
The most visible websites, advertisers 
and brands in Google search.

Sector Report

A 360˚ analysis of the most important search terms, trends and benchmarking 

data in the gaming sector. This report provides an exclusive snapshot of the 

online search and social media market for your sector right now. From the 

size of your potential audience to the top performing companies, it’s all here.

Product focus: casino, bingo, poker and sports betting.
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At Greenlight, we pride ourselves on being at the forefront of thought leadership 
within the search industry. Our dedicated Research Division is able to track, 
record and analyse consumer search behaviour in any market vertical, which in 
turn leads to the creation of our industry renowned Sector Reports.

Each report examines the total search engine audience size; the most visible websites in 
Google natural search and paid media results; paid media ad copy analysis and budget 
allocation strategies on how to improve your website’s audience reach. Additionally, we 
have included some new features to our Social Media analysis.

Furthermore, we are proud to introduce Greenlight’s magazine. Each quarter, a new trending 
focus in the Search industry will be introduced by COO, Andreas Pouros, or CEO, Warren 
Cowan. Our directors of paid media, natural search and social media will comment on how 
the topic plays into each aspect of search and what consequences, negative or positive, 
they might have in the future.

We hope you enjoy our revamped report and magazine and look forward to your comments 
and feedback.

If you have any questions, please feel free to contact our Sales and Marketing team at:

insight@greenlightsearch.com.

Kind regards,

Alicia Levy

Chief Marketing Officer
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This latest report profiles search behaviour in the gaming sector. It analyses which brands, retailers and review sites 

were the most visible in both natural and paid media results (and thus had the greatest share of consideration) when 

UK consumers searched for gaming on Google. The report also assesses which brands interacted well on social media 

networks. In our analysis we established that:

In October, there were more than 718,000 searches for gaming-related keywords 

on Google UK.

The keyword ‘bingo’, was queried 74,000 times accounting for 10% of all searches 

made for the sector.

Searches for bingo-related keywords were the most popular, accounting for 35% of 

all searches made for the sector.

Wikipedia was the most visible website in the natural search listings, achieving a 

26% share of voice.

Ladbrokes was the most visible advertiser in the paid media space, attaining 40% 

visibility through bidding on 98 keywords, at an average ad position of five.

Poker Stars was the most visible brand in our social media analysis, achieving a 

Klout score of 69.

Ladbrokes ranked at the top of our integrated search league table, as it attained 

high levels of visibility in both the natural search listings and paid media space.

Executive Summary
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 Total audience size (718,000 searches – October 2011)

Approximately how many searches were performed in October 2011 using 
gaming terms relating to casino, bingo poker and sports betting?

We have considered every search term and aggregated the number of times 
each one was used in January, February and October to give an indication of 
the number of searches.
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Total number of gaming-related searches

Number of searches by product type (October 2011)

In October, more than 718,000 

searches were made for gaming-

related keywords on Google UK.

Searches for bingo-related 

keywords proved to be the 

most popular, accounting for 

35% of all searches made for                              

the sector. 

Searches for poker-related 

queries were also popular, with 

more than 243,000 searches 

having been made.

Bingo
248,513   |   35%

Poker
243,070   |   34%

Casino
94,012   |   13%

Sports betting
133,377   |   19%
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Natural Search
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Poker
49,500   |   7%

Bingo
74,000   |   10%

Free bingo
33,100   |   5%

Free poker
27,100   |   4%

Bet
27,100   |   4%

Bingo sites
22,200   |   3%

Casino
22,200   |   3%

Online poker
22,200   |   3%

Online Bingo
14,800   |   2%

Online casino
14,800   |   2%

Other keywords
411,972   |   57%

‘Bingo’ was the most searched for 

keyword, accounting for 10% of all 

searches made for the sector. 

Searches for ‘poker’ were also 

high, accounting for 7% of all 

searches made for the sector.

As can be seen in the graph below, 

searches for ‘bingo’ and ‘poker’ 

remained fairly consistent over the 

months examined.

Keyword breakdown

Which were the most queried terms across all gaming search terms? We initially 
analysed 1,100 keywords for this exercise, which cumulatively delivered 718,000 
searches in October 2011. Here we look at which individual terms were most 
searched for and the trends of the top terms from each segment displayed over 
the past 12 months.

Search trends for the most searched for terms over the previous 12 months

Keyword breakdown (October 2011)
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Which sites were most visible in October?

Given that UK web users conducted 718,000 searches for gaming-related 
terms in October 2011, which brands were best positioned on page one 
of Google natural search and therefore most likely to gain the searcher’s 
consideration?

We have determined the best positioned, and hence most visible, websites 
in this sector based on the volumes for each keyword and their respective 
ranking for those terms on page one of Google. These websites have been 
scored in the league table below, which represents visibility to a total of 
718,000 searches in October.

