Tracking Long-Term Growth of
PPC-Restricted Clients

For businesses in PPC-restricted industries, organic marketing is usually the only avenue for gaining

new business.

[t can be expensive and it involves no small commitment in time or resources, but then again, organic
marketing, like SEO, often returns the biggest gains, not only in terms of actual dollar value, but also in

customer loyalty.
Naturally, some of our businesses are in these restricted spheres.
Fortunately for them, we have a proven history of making things work, especially with SEO.

The Challenges of Digital Marketing for PPC-Restricted
Businesses

For our clients that are in PPC-restricted industries, the main challenge is that platforms like Google and

Facebook won’t allow them to pay to advertise.

That shuts doors not only for them but also for us. After all, we do also offer PPC management services.
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It also tends to make these industries extremely competitive with respect to SEO.

The reason for this is that all of the other contenders must also engage in SEO (and organic social media

marketing) in order to survive.

Since one of the cornerstones of SEO is content, the challenge becomes even bigger. To write for these

clients, we need to become industry experts ourselves.

More often than not, this requires close collaboration, and coordination, with the client in order to determine

a cogent content schedule.

That way we can move in lockstep. As you’re about to see, it works.

Select Findings

A picture tells a story. They also say a picture tells a thousand words. So, | combed through Google Search
Console and Google Analytics to find real data that illustrates the performance of our SEO services for some

of our clients in PPC-restricted industries.

The data you’re about to see covers 4 separate clients, each of them in slightly different industries. All are

PPC-restricted.

Let’s take a look at blog growth for one of our clients that has been around several years.
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Growth has been slow but steady. If you’re wondering, we were starting out with absolutely nothing. The
blog was bare when we started the campaign and had O visits. We were working with plenty of days at the

beginning that had no visits, but as you can see we’ve picked it up.



Growth has been particularly strong in the last year, and domain authority and sessions are both growing.
In this particular case, remember - we’re not in this to grow our clients’ blogs, but to get them visits to their
product and category pages in order to increase conversions. Blog growth only sweetens the deal and

serves as a validator, for us.

Here’s overall traffic to the same client’s website, basically from the start of the campaign to the present

time:
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You don’t even need to see actual numbers to see how strong growth has been. It’s up almost double, on

average, since the campaign began.

Let’s take a look at blog growth of another client’s blog.
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The situation is the same as it was for the last client. We were working with nothing at the outset but have
seen huge gains in the last year. Blog growth and time on page are very strong (nearly 3 minutes time on
page is impressive in its own right) and the fact that there’s even a little bit of page value is even more
impressive. We do eCommerce SEO, remember, and the fact that people are reading our blogs and then

buying from our client’s website is extremely gratifying for us (and them).



Here’s traffic to the same client’s website, showing growth during the first half and latter half of the current

campaign by breaking it up into roughly two components.
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Again, you don’t really need numbers to see how dramatic growth has been. Still, figures tell a pretty
powerful story. Pageviews are up almost double. Page value has more than doubled since we started the

campaign. | won’t belabor this. The image and the figures tell you as much as | possibly could.

As impressive as these metrics are, sometimes it’s visibility and clicks that show how effective our efforts are.

Check out these results through Google Search Console for another client.
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The weird spike in the middle makes it a little hard to see just how dramatic the positive movements were for

this client, but the metrical increases are clear.

Clicks increased by almost 5,000 during the second half of the period, and impressions nearly doubled.

Nearly twice as many searchers saw our client’s website in the organic search results as had seen it during

the immediately preceding period.

These results tell an even more pointed story, for a different client, and the image is far more compelling.
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Clicks, impressions, average position, and even click-through rate all increased for this client during this

period. Impressions didn’t quite double but increased substantially, and the same could be said for clicks.

What’s really impressive about this is that, as impressions increase, click-through rate usually drops. It’s very
hard to get both more impressions and a higher share of clicks from them, but we did. This is likely due to

the fact that we were targeting highly relevant keywords for this client.

