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1. Overview 

Introduction  
This guide has been written by the IAB Search Council  to help teams within 
online publishers to use search marketing to its full potential. It is one in a series 
of reports aimed at specific industry sectors. Visit www.iabuk.net/search for all of 
the IAB Search Councilôs publications. 

Publishers and search  
Due to the vast amount of content publisher sites produce and their reliance on 
traffic to sell advertising inventory, they are incredibly reliant on search to drive a 
large portion of that traffic. This also makes it a competitive sector that fights for 
the attention of consumers searching for content, often with a short lifespan. 

The highly competitive nature of the sector and the sheer volume of content 
means most publishers are very familiar with search, with many boasting high 
levels of expertise. However, in the process of creating this document weôve 
discovered areas that we believe offer opportunities that many publishers have 
yet to make the most of. 

This toolkit helps to highlight some of these opportunities, but it is just the start of 
the conversation. If you have any thoughts, case studies or tips, please get in 
touch with jack@iabuk.net. 

Opportunities  
The IAB has identified six key opportunities for publishers to improve their search 
marketing: 

1. Communication between teams:  this is a constant challenge for any 
organisation, but a coordinated approach to search marketing for 
publishers could see a huge uplift in results, particularly PPC. 

2. Natural search (SEO):  publishers generally have a number of people 
internally with a strong understanding of SEO. However, there is 
opportunity to improve understanding of SEO across the organisation. 

3. Paid search ( PPC): paid search can deliver significant results for 
publishers, yet many donôt use it to its full potential, leaving the field open 
to implement strategies weôve highlighted in this document. 

4. Subscriptions:  generating subscriptions requires a very different 

http://www.iabuk.net/search
mailto:jack@iabuk.net
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environment to content funded by advertising. As more publishers move to 
a paid or subscription based model, many new opportunities in search 
marketing emerge discussed in this document. 

5. Tools:  understanding what tools are available and how to use them for 
planning and measuring success needs to improve. 

6. Keep up -to-date:  search is changing rapidly, staying up-to-date is 
becoming harder, but it is possible. 

Common publisher search trends and future  
 Some publisher sites, particularly trade press, have ópaid-forô content 
locked behind a registration. Reports show that in the near future this will 
become more prevalent for publishers and could fundamentally change the 
way they use search to market their content.  

 Publishers have primarily used PPC for generating traffic to their websites. 
Increasingly, now they are using it to acquire customers for paid services 
such as fantasy games or clubs or for direct sales where the investment 
can yield a positive ROI. Few are using PPC to its full potential for 
marketing and branding campaigns.  

 SEO is actually changing the content of websites ï e.g many news sites 
now have far more ótrend articlesô to capture traffic on popular stories. 

 The direct opposite to the previous point are websites like The Sun, Perez 
Hilton and Heat World where loyalty comes first. These websites 
concentrate primarily on entertaining, attention grabbing and creative 
headlines than always on SEO. E.g. headlines using puns are memorable, 
but not always search friendly. 

 Universal search is underused, particularly video and image. 

 Hyper-local search (optimising content for small local audiences) is 
underused by local newspapers who are failing to adapt to increasingly fast 
paced changes in technology such as using interactive content, e.g. social 
networks, feeds, UGC. 
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2. Communication between teams 

The biggest challenge for publishers in executing search strategy is to make sure 
the right people are in charge of the right levers within the organisation, with 
clearly defined objectives and responsibilities.  

Many larger publishers have found it useful to establish a small search hub, 
which can evangelise, educate and set the strategy for search internally. It is 
important that all teams involved with search marketing communicate closely to 
ensure best practices are shared, to prevent duplication and to maximise the 
impact of all activity.  

Teams generally responsible for search  

 Search team Editorial, copywriters  Marketing 

Who? Search teams of 1 ï 3 
people (in small 
publishers, there would 
usually be a copywriter 
or IT person in charge 
of this role.) 