The top 60 most visible gaming websites in natural search

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 wikipedia.org 188,460 532,063 26%

2 ladbrokes.com 175,258 545,265 24%

3 888.com 162,332 558,191 23%

4 cheekybingo.com 148,002 572,522 21%

5 costabingo.com 110,643 609,880 15%

6 jackpotjoy.com 103,784 616,740 14%

7 foxybingo.com 88,638 631,885 12%

8 galabingo.co.uk 87,388 633,135 12%

9 pokerlistings.com 87,355 633,168 12%

10 skypoker.com 87,351 633,172 12%

11 freepoker.org 87,127 633,396 12%

12 paddypower.com 84,955 635,568 12%

13 betfair.com 81,421 639,102 11%

14 winkbingo.com 80,180 640,343 11%

15 tombola.co.uk 77,318 643,205 11%

16 bingoport.co.uk 75,176 645,347 10%

17 bestoffersbingo.co.uk 68,355 652,168 9%

18 sunlight-bingo.co.uk 64,248 656,275 9%

19 pokerstars.com 61,458 659,065 9%

20 pkr.com 59,826 660,697 8%

21 partypoker.com 54,821 665,702 8%

22 bet365.com 51,741 668,782 7%

23 888ladies.com 49,768 670,755 7%

24 williamhill.com 47,964 672,559 7%

25 miniclip.com 46,983 673,540 7%

Wikipedia  was the most visible 

website in October, achieving 

26% visibility through ranking 

at position one for 22 keywords, 

including ‘poker hands’ which was 

searched for 12,100 times. 

Ladbrokes was the most visible 

gaming-related website, achieving 

a 24% share of voice through 

ranking at position one for 21 

keywords, including ‘online slots’.

In comparison to our previous 

report (December 2010), the 

top 10 remained fairly stagnant, 

indicating that there are major 

gains to be made by players            

in the market.
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Jackpot Joy was a new entrant to 

our league table, as it achieved a 

14% share of voice and ranked at 

sixth place in our league table. 

Free Poker was another new 

entrant to our league table, 

ranking at eleventh place through 

attaining a 12% share of voice.

Since our previous report 

(December 2010), Sky Poker saw 

its visibility increase by 6% and it 

ascended our league table from 

position 26 to tenth place.

The top 60 most visible gaming websites in natural search (contd.)

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

26 oddschecker.com 46,676 673,847 6%

27 freebingo.co.uk 46,544 673,979 6%

28 partybingo.com 43,170 677,353 6%

29 fulltiltpoker.com 42,644 677,879 6%

30 games.com 41,081 679,442 6%

31 betfred.com 40,933 679,590 6%

32 intercasino.co.uk 39,395 681,128 5%

33 thefreepokerroom.com 37,735 682,788 5%

34 pokerstars.co.uk 37,693 682,830 5%

35 pacificpoker.com 36,956 683,567 5%

36 thepokerpractice.com 36,692 683,832 5%

37 skybet.com 35,624 684,899 5%

38 pokerstars.net 33,830 686,693 5%

39 32red.com 33,647 686,876 5%

40 ukcasinoclub.com 32,925 687,598 5%

41 247freepoker.com 30,266 690,257 4%

42 freebingo.net 29,002 691,521 4%

43 coral.co.uk 26,559 693,964 4%

44 freepoker.com 26,488 694,035 4%

45 youtube.com 26,149 694,374 4%

46 madaboutbingo.co.uk 25,631 694,892 4%

47 888sport.com 25,561 694,962 4%

48 olbg.com 24,519 696,004 3%

49 bet770.com 24,487 696,036 3%

50 tjpoker.com 24,310 696,213 3%

51 bet.com 22,208 698,315 3%

52 mypokerbasics.com 21,975 698,548 3%

53 gamble.co.uk 21,747 698,776 3%

54 spinpalace.co.uk 21,536 698,987 3%

55 imdb.com 20,838 699,684 3%

56 meccabingo.com 20,398 700,125 3%

57 bingonodeposit.net 19,628 700,895 3%

58 bettingzone.co.uk 19,471 701,052 3%

59 texasholdem-poker.com 19,457 701,066 3%

60 greatbritishbingo.co.uk 19,419 701,104 3%
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Casino
22,200   |   24%

Online casino
14,800   |   16%

Online slots
6,600   |   7%

Casino games
4,400   |   5%

No Deposit Casino
3,600   |   4%

Casino Bonus
2,400   |   3%

Free casino games
1,900   |   2%

Free online slots
1,600   |   2%

Mobile Casino
1,600   |   2%

Best online casino
1,600   |   2%

Other keywords
33,312   |   35%

In October, ‘casino’ was the most 

popular search term, having been 

queried 22,200 times.

888 was the most visible website, 

achieving a 48% share of voice 

through ranking at position 

one for eight search terms,        

including ‘casino’.

Inter Casino attained a 43% 

share of voice through ranking at 

position two for the high volume 

search term ‘online casino’. 

UK Casino Club was a new entrant 

to our league table, achieving  

a 36% share of voice through 

ranking at position three for the 

high volume search term, ‘casino’. 

Natural search: casino keywords

Searches for casino-related terms accounted for more than 94,000  searches 
in October 2011. How did those searches break down?

Which websites were most visible for casino-related keywords?

