 
backed up by figures from ad network Chitika, which found that 95% of all search traffic comes from 
page 1 results.

Controlling your online reputation 
Clearly, negative results can affect how people view you business and whether they decide to visit 
your site and go on to convert. These often come from review pages and, with 88% of consumers 
saying they trust online reviews as much as personal recommendations, they can have a powerful 
impact on your brand. Of course, the obvious advice is to ensure you offer the best possible 
quality of product or service and deliver on the promises you make online or offline, and ensure 
the content you deliver is relevant and trustworthy - but every business is likely to encounter 
disgruntled customers or clients at some point. Monitoring brand sentiment to combat negative 
publicity and actively promoting the positive are critical to controlling your reputation and have a 
critical impact on the following two reasons...

Quality of traffic
There’s little point in driving thousands of visitors to your site if they’re not going to convert when 
they get there. Tricking people into clicking on your results is well established as a ‘black hat’ 
technique that most people now know can only hurt their brand as Google interprets a high bounce 
rate a signal of a low quality site. 

Conversions
Your brand is online because you want people to buy your products, sign up as a lead, give you a 
call, follow your cause – whatever your objective. And if people are actively searching for your brand 
name, this shows a high intent to do business with you! Taking into account the above points, 
dominating page one - and for the right reasons – is crucial for your improving conversions.

https://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
https://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
https://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
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MAKE YOUR WEBSITE EASY FOR GOOGLE TO FIND
 
Google’s web crawlers (Googlebots) regularly crawls websites to make sure it has the most up 
to date picture of their contents. It’s therefore vitally important to make it as easy as possible for 
Google to crawl and index your entire site, and find all pages on it: if it can’t do that, it can’t rank 
your pages, and searchers won’t be able to find them. 

A dynamic XML sitemap facilitates the crawling and indexing of all pages of your website, as it 
allows you to direct the Googlebots through a roadmap of the preferred routes through the site, 
rather than having it crawl the website in the same way that a human user would, such as through 
category to subcategory, and finally to product or information pages.

It’s essential that your sitemap is logical and hierarchical, to ensure that all internal links and 
redirects work (this should mirror your site structure as easy navigability makes for a smoother UX 
and customer journey).

Update it as and when new content is added to ensure that nothing is masked by redirects or in any 
other way hidden from site crawling and indexing. Best practice is to reference the sitemap in the 
robots.txt file - this will ensure the job of the Googlebot is as easy as possible, since the robots.txt file 
is the first place the crawler will look.

Your sitemap should be uploaded to Google Search Console and you should make sure that it 
automatically updates regularly using an XML sitemap generator such as Google XML Sitemaps (a 
plug-in for WordPress).

According to Google :

A sitemap does not affect the actual ranking of your pages. However, if 
it helps get more of your site crawled (by notifying us of URLs we didn’t 
previously didn’t know about, and/or by helping us prioritize the URLs 
on your site), that can lead to increased presence and visibility of your 
site in our index.

While, there’s no guarantee that an XML sitemap will mean your rankings will improve, it will help 
Google discover your fresh content faster - and freshness signals definitely are a ranking factor.

https://support.google.com/sites/answer/100283?hl=en
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SET UP GOOGLE MY BUSINESS

Registering and regularly updating your Google My Business (GMB) page gives your brand free 
SERPs exposure and an opportunity to push various content through the expanding options in 
‘posts’.

By signing up to Google My Business you can tell Google directly the name of your business, the 
exact location, what it does, opening times, what it looks like (you can upload your own images), 
and many more attributes.

GMB influences your Google Maps results. For instance, Google smartly tells the searcher whether 
the business is open or closed right now and pulls out images to give users more of an idea of what 
to expect.

GMB also offers a huge amount of data in Google Analytics, so you have the stats to back up the 
strategy.

Not only does GMB make it easier for it to know what’s what about your business, it also improves 
the search experience for your customer – giving more ‘at a glance’ information than the traditional 
SERPs listings do. 