Large teams of people 
writing and editing the 
content of the website.  

Brand managers, product 
managers, e-commerce and direct 
marketing managers.  

What? Advisors and enforcers 
of site wide best 
practice and strategy. 

Responsible for creating 
content and optimizing it 
for natural search. 

Use search as a marketing tool to 
acquire customers, generate 
leads or sell products. They are 
usually responsible for managing 
external agencies 

How? Across the board, 
search teams are very 
experienced at SEO 
and are often very up-
to-date. Internal 
evangelising, 
enforcement and 
consistency of 
standards across a 
number of large teams 
are their biggest 
challenges 

Usually understand the 
basics of search and are 
more than capable of 
SEO. 

Often too busy to fully 
concentrate on advanced 
search like landing page 
conversion and driving 
traffic across other areas 
of the site. 

Activities include: 
- Subscription acquisition  
- Lead generation for paid 
services, e.g. dating, gambling at 
target CPAs 
- Traffic generation around key 
content or events (to supplement 
SEO activities or secure share of 
voice) 
- Traffic generation to drive page 
views and advertising revenue 
- Awareness-building for product 
launches and promotions. 
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3. Natural search (SEO) 
The IAB recommends that everyo ne involved in producing or promoting content 
at a publisher should be familiar with the below tips. Not only will SEO improve 
natural search performance, it improves paid search (PPC) performance too. 

1. Keywords can be challenging ï  choosing keywords is an exercise in 
matching page content to what users are actually searching for. There is little 
point talking about ñhomes available for purchaseò when everyone searches 
for ñhouses for saleò. Check the popularity of search phrase variants and 
common synonyms. Write page copy for the user and target keywords within 
it. Copy written purely for search engines may rank well but it will be difficult 
to read and will often drive users away. 

2. Donôt rely on users logging in or registering in order to display content; this 
keeps the search engines out. If registration is a requirement then use 
abstracts of each article in a public area. Another consideration would be the 
use of Googleôs First Click Free which will allow users to read one article in 
full before being presented with registration requirements. 

3. Once a page has a URL, keep it rather than moving it to a different URL in an 
archive. Never simply delete content either; if content had to be removed, 301 
redirect the page in order to preserve any authority it has built up. 

4. Try not to make the site deep in structure, so /sports-news/article-name/ is 
better than /sports/news/april/2009/articles/article-name/ 

5. Create distinct themed sections in the site to give it a very simple structure so 
search engines can easily classify pages in each section, so have top level 
categories such as ósports newsô, ópolitical newsô. 

6. Ensure the title tag is correctly structured; prominence and proximity are key. 
A good title tag would be 65 characters in length and structured to reflect as 
much information as possible. For exampleé 

 Article title | Category | Publication 

 Product | Category | Brand 

Anything beyond 65 characters may get truncated in the search results. 

7. Make sure every page has a unique meta description of up to 160 characters. 
Anything more than this may get truncated when displayed in the search 
results. 
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8. Make full use of HTML heading tags, such as H1, H2 and H3. Use the 
product name or article title in the H1 tag and then try to implement sub 
categorization or other relevant information in other heading tags. Make sure 
only one H1 tag is used per page. 

9. Try to summarize the article in an abstract at the top of the page with relevant 
article keywords. This abstract can often make for a good meta description 
tag. 

10. Try and remove any unnecessary code such as in-line JavaScript and CSS. 
Instead move these to externally referenced files to keep the pageôs filesize to 
a minimum. 

11. Use internal link anchor text with main category keywords to build the themes 
of each section. A bread-crumb trail can be a good addition to a page as it 
provides contextual linking to parent categories and makes for a useful 
navigation aid for users. Make sure main category keywords are used in the 
main navigation. 

12. Add a web feed (eg: RSS or ATOM) and make sure it pings all blog and feed 
search engines every time a new article is added. 