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 888.com 44,529 47,908 48%

2 intercasino.co.uk 39,395 53,042 43%

3 32red.com 33,647 58,790 36%

4 ukcasinoclub.com 32,925 59,512 36%

5 wikipedia.org 32,505 59,932 35%

6 ladbrokes.com 29,856 62,581 32%

7 spinpalace.co.uk 21,536 70,901 23%

8 imdb.com 20,318 72,118 22%

9 latestcasinobonuses.com 12,104 80,333 13%

10 crazyvegas.com 10,214 82,223 11%

11 casinodeal.com 10,029 82,408 11%

12 freeslots.com 10,015 82,422 11%

13 onlinecasinoking.com 9,733 82,704 11%

14 luckyfreeslots.com 8,226 84,211 9%

15 paddypower.com 6,702 85,735 7%

16 slotsofvegas.com 6,613 85,824 7%

17 casino770.com 5,368 87,069 6%

18 goldentigercasino.com 5,092 87,345 6%

19 casinogamesslots.com 4,560 87,877 5%

20 coolcat-casino.com 4,397 88,040 5%
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Bingo
74,000   |   30%

Free bingo
33,100   |   13%

Bingo sites
22,200   |   9%

Online Bingo
14,800   |   6%

Free bingo no deposit
12,100   |   5%

No deposit bingo
12,100   |   5%

New bingo sites
9,900   |   4%

Bingo games
4,400   |   2%

Free online bingo
4,400   |   2%

Bingo online
3,600   |   1%

Other keywords
57,913   |   23%

In October, the keyword ‘bingo’ 

was searched for 74,000 times 

accounting for 30% of all 

searches made for the subsector.

Cheeky Bingo was the most 

visible website, achieving a 58% 

share of voice through ranking at 

position one for the high volume 

search term ‘bingo’.

 Costa Bingo attained 44% 

visibility through ranking at 

position three for the keyword 

‘free bingo’.

Jackpot Joy was a new entrant 

to our league table, ranking at 

position three with a 39% share 

of voice.

Which websites were most visible for bingo-related keywords?

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 cheekybingo.com 148,002 105,490 58%

2 costabingo.com 110,643 142,849 44%

3 jackpotjoy.com 100,123 153,369 39%

4 foxybingo.com 88,638 164,854 35%

5 galabingo.co.uk 87,388 166,104 34%

6 winkbingo.com 80,180 173,312 32%

7 tombola.co.uk 77,318 176,174 31%

8 bingoport.co.uk 75,176 178,316 30%

9 ladbrokes.com 72,774 180,718 29%

10 bestoffersbingo.co.uk 68,355 185,137 27%

11 sunlight-bingo.co.uk 64,248 189,244 25%

12 888.com 50,284 203,208 20%

13 888ladies.com 49,768 203,724 20%

14 freebingo.co.uk 46,544 206,948 18%

15 partybingo.com 43,170 210,322 17%

16 freebingo.net 29,002 224,490 11%

17 madaboutbingo.co.uk 25,631 227,861 10%

18 meccabingo.com 20,343 233,149 8%

19 bingonodeposit.net 19,628 233,864 8%

20 greatbritishbingo.co.uk 19,419 234,073 8%

Natural search: bingo keywords

Searches for bingo-related terms accounted for more than 248,000 searches 
in October 2011. How did those searches break down?
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In October, the keyword ‘poker’ 

was queried 49,500 times, 

accounting for 20% of all 

searches made for the subsector.

Poker Listings was the most visible 

poker-related website, achieving 

a 37% share of voice through 

ranking at position one for 18 

keywords, including ‘poker rules’.

Sky Poker achieved the same 

percentage of visibility (37%); 

however it ranked third in our 

league table as it achieved a lower 

impression share. 

Since our previous report 

(December 2010), Free Poker saw 

its visibility increase by 13% and 

it ascended our league table from 

seventh to fourth place.

Natural search: poker keywords

Searches for poker-related terms accounted for more than 243,000 searches 
in October 2011. How did those searches break down?

Which websites were most visible for poker-related keywords?

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 wikipedia.org 115,458 119,116 49%

2 pokerlistings.com 87,343 147,231 37%

3 skypoker.com 87,329 147,245 37%

4 freepoker.org 87,127 147,447 37%

5 888.com 62,307 172,267 27%

6 pokerstars.com 61,458 173,116 26%

7 pkr.com 59,698 174,876 25%

8 partypoker.com 54,565 180,009 23%

9 miniclip.com 46,983 187,591 20%

10 fulltiltpoker.com 42,644 191,930 18%

11 thefreepokerroom.com 37,735 196,839 16%

12 pokerstars.co.uk 37,693 196,881 16%

13 pacificpoker.com 36,946 197,628 16%

14 games.com 36,741 197,833 16%

15 thepokerpractice.com 36,692 197,882 16%

16 ladbrokes.com 36,488 198,086 16%

17 pokerstars.net 33,830 200,744 14%

18 247freepoker.com 30,266 204,308 13%

19 freepoker.com 26,488 208,086 11%

20 youtube.com 25,100 209,474 11%

Online poker
22,200   |   9%

Free poker
27,100   |   11%

Poker
49,500   |   20%

How To Play Poker
14,800   |   6%

Free online poker
12,100   |   5%

Poker Hands
12,100   |   5%

Poker Stars
9,900   |   4%

Poker games
8,100   |   3%

Poker rules
6,600   |   3%

Poker News
6,600   |   3%

Other keywords
74,070   |   30%
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The search term ‘bet’ was 

queried 27,100 times in October, 

accounting for 20% of all 

searches made for the subsector. 

Bet Fair was the most visible 

website, achieving a 56% share of 

voice through ranking at position 

two for the search term ‘bet’.