Here’s how catering company Jaspers’ 
GMB profile appears when a user 
performs a search for that brand:

There are a variety of questions Google 
wants you to fill out to complete 
your GMB profile. You must begin by 
verifying you are the business owner: 
for most businesses, verification means 
requesting, receiving, and reading a 
verification postcard from Google.

https://accounts.google.com/ServiceLogin?service=lbc
https://support.google.com/business/answer/6300716?utm_source=gmbmktg&utm_campaign=faq&utm_medium=referral&hl=en&_ga=2.122405771.1049800505.1554236980-695646730.1554236980
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Make your business’ information is accurate
Make sure your business’ details are complete and accurate - and ensure you frequently check your 
listing to ensure it stays this way. This includes: 

• Your physical address
• Phone number 
• Business category
• Opening hours

Many businesses don’t realise that third parties can edit your GMB profile (see the ‘Suggest edit’ 
option in the Jaspers listing). 

Plus, Google encourages people who are familiar with your business to answer questions, so that 
Google can learn more information about your company. To do this they simply click on the ‘Know 
this place? Answer quick questions” link.

You should be notified when someone does this, but it’s important to log in to your GMB dashboard 
regularly to ensure that no one has made any unwanted changes to your listing.

Here are some other ways you can optimise your GMB profile:

A picture paints a thousand words
You can add as many photos as you like of your business to illustrate what you do, may this be 
pictures of your location(s), menu shots, products, etc. These can also appear in a Google image 
search.

Q&As
As the name of the feature suggests, this allows people to ask questions about your business and 
you to answer them, developing a two-way conversation between you and your customers.

It can be helpful to create a FAQs list on your GMB listing to pre-empt people’s questions. Check 
with your sales reps and your customer service staff to identify the questions people most often ask, 
then put those Q&A questions on your GMB listing. 
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Google reviews
One of the most vital aspects of your GMB profile when managing your brand’s reputation, these 
appear next to your listing in Google Maps and your GMB profile in search results:

GMB allows notifies you when people posts reviews and to interact with them both for the purpose 
of building relationships and for complaint handling. While Google reviews are still vulnerable 
to manipulation, interaction with consumers is a major part of a modern digital presence so the 
option to engage in conversation with consumers is an important one to have.

If you follow Google’s guidelines for GMB reviews, you can ask your customers for reviews. 

When customers leave reviews for you — good or bad — make sure you respond to them. Not only 
does it show that customer that you appreciate their feedback, it also shows potential customers 
that you care. 

Google Posts
This is essentially a micro-blogging feature that allows you to create content (including images, 
videos and links) directly on Google. They last for seven days unless they’re set as event with an 
expiry date.

Primarily designed to make it easier for customers to find your business when carrying out a local 
search, Google also uses the information in it to help populate your Knowledge Panel – although 
this isn’t guaranteed, it’s one of the best ways to take control of what is displayed.

The more interaction you have with users,, the better your chances of ranking higher in organic 
rankings in general. 
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CLAIM AND OPTIMISE YOUR KNOWLEDGE GRAPH
 
Also known as the Knowledge Panel, this is a rich result shown by Google, claimable by brands, 
which offers further information on that brand in conjunction with brand relevant search results. 
They contain information, curated by Google, about people, organisations, sports teams, events, 
and media properties.
 
It features information gathered from a variety of sources, updated as new information becomes 
available to Google, and is presented to users in a box next to the search results:
 

Similarly to GMB, both your brand and third parties can suggest edits to a Knowledge Panel. Again, 
you will need to verify your ownership (or ability to operate on behalf of the brand).
 
Information contained in Knowledge Panels is pulled from trusted sources on the web, such as 
Wikipedia (as in the Pretty Little Thing example above).
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Wikipedia
As you probably know, Wikipedia is a free encyclopedia where anyone can edit or create a listing, 
and in which Google puts a lot of trust when returning search results. Having a Wikipedia page (also 
known as an article) is a big plus point for your brand’s online reputation.
 
However, it’s not necessarily straightforward to create a Wikipedia article for your brand and the 
process warrants an eBook all of its own. The encyclopedia itself states: 

“Note that Wikipedia is not a directory of all companies... “Wikipedia requires significant coverage in 
multiple independent sources for articles on organizations and companies per Wikipedia:Notability 
(organisations and companies). Independent sources should provide enough neutral and 
factual information to write a proper article. You might choose to add to your own website a 
comprehensive list of any independent reliable sources, such as newspaper articles, that have been 
published about your organization. Such a list can help Wikipedia understand why you think your 
organization is notable.”

