Western Morning News 19.06.2008
Digital PR revving up websites 
A prospective customer searches online for precisely your product or service. So you assume your business’ website will be on the first page of Google, right? Well, unfortunately for most of the world’s businesses that’s not the case.
Although the benefits of being ranked number one on a search engine giant like Google or Yahoo are clear for any business to see, many still aren’t taking the necessary steps to climb those all-important rankings. With methods for achieving search engine success becoming more competitive and complex, the need for online marketing strategies becomes even more important.
In 2005, the value of UK sales over the Internet was £103 billion, which accounted for 34 per cent of sales across all kinds of ICT such as; email, computer-based faxes and automated telephone entry*. So it is not surprising, an internet marketing discipline called search engine optimisation (SEO), is fast becoming the tool of choice for businesses wanting to raise their profile on the web. SEO is the process of improving the volume and quality of traffic to a website by enhancing the success of its natural listings, as opposed to paid-for, advertised listings.  

One company striving to keep up with Google’s constant tweaking of search listings is Plymouth based, digital marketing agency, NUMO, which currently optimises websites for clients such as celebrity chef, Gordon Ramsay and the UK’s leading luggage retailer, Tripp.

To help provide businesses with the latest solution to Google’s ever challenging website listings and develop SEO techniques combined with more traditional and online public relations activity, NUMO recently teamed up with Cornish PR agency, The Marketing-PR Company. 

The Marketing-PR Company uses their expertise to write news releases and articles that are published in both traditional and online media. Numo use their technical resources to optimise the resulting online coverage which has a considerable impact on Google search engine results. This method is based around the concept of link popularity within the algorithm of Google. This is simply a reflection of a business or organisation’s popularity on the internet and online news coverage is an effective way of achieving internet activity across a broad spectrum of third party websites.
Steve Tomkinson, director of NUMO adds, “The reason that SEO has come to the fore, is that results found on the second page or lower of search engines, stand about a 1% chance of being clicked on. Studies have shown that web searchers scan results from top to bottom and left to right, looking for a relevant website. So, unsurprisingly, the top result on the first page will get around half of all clicks. Add to this, the fact that a much higher percentage of web users click on the natural listings over sponsored links, you have a real driver behind the growing importance of SEO.”

Carolyn Daw, director of The Marketing-PR Company explains, “By working closely with NUMO, we can ensure that website copy is appropriately written and we have the resources to publish blogs and rapid online communications. Combine this with traditional PR activity and the resulting online coverage on well-regarded national newspaper websites or local news’ sites such as www.thisiswesternmorningnews.co.uk and the results can be extraordinarily valuable. NUMO use their expertise to maximise the impact of these activities on search engine rankings.” 

Google do offer guidance and advice on how companies can improve their listings. However, the internet giants guard exactly how the system works very closely. 

“It is important for Google to give accurate searches back to their users and if they told everyone about how their algorithms were working they would lose any normalisation for their searches. It can be hard for us to always counter their changes and adaptations. However, the changes often affect a website in only a minor way. A well managed website might take a dip in the rankings but it is unlikely to take a traumatic leap to the bottom of the table. Maintaining a relatively strong position isn’t too hard once best practice methods are in place. It is then a matter of looking to the future and adapting as trends or new opportunities present themselves.” commented Steve.
Carolyn added, “Traditional PR is powerful in terms of building and protecting a businesses reputation, but optimising digital PR techniques provides tangible results as you can immediately evaluate the traffic being driven to a website and you can analyse the source of visitors. This has an immediate impact on sales - especially for e-retailers.”
The fact that PR disciplines and online marketing boundaries are being completely redefined, is opening up more opportunities for businesses to raise their profile whilst boosting their website ratings and sales at the same time. 
Carolyn concluded, “Agencies and in-house PR people, that aren’t using SEO as an integrated part of their PR or marketing mix are not maximising their efforts or their client’s returns.” 