Paddy Power achieved the same 

share of voice (56%) through 

ranking at position one for six 

keywords, including ‘betting’.

Since our previous report, Sky Bet 

saw its visibility increase by 11% 

and it ascended our league table 

from position 14 to eighth place. 

Natural search: sports betting keywords

Searches for sports betting-related terms accounted for more than 133,000 
searches in October 2011. How did those searches break down?

Which websites were most visible for sports betting-related keywords?

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 betfair.com 78,994 61,026 56%

2 paddypower.com 77,728 62,292 56%

3 bet365.com 51,267 88,753 37%

4 oddschecker.com 46,592 93,428 33%

5 betfred.com 40,925 99,095 29%

6 williamhill.com 39,036 100,984 28%

7 ladbrokes.com 36,140 103,880 26%

8 skybet.com 35,624 104,396 25%

9 wikipedia.org 32,684 107,336 23%

10 coral.co.uk 26,559 113,461 19%

11 888sport.com 25,561 114,459 18%

12 bet770.com 24,487 115,533 17%

13 olbg.com 24,155 115,865 17%

14 bet.com 22,208 117,812 16%

15 bettingzone.co.uk 19,470 120,550 14%

16 bluesq.com 16,377 123,643 12%

17 tips-free-bets.com 12,506 127,514 9%

18 easyodds.com 11,697 128,323 8%

19 boylesports.com 11,107 128,913 8%

20 football-data.co.uk 10,500 129,520 7%

Betting odds
5,400   |   4%

Football betting
5,400   |   4%

Online betting
8,100   |   6%

Betting
14,800   |   11%

Bet
27,100   |   20%

Free bet
5,400   |   4%Betting tips

4,400   |   3%

Bookmakers
4,400   |   3%

Betting sites
3,600   |   3%

Golf betting tips
3,600   |   3%

Other keywords
51,177   |   38%
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Ladbrokes was the most visible 

advertiser in our paid media 

analysis, achieving a 40% share 

of voice through bidding on 

98 keywords, at an average ad 

position of five. 

William Hill attained 38% 

visibility through bidding on 

63 keywords, at an average ad 

position of three. 

Of the top 10 advertisers,         

Bingo.Bet 365 bid on the least 

number of keywords (16).

Paid Media

The top 60 most visible gaming advertisers in paid media

Paid search: Which advertisers were most visible in October?

We have conducted a detailed level of monitoring and analysis to determine 
which advertisers appeared most prominently in the paid search space. An 
advertiser’s share of voice is based on: how often they were present in Google, 
which ad position they bid for and the associated search volume for the 
keywords they bid on. These advertisers have been scored in the league table 
below, which represents visibility across the top 120 keywords in October 2011.

No. Advertiser Share of voice

1 ladbrokes.com 40%

2 williamhill.com 38%

3 betfair.com 29%

4 skypoker.com 19%

5 meccabingo.com 18%

6 bingostreet.com 15%

7 poker.888.com 15%

8 bingo.bet365.com 14%

9 paddypower.com 14%

10 bet365.com 14%

11 pokerstars.com 14%

12 888.com 13%

13 bodog.co.uk 13%

14 boylesports.com 13%

15 winkbingo.com 12%

16 jackpotjoy.com 11%

17 32redpoker.com 11%

18 888poker.com 11%

19 bingo.williamhill.com 10%

20 redbusbingo.com 9%

21 superfreeslotgames.com 9%

22 tombola.co.uk 9%

23 bingo.paddypower.com 9%

24 victorchandler.com 8%

25 williamhillcasino.com 8%

26 rubybingo.com 8%

27 xbingo.com 7%

28 888ladies.com 7%
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In October, Bingo Street was a 

new entrant to our league able. 

It ranked at sixth place through 

bidding on 20 keywords, at an 

average ad position of seven.

Since our previous report 

(December 2010), Sky Poker saw 

its visibility increase by 8% and it 

ascended our league table from 

position 17 to fourth place.

The top 60 most visible gaming advertisers in paid media (contd.)

No. Advertiser Share of voice

29 poker.boylesports.com 7%

30 dottybingo.com 7%

31 partypoker.com 7%

32 butlersbingo.com 7%

33 freebingohunter.com 7%

34 betfred.com 7%

35 poker.bet365.com 7%

36 stanjames.com 6%

37 poshbingo.co.uk 6%

38 sportingbet.com 6%

39 eurogrand.com 6%

40 caesarsbingo.com 5%

41 betrescue.com 5%

42 skybingo.com 5%

43 superfreebingo.com 5%

44 casinochoice.co.uk 5%

45 mecca.bingo-deals.com 4%

46 wsop.co.uk 4%

47 bettingexpert.com 4%

48 poker.williamhill.com 4%

49 virgingames.com 4%

50 bookies.tv 3%

51 32red.com 3%

52 skybet.com 3%

53 coral.co.uk 3%

54 foxybingo.com 3%

55 prestigecasino.com 3%

56 crownbingo.com 3%

57 heart.co.uk 3%

58 tastybingo.com 3%

59 mecca.bingo-offer.com 3%

60 casino.paddypower.com 2%
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Achieving a 7% share of voice, 

XBingo displayed the most visible 

individual ad creative, advertising 

a brand new online bingo site. 