Here’s the guidance it offers to organisations who want to include their brand as a new Wikipedia 
entry, or make changes to an existing one.

https://en.wikipedia.org/wiki/Wikipedia:Notability_(organizations_and_companies)
https://en.wikipedia.org/wiki/Wikipedia:Notability_(organizations_and_companies)
https://en.wikipedia.org/wiki/Wikipedia:FAQ/Organizations#I_think_my_organization_deserves_an_article_on_Wikipedia_but_none_exists._What_can_I_do?
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MAKE YOUR PRESENCE KNOWN ON SOCIAL MEDIA
 
Like almost every area of life, social media has a powerful part to play in how your brand is 
perceived – not least because posts and comments by and about your brand are prominent in 
search engine results:



12WW W.CLICK.CO.UK

Therefore, as well as amplifying your brand’s online visibility and influence, the buzz created by 
social signalling can benefit your organic search performance (though how much weight it is given 
by Google as a ranking factor is a contentious subject). 

You don’t necessarily need a profile on every social media channel – this will depend on your type 
of business, your target audience and your objectives. However, ensure the ones you choose
This infographic and blog post can help you to make the decision about the platforms to target.

A presence on YouTube is particularly useful for improving your search profile for brand queries, as 
Google is making videos more prevalent in its results. Find out more about creating and optimising 
a YouTube channel with this eBook.

According to Searchmetrics’ Search Ranking Factors, social signals correlate strongly to better 
rankings, perhaps in part because a high number of social signals imply that the site regularly adds 
new content and this plays a role in driving direct traffic and brand awareness.

https://www.click.co.uk/resource/the-pros-cons-of-social-media/?utm_source=eBook&utm_medium=ebook&utm_campaign=dominating-first-page-real-estate-brand-search
https://www.click.co.uk/blog/social-media-picking-the-right-channels-in-2018/?utm_source=eBook&utm_medium=ebook&utm_campaign=dominating-first-page-real-estate-brand-search
https://www.click.co.uk/resource/youtube-seo-optimise-youtube-search/?utm_source=eBook&utm_medium=ebook&utm_campaign=dominating-first-page-real-estate-brand-search
http://www.searchmetrics.com/knowledge-base/ranking-factors/
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Embracing user-generated content (UGC) and brand advocates
By its very nature, it’s not just you that can influence your reputation on social media. Fans and 
critics alike don’t hold back on sharing their opinions about brands.

Building an authentic dialogue, showing you know – and appreciate – that customer advocates love 
your brand, and motivating them to create and share content around your products and services is 
a powerful marketing method. 

By having regular engagers, or ‘superfans’, 
on its social media pages page, The Body 
Shop acknowledges a brand advocate who 
shares an image of their products, along with 
praise for their Forever Against Animal Testing 
campaign – a great example of tapping into 
aligned beliefs (see image on the right).

This helps to create a core group that it can 
rely upon to share and shout about the 
brand; when it runs big campaigns and brand 
messages, these fans help to the message 
spreads further and more organically.

This blog post will give you some ideas on 
how to embrace UGC and encourage brand 
advocacy.

https://www.click.co.uk/blog/5-ways-to-embrace-ugc/?utm_source=eBook&utm_medium=ebook&utm_campaign=dominating-first-page-real-estate-brand-search
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AIM FOR GOOGLE’S ‘ANSWER BOX’ 

Google search results can include ‘answer boxes’ – such as the first listing in the example below. 
This is the complete, direct answer to a search query that shows up at the top of your results - when 
Google uses external data to try to answer a query as fully as possible, without the user having to 
click any further. 

Here’s another example of a rich answer for the search ‘chocolate cupcake recipe’:
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Create the kind of content that appears in Google’s answer boxes

• Focusing on long tail research into what your target audience searches for is crucial. Identify 
the questions they’re commonly asking and ensure your content not only provides clear, 
substantial answers, but also includes the questions themselves.

• Identify a common, simple question related to your market area, but offer value added info 
beyond the direct answer.