13. Add an XML sitemap for search engines. 

14. Use competitions etc to build inbound links. Take care not to contravene 
search engine terms and conditions of indexing when building inbound links. 
Specifically, do not engage in paid linking. 

15. A site needs to be accessible to search engines. Using technologies that 
present a barrier to indexing (such as JavaScript) can render a site 
impenetrable to search engines if the navigation relies on it to function. 

16. There are many ways a site can introduce duplicate content and search 
engines donôt like any of them. Make sure all page content is as unique as 
possible to each page. Donôt copy and paste content between pages. 
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4. Paid search (PPC) 
There are three main strategies that publishers can employ to take advantage of 
PPC. 

1. ROI model and lead generation 

2. Tactical traffic generation 

3. Integrated media campaign 

1. PPC for an ROI model and lead generation  
Most newspaper and magazine sites have sections with ROI model 
characteristics such as online shopping, subscription acquisition and premium 
content access. In these instances, paid search has proven to be a very effective 
method to direct traffic to those transactional parts of a publisherôs website and, 
with a compelling call to action, close the online sale of a featured product or 
acquire a new subscription to the monthly issues of a certain magazine. 

 

 

As the next big trend will be for publishers to charge for their content (following 
the initiative of News Corp CEO Rupert Murdoch), PPC will most likely constitute 
a valuable tool to capture the relevant audience and increase micropayments 
from premium content subscriptions. 
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In addition to this, PPC can play a major role in promoting lead generation 
activities such as classified, properties, or revenue sharing models such as 
dating, online gambling and travel.  

 

In all cases, the key thing to remember is that PPC can drive relevant traffic that 
can generate a certain amount of revenue, and a positive ROI. 

2. PPC for tactical traffic generation  
Currently, most publishers rely on natural search as their primary source of traffic 
generation but PPC is still a very effective tool for tactical purposes.  

PPC can be used to capture seasonal or event-driven editorial and marketing 
opportunities such as ñthe budgetò for newspapers, ñthe champions leagueò 
coverage for a sports magazine or ñthe Oscarsò for a film mag, where there is a 
significant spike in audience interest.  

Google Insights for Search can be used to identify past event-driven traffic 
surges and plan for future activity accordingly. 
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Source: Google Insights for Search 

In these cases, PPC can help the publisher secure a share of the available 
additional volume to drive traffic or to position their brand front-of-mind for that 
topic or event. Such events may also provide monetisation opportunities (eg. 
Fantasy Football during the World Cup). 

PPC can be used to drive traffic into commercial channels and sections of the 
publishersô site where an action may be monetised (for example, a click or a 
page view) to yield a positive ROI. 
 

3. PPC for an integrated media campaign  
A study by iProspect has shown that 67% of online search users are driven to 
search for information about a particular product, company, service, slogan or 
event by an offline channel. And if you think about it, when was the last time you 
saw something on TV, or heard about something on the radio or even seen 
something in store and searched for it on the internet? The answer is probably all 
the time. TV in particular has a big influence on search behaviour: 37% of TV 
viewers search online for something they saw on TV. 

Publishers are increasingly integrating PPC with their offline marketing 
campaigns to capture the online interest generated by those campaigns and 
maximise their impact, as well as ensuring a positive consumer experience. If a 
consumer searches for more information about a product or promotion they have 
seen advertised, it is important that they can find it in the search listings. This is 
particularly relevant for short burst campaigns or one-off promotions where there 
may be little or no supporting editorial content for SEO. 

In addition PPC provides a source of additional reach and coverage for a 
campaign. For example, if a promotion involves giving away a free CD with a 



 

 

 

 

11 

 

 

 

 

 

 

  
 

 

 

 

 
 

 

 

 

magazine or newspaper, a publisher can use PPC to advertise to anyone 
searching for information about that band or artist. Because search is user-
initiated, it is highly targeted and relevant. It is also cost-effective vs. other media 
because you only pay for clicks, not impressions. 
  