Of the advertisers analysed, 

XBingo displayed the least 

number of unique creatives (six), 

whilst Ladbrokes displayed the 

most (146).

Interestingly, the majority 

of advertisers tried to entice 

customers to visit their website 

through offering promotional 

discounts upon registration.

Paid media: ad copy analysis

The table below shows which ad creatives featured most frequently 
across the top 120 casino, bingo, poker and sports betting-related 
keywords in the Google paid search space during October 2011. 
Share of voice is based on the number of times Google displayed 

No. Domain Ad creative Unique 
creatives

Share of
voice

1 xbingo.com Brand New Online Bingo - 
£35 Free when you join.   
Free Bingo no deposit required. Join Now.   
www.xbingo.com

6 7%

2 bingo.paddypower.com £20 Free For New Players   
Play Just £5 & Get £20 Free!
Offer for New Bingo Players Only.   
bingo.paddypower.com/Get20

8 6%

3 poker.888.com 888 Poker Official Site - 
Play at UK's trusted poker room.   
Get £5 free - No deposit needed!   
poker.888.com/5_Free

22 6%

4 888ladies.com Free No Deposit Bingo | 888ladies.com   
£25 Welcome Bonus & £8,888 Jackpots - 
Play Online Bingo at 888Ladies!   
www.888ladies.com/Free-Bingo

29 6%

5 rubybingo.com William Hill’s Ruby Bingo   
William Hill’s Ruby Bingo Offers a
£16 Free Play No Deposit Required!   
www.rubybingo.com/16-Free-Bonus

8 5%

6 skypoker.com Play Free Online Poker | SkyPoker.Com   
We'll Give You £10 Free To Play in Tournaments. 
Sign-Up Now!   
www.skypoker.com

48 5%

7 32redpoker.com 32Red Poker: $1,000 Free   
Join 32Red today for up to a $1,000
bonus and 50% Instant Rakeback!   
www.32redpoker.com

9 5%

8 meccabingo.com Mecca Bingo Official Site   
Join Now & Get Up To £50 Free Play!
Over 12,000 Winners Every Week   
www.meccabingo.com/Join_Now

12 5%

9 eurogrand.com Play Casino at Eurogrand   
Deposit £40 & Play Casino With £80!
Get a 100% Casino Bonus. Join Now   
www.eurogrand.com

13 4%

10 bingostreet.com Up To £800 Welcome Bonus   
As Seen On TV - Shake The Signpost…
The Hottest Online Bingo Promotion!   
www.bingostreet.com

29 4%

11 bingo.williamhill.com Deposit £10 Play With £35 | 
Bingo.WilliamHill.com   Play Bingo Online at Wil-
liam Hill & Get £25 Bonus!   
bingo.williamhill.com/Bingo-Bonus

26 4%

12 888poker.com Online Poker at 888Poker   
Play now at the best UK poker site.
Don't Miss Our £500 Welcome Bonus!   
www.888poker.com

20 4%

13 bingo.bet365.com Bingo at bet365: £25 Free   
Spend £5 & get a £25 Welcome Bonus.
Amazing 500% Bonus! Sign Up Now.   
bingo.bet365.com

31 4%

14 poker.888.com Play Free Poker at 888. - 
Get £5 Free with no deposit needed   
Start playing poker at 888.com now.   
poker.888.com/Free-Bonus

22 4%

15 ladbrokes.com £50 Bingo Bonus - 
The biggest bingo bonus ever   
Play £10, get £50 free. 500% match   
www.ladbrokes.com/50_Bingo_Bonus

146 4%

the individual ad creative, also taking into account ad position, 
search term volume and Google’s ad rotation. In addition, we 
have analysed how many unique creatives were present for                           
each advertiser.



Gaming Sector Report, Issue 9, October 2011

www.greenlightsearch.com      |      T: +44 (0)20 7253 700015

888 was the most visible 

advertiser, achieving a 75% 

share of voice through bidding on 

20 keywords, at an average ad 

position of two.

William Hill Casino attained 

53% visibility through bidding on 

28 keywords, at an average ad 

position of five.

Since our previous report 

(December 2010), Betfair saw its 

visibility increase by 33% and it 

ascended our league table from 

position 16 to third place.

Achieving a 35% share of voice, 

888 displayed the most visible 

individual ad creative, advertising 

a £100 deposit bonus.

Paid media: casino keywords

Searches specifically for casino-related terms accounted for more than 94,000 
searches in October. Here we assess which advertisers were most visible for 
those keywords.

Which ad creatives were most visible for casino-related keywords?

No. Domain Ad creative Unique 
creatives

Share of
voice

1 888.com Casino Online - 
Get £100 Immediate Deposit Bonus | 888.com   
Start Playing Online Casino Now.   
www.888.com

49 35%

2 eurogrand.com Play Casino at Eurogrand   
Deposit £40 & Play Casino With £80!
Get a 100% Casino Bonus. Join Now   
www.eurogrand.com

9 24%

3 888.com Online Casino - 
Get £100 Immediate Deposit Bonus | 888.com   
Start Playing Online Casino Now.   
www.888.com

49 22%

4 jackpotjoy.com Online Casino £200 Bonus   
Jackpotjoy Casino - Official RedOr Black Games. 
As Seen on TV!   
www.jackpotjoy.com/Casino