That doesn’t just mean more people saw our client’s listings; it means more of the people that saw them
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were looking for what they sell, and clicked.




The Proof Is In the...Results

These figures span a period of more than 3 years - in two cases nearly 4 - and for 4 separate clients with

unique models.

All of them operate in PPC-restricted industries, and for all of them, the keys to growth have been in a

strategic partnership that entailed the delivery of highly targeted, highly, effective SEO services. The rest of

our case studies tell similar tales.

If you’re reading this and are responsible for the success of an eCommerce business in a restricted vertical,

an SEO strategy might just be the missing piece.

Read 1Digital Related Case Studies
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Powering a Niche Business through eCommerce SEO

Local Battery has a simple but effective prapesal. They sell special batteries, particularly for hearing aids

and ather implants. Tr are often behard to
find, but to the people that use them, theyre vital to everyday ife.

This s only one small portion of their proposal. They set out to be a low-cost leader with a comprenensive
selection that offered fast, secure shipping. While they were at it they figured providing excellent customer
service in their industry would help business along. It did, and they have buitta loyal customer base.

One might think that in this Industry, the products would sell themseives, especially if those who used the:
products were a captive audience. After all, those who rely on hearing aids dort just simply go without

On some level, this is true, but as the oz floods With more an

fall in preference to eCommerce, comp ales. Even in niche markets,

Sellers are competing for limited real estate at the top of the search engine results pages.

Local Battery, like any business, had goals of rowth; growth in higher sales and bringing in new

customers organically. Their Comer of the market, however, was not without its challenges.

Shooting Over the Top of Paid Search Restrictions
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optimization, or SEO, however, remained a viable avenue reasing online growth,

attracting new customers, and serving as a lead generation tool for their online store. They just needed

<e restrictions. Being PPC restricted, Sarco pursued other channels, which brought them to 1Digital®

Crafting a Smart SEO Campaign in a Competitive Niche

Getting enough traffic to your eCommerce website can be tough in a competitive industry, Not
only are you going up against other stores in your space but big-box juggermavts like Amazon and
Wal-Mart aswell

In order to get a heslthy amount of organic traffic and sales, you need a smart SEO strategy that notonly
optimizes your website but also uncovers powerful ranking opportunities through in-depth keyword
research and a thoughtful approach to content creation

Seller of high-quality soapmaking and lotion-crafting ingredients, makeyourown buzz, came to TDigital®

looking for  way to boost their traffic and make infoads 3gainst the S competition in this space.
Knowing that a coekie-cutter solution wouldnit move the needle, they trusted TDigital® to put tagether

mprenensive custom heir specific SEO nesds
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Considering Our SEO Services?

SEO for eCommerce is a hard-fought battle. Everybody
in your industry is competing for just 10 spots on
Google’s first page. In order to be one of those people,
you need to be smarter, quicker, and work harder

than everybody else. 1Digital is the marketing partner
that can help you get there. We employ intelligent

SEO strategies that grow organic ranking, traffic and
conversion. We have highly skilled eCommerce SEO
experts that focus on eCommerce merchants and we’re
widely recognized as one of the best eCommerce SEO

companies online.

GET STARTED

CASE STUDIES

SEO Experts. 1Digital employs a talented team of
eCommerce experts that focus on e-Commerce only.
We’ve been working on eCommerce SEO since our
inception and we’ve slowly grown into one of the

top eCommerce digital agencies in the country. Our
eCommerce search engine optimization skills have
propelled us to the top of the talent pool and we’ve
been helping our clients win more business with more
sales and leads since early 2012. Our founder and CEO,
Dan Kogan has been involved with eCommerce SEO
since the late 1990s and he’s carved out our path to
being the best in the eCommerce space ever since. If
you’ve been looking for a top company that handles

eCommerce SEOQ, you’ve found it.

The Art of eCommercer
Award-Winning
Digital Marketing Agency

1Digital’ Marketing Agency
info@1digitalagency.com
888. 982. 8269

SCHEDULE A CALL
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