 

Source: Google Insights for Search 

The above chart shows that consumer search queries for the term ófree dvdô peak 
every week on a Sunday. This correlates with the usual timing for newspaper 
cover-mounts and suggests that consumers are actively using search to seeking 
information about giveaways. 

How is PPC implemented in a publishing context?  
The following table summarises the different objectives, interactions and 
measurements involved in the implementation of a successful PPC campaign for 
the three main strategies: 

 ROI Model & Lead 

Generation 

Tactical Traffic 

Generation 

Integrated Media 

Campaign 

Who? 

Product managers,  

E-Commerce, 

Marketing Managers 

Editorial and marketing 

and commercial teams 
Marketing team 
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Other PPC tips  
 Tactical traffic generation : it is important to use PPC if you are breaking 

a story. 

 Generating display ad revenue through PPC:  it is possible to use 
performance based PPC models for traffic generation if you know your 
average number of pages views, average numbers of ads per page and 
your CPM revenue. With this you can work out the CPA for a single visitor.  

 SEO helps PPC:  all the SEO principles mention earlier in this document 
will have a positive impact on PPC and the conversion of the site. SEO 
principles help improve quality score. Things like structure and clear 
navigation help the user find what they are looking for and either engage 
with the site for longer or convert into a subscriber. 

 Test and measure:  one of the great strengths of search marketing is the 
data and insight that it generates. You can constantly test and refine your 
campaigns to see what works best, without costly production changes or 
long lead-times. 

 Support searc h with contextual -based advertising:  PPC is more than 
just search. Research shows that users spend only 5% of their time online 
searching - how do you engage with users for the rest of the time they 
spend on the web? One way is to combine your search PPC campaigns 
with contextually-based advertising (targeting by topics and / or 
demographics) to reach an audience across the web, sometimes at lower 
CPCs than search. The Google Content Network comprises sites from the 
largest and best-known publications to smaller, niche sites, blogs and 
forums. Text ads are placed against relevant content, identified by 
scanning the keywords on a published page.  

Objective Drive sales at a profit 

Tactical inventory 

fulfillment, strategic 

content promotion and 

event opportunities 

Achieve tactical sales 

target, brand 

measures and 

awareness 

Metrics ROI, Sales, CPAs 
UVs, PVs and market 

share 

Reach, engagement, 

sales and brand 

impact 
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5. Using search to boost subscriptions 
One of the biggest online publisher trends is 
moving from an ad funded only model to also 
include subscription based or paid-for-content. 
Many sites already offer online subscriptions 
including IGN.com, NMA.co.uk and TimeOut with 
larger newspaper sites promising to follow in the 
near future. 

Once content is locked behind a registration, it is 
also hidden from search engines. There are a 
number of ways to tackle the promotion of such content in search engines: 

 Teasers:  offering short teasers of content at least gives search engines 
something to pick up in natural search, however it is unlikely to peform as 
well as a full article.  

 PPC: paid search is an obvious solution for articles that donôt perform as 
well in search engines and with a direct ROI for new subscribers it is a 
more justifiable proposition. 

 Main site vs subscription sit e: if you have a popular advertising funded 
site already, you should consider continuing it as it is to attract the 
audience and then deliver new content on a separate subscription site. 
This way you can begin to syphon off the more loyal customers without 
jeopardising your position in the market. 

 Content with a clear benefit:  currently in the publishing sector, the 
majority of subscription driven PPC activity is brand based. There are very 
few people that are effectively using content to drive subscriptions. 
Content that provides a clear benefit, either personally or financially will 
work better; for example Financial Times, Money Week and Runners 
World are likely to do better than lifestyle or news titles. Whatôs your 
benefit? 

 Loyalty:  with subscription based content youôre obviously relying on 
readers returning again and again rather than paying for new ones each 
time. It is therefore more important to focus on building a loyal customer 
base than massive numbers ï make sure whoever is analysing your site 
stats acknowledges this. 