14 12%

5 williamhillcasino.com Play Online Casino Today   
Play Now at William Hill's Online
Casino & Get £150 1st Deposit Bonus   
www.williamhillcasino.com/official_site

19 12%

No. Advertiser Share of voice

1 888.com 75%

2 williamhillcasino.com 53%

3 betfair.com 47%

4 eurogrand.com 34%

5 casinochoice.co.uk 33%

6 32red.com 32%

7 jackpotjoy.com 32%

8 bet365.com 26%

9 intercasino.co.uk 24%

10 casino.paddypower.com 20%

11 goldenrivieracasino.com 19%

12 betfred.com 19%

13 top10bestonlinecasinos.co.uk 18%

14 ladbrokes.com 16%

15 roxypalace.com 12%

16 superfreeslotgames.com 11%

17 prestigecasino.com 11%

18 mecasino.co.uk 11%

19 caesarscasino.com 10%

20 casino.ladbrokes.com 9%
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Mecca Bingo was the most visible 

advertiser, achieving a 50% 

share of voice through bidding 

on 17 keywords, at an average ad 

position of four.

Bingo Street attained a 42% 

share of voice through bidding on 

20 keywords, at an average ad 

position of seven. Interestingly, it 

was a new entrant to our league 

table, having not featured in our 

previous report (December 2010).

Ruby Bingo was a new entrant to 

our league table, achieving a 21% 

share of voice through bidding 

on 21 keywords, at an average ad 

position of seven.

Attaining an 18% share of voice, 

XBingo displayed the most visible 

individual ad creative, advertising 

a £35 bonus upon registration.

Paid media: bingo keywords

Searches specifically for bingo-related terms accounted for more than 
248,000 searches in October. Here we assess which advertisers were most 
visible for those keywords.

Which ad creatives were most visible for bingo-related keywords?

No. Domain Ad creative Unique 
creatives

Share of
voice

1 xbingo.com Brand New Online Bingo - 
£35 Free when you join.   
Free Bingo no deposit required. Join Now.   
www.xbingo.com

6 18%

2 bingo.paddypower.com £20 Free For New Players   
Play Just £5 & Get £20 Free!
Offer for New Bingo Players Only.   
bingo.paddypower.com/Get20

8 16%

3 888ladies.com Free No Deposit Bingo | 888ladies.com   
£25 Welcome Bonus & £8,888 Jackpots - 
Play Online Bingo at 888Ladies!   
www.888ladies.com/Free-Bingo

29 15%

4 rubybingo.com William Hill’s Ruby Bingo   
William Hill’s Ruby Bingo Offers a
£16 Free Play No Deposit Required!   
www.rubybingo.com/16-Free-Bonus

8 15%

5 meccabingo.com Mecca Bingo Official Site   
Join Now & Get Up To £50 Free Play!
Over 12,000 Winners Every Week   
www.meccabingo.com/Join_Now

12 12%

No. Advertiser Share of voice

1 meccabingo.com 50%

2 bingostreet.com 42%

3 bingo.bet365.com 39%

4 williamhill.com 36%

5 winkbingo.com 32%

6 bingo.williamhill.com 28%

7 redbusbingo.com 24%

8 tombola.co.uk 24%

9 bingo.paddypower.com 24%

10 ladbrokes.com 23%

11 rubybingo.com 21%

12 xbingo.com 20%

13 888ladies.com 19%

14 dottybingo.com 19%

15 jackpotjoy.com 19%

16 butlersbingo.com 18%

17 freebingohunter.com 18%

18 poshbingo.co.uk 16%

19 caesarsbingo.com 15%

20 skybingo.com 14%
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Sky Poker was the most visible 

advertiser, achieving a 71% share 

of voice through bidding on 29 of 

the 30 keywords analysed, at an 

average ad position of four.

Poker.888 achieved a 57% share 

of voice through bidding on 

11 keywords, at an average ad 

position of two.

Since our previous report, 32 Red 

Poker saw its visibility increase by 

26% and it ascended our league 

table from position 12 to sixth place.

Achieving a 21% share of 

voice, Poker.888 displayed 

the most visible individual ad 

creative, advertising £5 free                        

upon registration.

Paid media: poker keywords

Searches specifically for poker-related terms accounted for more than 
265,000 searches in October. Here we assess which advertisers were most 
visible for those keywords.

Which ad creatives were most visible for poker-related keywords?

No. Domain Ad creative Unique 
creatives

Share of
voice

1 poker.888.com 888 Poker Official Site - 
Play at UK's trusted poker room.   
Get £5 free - No deposit needed!   
poker.888.com/5_Free

22 21%

2 skypoker.com Play Free Online Poker | SkyPoker.Com   
We'll Give You £10 Free To Play in Tournaments. 
Sign-Up Now!   
www.skypoker.com

46 20%

3 32redpoker.com 32Red Poker: $1,000 Free   
Join 32Red today for up to a $1,000
bonus and 50% Instant Rakeback!   
www.32redpoker.com

9 19%

4 888poker.com Online Poker at 888Poker   
Play now at the best UK poker site.
Don't Miss Our £500 Welcome Bonus!   
www.888poker.com

20 15%

5 poker.888.com Play Free Poker at 888. - 
Get £5 Free with no deposit needed   
Start playing poker at 888.com now.   
poker.888.com/Free-Bonus