• Feature the search query in page header tags (such h2s and h3s).

• Provide a clear and direct answer to the question early on in the text (Matthew Barby 
recommends an optimum length of 54 to 58 words).

• As Google will often use the first paragraph of an answer as a rich answer, page structure is 
important. It goes without saying that it should be user-friendly and logical to navigate.

The key message is the same as always when it comes to usability and rankibility: create high 
quality, relevant and engaging content with the human user in mind.

http://www.slideshare.net/clickconsult/8-tips-for-writing-content-for-organic-search-seo
http://www.slideshare.net/clickconsult/8-tips-for-writing-content-for-organic-search-seo
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BID ON BRAND TERMS WITH PAID SEARCH (PPC)

So far, we’ve discussed organic ways you can optimise page 1 search results for band terms, but 
it’s important to keep in mind that paid search also has an important part to play. Click Consult’s 
Director of Search, Alan Reeves, is an advocate, and here explains his reasoning:

Unfortunately, many of our clients have been ‘burnt’ by other PPC agencies in the 
past. It is a practice of some to report on top line figures only. This means that 
generic keywords can be made to look profitable, but upon full investigation the 
branded keywords are usually holding up the entire campaign. This often leaves 
clients reluctant to bid on their own brand.

I do not believe that everyone should bid on their own brand. For example, if you dominate most of 
the first page of Google organic results rather than just position one, and if there are no competitors 
bidding on your brand through PPC, you probably shouldn’t. I am, however, going to give three 
strong arguments in favour of brand bidding on PPC:

1. Stop your competitors stealing your traffic

“Imagine if your MD searches your company name and finds your top competitor sitting pretty 
above your organic listing with their PPC ad. Do not let this happen. By bidding on your own brand, 
you will easily push any competitors off the top spot. Also, once your ad is live, the CTR and Quality 
Score of your competitors ad rank will drop quickly. Soon, their Quality Score will be too low to land 
the ‘top box’; they will be relegated to the right hand side and eventually their minimum first page 
bid will become unprofitable.

2. Reduce your whole account’s cost per click (CPC)

“Even the most amateur PPC Manager can get an excellent CTR and Quality Score from their own 
brand keywords. With time, this excellent Quality Score will begin to affect your entire account. We 
have several clients with very popular brands and we have seen that brand bidding has reduced 
their CPC on non-brand keywords. Also, ad extensions will typically appear on brand keywords 
before non-brand and this can build up a positive history at extension level and make them more 
likely to appear on non-brand keywords.

3. Remember PPC is marketing
Sell yourself in your ad; include the most relevant calls to action. Personalise your ad to groups of 
return visitors using Remarketing for Search (RFSA). Use site links to get all of your best offers and 
products in front of your audience and allow them to land further down the conversion funnel 
rather than your homepage. We almost always achieve a higher conversion rate through Brand PPC 
traffic compared to Organic PPC traffic.

http://www.click.co.uk/services/display-advertising/targeting-methods/?utm_source=eBook&utm_medium=ebook&utm_campaign=dominating-first-page-real-estate-brand-search


CONCLUSION

Many of the techniques we’ve covered in this eBook are SEO (or PPC) best practice. But, if you really 
want to focus on: 

• Optimising what users see when they search for your brand terms
• Controlling your online brand reputation 
• Improving the quality of visitors to your site
• Boosting your conversion rate

Then this eBook can form the backbone of your strategy for dominating first-page real estate for 
brand search.
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“I would always recommend a test Brand PPC campaign; there are lots of easy ways to do this:

• Run Brand PPC for a week and then turn it off for a week. Then compare the overall return for 
all Brand traffic with and without PPC.

• Pick two large cities that have very similar performance and run Brand PPC to one of these 
cities, then compare the performance.

• Link your Google Ads account to Search Console and analyse the Paid & Organic report see an 
estimate of how the two sources work together.

The most important thing to do is track and report on any brand bidding separately to any other 
PPC activity. Do not lose focus on any other campaign just because the brand campaign seems like 
easy money and do not let anyone pull the wool over your eyes. You need to know the performance 
of each of your campaigns, not just the top level information.
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