For more information on this, see the in-depth Time Out case study later in this 
document. It shows a real example of making search for subscriptions work. 
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6. Essential tools for planning content 
This section highlights some of the best tools to help you plan your content for 
both SEO and PPC. It will pay-off to understand what they are, how they work 
and when you should use them. 

Google Insights for Search  
http://www.google.com/insights/search 

Google Insights for Search is a simple, but essential tool for gauging search 
popularity, recurring trends and patterns. For example, below are the trends 
demonstrating the correlation between search volumes for the search phrases 
ñfinancial newsò, ñfinance newsò, ñbusiness newsò and ñfinancial crisisò. There is a 
clear correlation between these phrases when the scope of the banking crisis 
started to become in apparent in Q3 of 2008. This also demonstrates which is the 
more popular search phrase between ñbusiness newsò and ñfinancial newsò. 

 

http://www.google.com/insights/search
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Google Insights for Search can also be very useful for determining the most 
popular synonyms, stemmed variants and spellings of potential keywords, eg. 
ñsix nationsò vs ñ6 nationsò. 

Twitter Trending Topics  
http://search.twitter.com/ 

Twitterôs real-time nature allows Twitter 
Trending Topics to be used to identify 
popular topics as they happen, often before 
they start appearing on major websites. If 
something is trending on Twitter, it is also 
likely to be receiving higher search traffic. 
Either use this insight to create new content 
quickly or to draw attention to your existing 
content on the subject. For example, cancer scares happen regularly, keeping an 
eye on trending topics could help identify a potential scare as it happens. Giving 
websites like BBC Health and Cancer Research UK the warning they need to 
highlight their cancer information content as quickly as possible.  

 

http://search.twitter.com/
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7. Essential tools for measuring success 
Before you start any search marketing, itôs essential to know what youôre trying to 
achieve with your content and how you measure success. This section hightlights 
the metrics and tools necessary for measuring this success. 

 

Marketing 
Objectives  

Measures of Success Metrics 

Brand 
awareness and 
share-of-voice 

 

Are you 
covering all 

relevent 
queries? 

SEARCH 

 

QUERIES 

(Query Coverage) 

Does your 
brand appear 

at all? 
at / near the 

top? 

SEARCH 

 

AD 
IMPRESSIONS 

(Impression 
share%, 
Rank) 

Brand 
Engagement/ 
Consideration 

Are consumers 
engaging with 

your site? 
Do they have a 

high quality 
visit? 

SITE 

 

SITE VISITS 

(clicks, CPC,  
bounce rate,  
dwell time,  
site goals) 

Acquisitions/Sal
es 

Is this 
generating: 

Subscriptions? 
Sign-ups? 

Sales? 

SITE 

 

CONVERSIONS 
 

(acquisitions, 
CPA) 
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8. Useful links 

1. IAB Search Help Centre:  for a extensive help and material for using 
search marketing: 
http://www.iabuk.net/search  

2. Search engine blogs: to stay up-to-date with changes to each search 
engine: 
- Google Blog: http://googleblog.blogspot.com/ 
- Yahoo! Blog: http://www.ysearchblog.com/  
- Bing Blog: http://www.bing.com/webmasters  
- Microsoft Advertising Community: 
http://community.microsoftadvertising.com/ 

3. Search Engine Watch:  for regular news and advice: 
www.searchenginewatch.com 

4. Search Engine Land:  for regular news and advice: 
http://searchengineland.com  

 

http://www.iabuk.net/search
http://googleblog.blogspot.com/
http://www.ysearchblog.com/
http://www.bing.com/webmasters
http://community.microsoftadvertising.com/
http://www.searchenginewatch.com/
http://searchengineland.com/
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9. Casestudies 

1. Generating display ad revenue through search - 

House to Home  
House to Home is a leading home 
interest portal owned by publishers IPC 
Media. It acts as an umbrella site for 
numerous titles including Ideal Home, 
Homes & Gardens and Living. The site 
provides a wealth of content including 
interior design tips, online room planning 
tools and a wallpaper gallery. 