46 13%

No. Advertiser Share of voice

1 skypoker.com 71%

2 poker.888.com 57%

3 pokerstars.com 52%

4 ladbrokes.com 43%

5 betfair.com 40%

6 32redpoker.com 40%

7 888poker.com 39%

8 poker.boylesports.com 26%

9 partypoker.com 26%

10 poker.bet365.com 24%

11 superfreeslotgames.com 18%

12 888.com 16%

13 wsop.co.uk 15%

14 poker.williamhill.com 15%

15 williamhillcasino.com 9%

16 pkr.com 7%

17 prestigecasino.com 7%

18 coral.co.uk 6%

19 gamble.uk.com 6%

20 betfred.com 6%
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William Hill was the most visible 

advertiser, achieving a dominant 

91% share of voice through 

bidding on all 30 of the keywords 

analysed, at an average ad 

position of two.

Ladbrokes attained 71% visibility 

through bidding on 27 keywords, 

at an average ad position of four.

Bodog was a new entrant to our 

league table, achieving a 49% 

share of voice through bidding 

on 22 keywords, at an average ad 

position of six.

Attaining a 13% share of voice, 

William Hill displayed the most 

visible individual ad creative, 

advertising the best betting        

odds online.

Paid media: sports betting keywords

Searches specifically for sports betting-related terms accounted for more 
than 176,000 searches in October. Here we assess which advertisers were 
most visible for those keywords.

Which ad creatives were most visible for sports betting-related keywords?

No. Domain Ad creative Unique 
creatives

Share of
voice

1 williamhill.com William Hill™ Betting - 
Get The Best Betting Odds Online.   
Claim Your £25 Betting Bonus Today!   
www.williamhill.com/betting

64 13%

2 bookies.tv Online Betting   
Top Online Bookies for SportsBetting. 
Sign-up Offers & Bonuses   
www.bookies.tv/Betting

2 11%

3 ladbrokes.com Football - Free £50 Bet - 
Love the beautiful game?   
Now love it even more with a £50 free bet!   
www.ladbrokes.com/Free_Bets

89 11%

4 williamhill.com William Hill™ Football - 
Join & Get a £25 Football Free Bet.   
Best Betting Odds Guaranteed.   
www.williamhill.com/football

64 9%

5 williamhill.com William Hill™ Online Bets - 
Get The Best Betting Odds Online.   
£25 Free Bets - Join Now To Claim!   
www.williamhill.com/bets

64 8%

No. Advertiser Share of voice

1 williamhill.com 91%

2 ladbrokes.com 71%

3 paddypower.com 53%

4 betfair.com 49%

5 bodog.co.uk 49%

6 boylesports.com 48%

7 bet365.com 42%

8 victorchandler.com 28%

9 stanjames.com 24%

10 sportingbet.com 22%

11 betrescue.com 20%

12 bettingexpert.com 15%

13 bookies.tv 13%

14 skybet.com 12%

15 betfred.com 9%

16 bwin.com 8%

17 wbx.com 8%

18 totesport.com 7%

19 odds.betrescue.com 6%

20 pinnaclesports.com 6%
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The majority of advertisers 

achieved a relatively consistent 

percentage of visibility.

Jackpot Joy appeared to recognise 

search behaviour, achieving low 

levels of visibility early on in the 

week, and high levels of visibility 

over the weekend period.

Sky Poker appeared to 

overestimate search behaviour        

on Monday.

Paid media bidding strategies

We have monitored Google closely to identify who was advertising in the 
paid search space and when they chose to advertise. Our analysis tracks 
visibility of advertisers, in terms of bidding frequency, average ad position 
and keywords bid on, rather than assessing other performance indicators, 
such as sales and cost per acquisition. The data has then been broken down 
further to reveal advertising behaviour by individual days of the week and 
times of the day.

Day parting strategy

Research into search trends by Google shows that most gaming-related queries 
are performed on Saturdays, with slightly lower but relatively high amount of 
searches made on Sundays. Mondays attract the least search volume, with 
volume rising slightly throughout the week (Source: Google Insights). But did 
advertisers reflect this day parting in their bidding strategies? 

10%

15%

20%

Sun 16thSat 15th Fri 14thThu 13thWed 12th Tue 11thMon 10th

Consumer search behaviour

Sporting Bet

Sky Poker

Jackpot Joy

Mecca Bingo

888

Paddy Power

Bet 365

Betfair

William Hill

Ladbrokes

Ad count by day, over a 1-week period (chosen at random; week commencing 10th October )
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The majority of advertisers 

appeared to achieve a relatively 

consistent percentage of visibility 

throughout the day examined. 

William Hill appeared to 

overestimate consumer search 

behaviour, as it attained high levels 

of visibility between 8am and            

12 pm.

Bet 365 also appeared to 

overestimate search behaviour, as 

it attained high levels of visibility 

between midnight and 4am when 

search activity was low.

Hourly parting strategy

Our research has found that there is a considerable peak in consumer search 
behaviour in the evening between 8pm and midnight. Search behaviour 
remains relatively low throughout the day, but starts to rise slightly from 12pm 
onwards. Did advertisers consider these trends in their bidding strategies?

