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The role of PR in search 
marketing  
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The way we’re organised reflects how 
Google and the other search engines rank sites… 

Solid 
TECHNICAL 
foundations 

Earned LINKS 
and SHARES 

Engaging and 
useful 

CONTENT 
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“The team at Propellernet have 
consistently impressed me. .. Their link 
building proposition is unique and 
cutting edge...  They back this up with 
fantastic customer service and bags of 
enthusiasm.” 
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TRADITIONAL	  PR	  VS	  DIGITAL	  PR	  	  

Digital	  9tles	  have	  increased	  44%	  	  on	  average,	  a	  clear	  and	  indica9ve	  example	  of	  the	  
two	  medium’s	  opposing	  fortunes	  

Print	  9tles	  have	  seen	  an	  average	  decline	  of	  11%	  decline,	  hiLng	  some	  sectors	  much	  
harder	  	  such	  as	  car	  sales	  publica9ons	  like	  the	  Auto	  Trader	  	  

Cision,	  2013	  



24/01/2014	  

5	  

What are the links that will stand 
the test of time? It is an editorial 
link by someone that’s 
informed... they are not tricked; 
there is no bait and switch 
involved. 

Source: Matt Cutts (Google) (2008) 

Proactively build quality links 
one by one 

Earn quality links with initial 
promotional support  

Authentic Link 
Building 

Push Tactics Pull Tactics 
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Proactively build quality links 
one by one 

Earn quality links with initial 
promotional support  

Authentic Link 
Building 

Push Tactics Pull Tactics 

PUSH	  TACTICS	  –	  KIDDICARE	  EXAMPLES	  

Kiddicare,	  being	  new	  within	  the	  category	  needed	  to	  stand	  out	  against	  bigger	  
established	  brands	  like	  Mothercare.	  	  
	  
We	  used	  a	  mixture	  of	  keyword	  research	  and	  social	  listening	  to	  iden9fy	  three	  key	  
areas	  to	  focus	  on,	  car	  seats,	  nursery	  and	  pushchairs	  .	  

Dec	  2012	  
Pushchairs	   	  9	  
Prams 	   	  9	  
Nursery 	   	  6	  
Car	  seats	  	   	  8	  
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PUSH	  TACTICS	  –	  KIDDICARE	  EXAMPLES	  

	  
•  Link	  chasing	  and	  founda9on	  links	  
•  Reac9ve	  pitches	  from	  monitoring	  

the	  news	  daily	  	  
•  Planned	  features	  for	  related	  topics	  

or	  events	  	  	  
•  Media	  visits	  with	  online	  press	  
•  Product	  placement	  within	  online	  

media	  
•  Blogger	  products	  reviews	  	  
•  Journalist	  requests	  (Gorkana)	  

We	  use	  a	  mix	  of	  PR	  based	  tac9cs	  to	  develop	  authen9c	  links	  and	  authority	  to	  these	  
areas	  of	  the	  site,	  for	  example:	  

Link	  chasing,	  founda9on	  links	  	  
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Reac9ve	  pitches	  from	  monitoring	  the	  news	  daily	  	  

Planned	  features	  for	  related	  topics	  or	  events	  	  	  

Media	  visits	  with	  online	  press	  

Product	  placement	  within	  online	  media	  
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Journalist	  requests	  (Gorkana)	  

Blogger	  products	  reviews	  	  

Dec	  2013	  
Pushchairs	   	  6	   	  +3	  
Prams 	   	  1 	  +8	  
Nursery 	   	  6	  
Car	  seats	  	   	  4 	  +4	  
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Proactively build quality links 
one by one 

Earn quality links with initial 
promotional support  

Authentic Link 
Building 

Push Tactics Pull Tactics 
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When we started working with them they were,  for the most part, 
invisible… 
 
For example: 
 
•  ‘UK holidays’ - outside the top 100 
 
•  ‘Dog-friendly holidays’ - outside the top 100 

•  ‘UK breaks’ - #23 

The site ranked for just 81 of the 200 target keywords. 

How can we increase bookings via SEO? 

The way we’re organised reflects how 
Google and the other search engines rank sites… 

Solid 
TECHNICAL 
foundations 

Earned LINKS 
and SHARES 

Engaging and 
useful 

CONTENT 
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•  To build a useful resource which will last  
 
•  To allow us to regularly update content on the Forest Holidays site 
  
•  So that we have regular content to seed socially and with online media 
  
•  To encourage more natural linking to the Forest Holidays site 
  
•  To make more people aware of what a Forest Holiday can offer  
 
•  To encourage the use of social signals to the site  
 
•  To allow us to build authority in key sectors  
 
•  To help us align the Forest Holidays site with everything Google is 

looking for  
 

Why did we create Forestipedia? 

28	  28	  

Headline achievements 

ü  22x pieces of coverage containing 33x links 

ü  A further 20 pieces of PR coverage not containing links 

ü  Average domain authority of 55 

ü  437 social shares including over 250 Facebook likes and 70 
Twitter retweets/shares 

ü Helped to grow Forest Holidays’ social following e.g. 75% 
increase in Facebook followers 

ü  27 new search terms that Forestipedia is ranking for that 
drive traffic e.g. ‘beginners guide to stargazing’ and ‘best forest 
holidays park for kids.’ 



24/01/2014	  

15	  

30	  30	  

Social seeding 
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When we started working with them they were,  for the most part, 
invisible… 
 
For example: 
 
•  ‘UK holidays’ - outside the top 100 
 
•  ‘Dog-friendly holidays’ - outside the top 100 

•  ‘UK breaks’ - #23 

The site ranked for just 81 of the 200 target keywords. 

How can we increase bookings via SEO? 

What we’ve achieved for Forest Holidays 

•  ‘UK holidays’ - outside the top 100 > #5 
 
•  ‘Dog-friendly holidays’ - outside the top 100 > #3 
 
•  ‘UK breaks’ - #23 > #2 

The site ranks for 132 of the 200 target keywords. 
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The bigger picture for Forest Holidays 

It’s fair (and accurate) to say that Forest Holidays is now one of the most 
authoritative sites in its target markets. 
 
Year-on-year, to end August 2013: 
 

•  Overall site revenue is up 96% 

•  Overall unique users are up 18% 

•  Booking transactions are up 41% 

•  Non-branded natural search traffic alone is up 41%... 

•  Delivering a 37% increase in revenue from the channel 

Thank you! 
 
Any questions? 