House to Home used the agency Steak 
to drive relevant paid search traffic to the 
portal, to raise awareness of the new 
brand and generate revenue from CPM-
based display advertising on the site. The initial focus of the campaign was to generate a certain 
number of visitors to the site at a pre-agreed cost per visitor. This meant creating a 
comprehensive and relevant keyword list with highly-targeted copy and landing pages. 

However the success of the campaign would be judged not simply on the number of visitors but 
on the quality of the traffic. Because House to Home used a traditional model ï charging on a 
CPM basis ï it was vital that users clicking on House to Home paid search ads spent time 
interacting with the site and viewing multiple pages. 

To achieve this Steak introduced a new optimisation strategy based on data from Google 
Analytics, a free site analysis tool. Instead of simply looking at overall page views and dividing 
this by the number clicks, Steak drilled down further to an individual keyword level. Using this new 
metric ï average cost per page view per keyword ï Steak was able to adopt an advanced ROI-
based bid strategy. It allowed Steak to moderate keyword bids and advise House to Homeôs team 
on areas of the site which should be prioritised for improvement based on popular keywords. 

By the end of the campaign, House to Home saw: 

 25% increase in page views per visitor 

 32% decrease in cost per click 

 Neither cost per visitor or cost per page suffering as a result of the new metric 
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2. Generating Subscriptions through Search - Timeout  
The Brief  

Time Out was not using Pay per Click (PPC) marketing to generate new 
magazine subscribers. Subscriptions were mainly generated through direct mail 
campaigns, traditional marketing, and organic online traffic to 
TimeOut.com/London. 

Time Out realised that there was a great opportunity to generate incremental 
subscribers to the magazine from the huge amount of traffic received by their 
main site on a daily basis. 

 

However, despite the number of visitors to the site, Time Out was converting only 
a small proportion of these visitors into subscribers to the magazine. This was 
mainly due to a lack of sales focus and the vast amount of information provided 
without the need to subscribe to view the content.  

The brief was therefore to grow magazine subscriptions to Time Out London 
despite the fact that all the content published in the magazine was instantly 
accessible on the Time Out London website without need for subscription. 

The strategy required an all encompassing paid search campaign, which utilises 
the depth and wealth of content available from the magazine, and which uses a 
specifically designed campaign site in an effort to avoid any conflict with the 
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strategy, performance and revenue being achieved by the Time Out London 
main site.  

The Strategy  

Å Produce a sales focused campaign site, using archived articles to demonstrate 
the wealth and quality of content, in order to convert the PPC traffic generated 
from the campaign. 

Å Set up a PPC campaign across the three major networks ï Google, Yahoo & 
MSN. 

Å Manage the PPC campaign to a fixed CPA. 

Å Allocate a dedicated Account Manager to manage all aspects of the campaign 
including, but not exclusive to; keyword generation, ad copy writing, campaign 
performance analysis and management, campaign site management and 
reporting. 

The Results  

The challenge, as expected, was to generate magazine subscribers, using online 
media, without compromising the strategy and performance of the main 
TimeOut.com/London site. 

A campaign site was created and was made clearly distinguishable from the 
main site by promoting it as the óOfficial Subscription Websiteô. The content and 
layout was consistent for brand integrity; the main difference being the lack of 
distractions in the form of advertising, outbound links to ensure that the website 
had just one objective ï driving magazine subscriptions.  
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Even using a sophisticated deep-linking PPC campaign, consisting of over 
10,000 search terms, the campaign was not achieving much volume within the 
constraints of the Contracted Cost per Acquisition, peaking at approximately 175 
trial subscriptions per month. Numerous tests were carried out to establish the 
best copy, site layout and product offer for converting visitors ï all with a view of 
providing customer retention.  