Ad count by hour, over a 1-day period (day chosen at random; Tuesday 11th October)

The most visible websites, advertisers and brands in Google search 
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No. Brand        Twitter        Facebook         LinkedIn           YouTube 
Uploads

          YouTube 
Subscribers

           Klout Score 

1 Poker Stars 59,038 4,514 1,308 2,845 2,607 69

2 Paddy Power 16,707 41,406 2,146 510 1,391 59

3 William Hill 17,718 37,542 2,103 762 172 58

4 Wikipedia 34,280 814,916 398 9 592 57

5 Sky Poker 5,148 9,485 0 670 136 56

6 Bet Fair 13,293 32,014 3,623 103 442 53

7 888 3,665 330 1,365 58 52 52

8 Ladbrokes 4,149 3,341 1,468 20 36 50

9 Bet365 2,948 6,179 1,239 12 11 47

10 Mecca Bingo 1,235 20,481 0 213 68 46

11 Jackpot Joy 1,322 1,700,000 103 57 51 29

12 Tombola 1,630 55 81 117 42 26

13 Wink Bingo 2,422 6,801 0 32 26 17

14 Cheeky Bingo 101 8,688 0 7 11 16

15 Bingo Street 431 352 0 0 0 14

Which brands had the most influence? 

Social media provides consumers with a dynamic platform upon which to talk about and engage with brands. Smart brands recognise the 
importance of effectively employing this medium in order to inspire positive conversation around their products. The most influential brands 
engage on a daily basis with consumers, driving traffic to their online and offline properties.

To gauge their influence, we’ve had a look at the top 15 brands and measured their engagement by monitoring their fans and followers across 
various social media platforms, shown in the table below. Facebook, Twitter, LinkedIn and YouTube presences were all measured, whilst Klout 
scores have been obtained, quantifying the influence of that brand across the social networks analysed.

Poker Stars was the most visible 

brand across the social media 

platforms analysed, achieving a 

Klout score of 69.

Jackpot Joy had the largest number 

of fans on its Facebook account        

(1.7 million).

Betfair had the largest number of 

people subscribed to its Linked In 

account (3,623).
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Below are 3 of the top bloggers in the Gaming sector, ranked according to authority and number of mentions. You’ll notice that many of these 
blogs revolve around lifestyle and hobbies as well as gaming-related matters.

Grapholina
http://www.grapholina.com/about-us/

Grapholina is a blog about online casino software and technology vendors. The blog was created by a group of 
specialists in the online gambling industry. Their goal was to provide their readers with competitive data on the 
vendors of online casino software and their products. Grapholina provides its readers with tips on which online 
casinos run on the best software.

Bills Poker Blog
http://www.billrini.com/

Bill Rini has been blogging about poker and the poker industry since 2003. Like most people he started out 
playing poker for entertainment in home games, whenever we wanted to sit around and smoke cigars, drink beer, 
and eat pizza. He started playing online shortly after the first online card rooms opened and it wasn’t long before 
he was playing 20, 30, or even 40 hours a week or more. 

Special K’s Place
http://specialksplace.blogspot.com 

Special K describes herself as ‘a poker playing’, picture takin’, pool shottin’ geek [who] tries to say something 
interesting. She has been blogging since 2004 and since has written a multitude of articles on topics such as 
poker strategies as well as her travels around the world.

This word cloud outlines the 

topics associated with the primary 

gaming keywords during the 

month of October. Amongst other 

search terms, ‘help’ and ‘free’ 

were a predominant focus of user          

generated discussion.

Top Bloggers in the Gaming sector:
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Integrated Search

Ladbrokes was the only brand 

to achieve strong integrated           

search visibility.

Wikipedia, 888, Cheeky Bingo and 

Costa Bingo all achieved strong 

natural search visibility.

William Hill and Betfair 

both obtained strong paid                    

media visibility.

Which websites/advertisers performed well?

If we look at the visibility achieved by websites in natural search 
and the impression share gained by those websites as advertisers 
in the paid search space, who obtained the greatest share of 

Paid media visibility
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voice overall? Here we have taken the top websites/advertisers 
across both mediums to give an indication of their integrated                    
search performance.
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Ladbrokes featured at the top of 

our integrated league table due 

to its high percentage of visibility 

in both the natural search listings 

and paid media space. 

William Hill achieved a high 

share of voice in the paid 

media space (38%); however, 

it lacked visibility in the natural 

search listings and thus 

this affected its integrated                                 

search visibility.

Since our previous report 

(December 2010), Sky Poker 

saw its visibility in the natural 

search listings and paid media 

space increase by 6% and 8%, 

respectively, and it ascended our 

league table from position 17 to 

fifth place.

No. Website / advertiser Natural search Paid media

1 ladbrokes.com 24% 40%

2 williamhill.com 7% 38%

3 betfair.com 11% 29%

4 888.com 23% 13%

5 skypoker.com 12% 19%

6 wikipedia.org 26% 0%

7 paddypower.com 12% 14%

8 jackpotjoy.com 14% 11%

9 winkbingo.com 11% 12%

10 pokerstars.com 9% 14%

11 meccabingo.com 3% 18%

12 bet365.com 7% 14%

13 cheekybingo.com 21% 0%

14 tombola.co.uk 11% 9%

15 bingostreet.com 0% 15%

16 costabingo.com 15% 0%

17 foxybingo.com 12% 3%

18 poker.888.com 0% 15%

19 partypoker.com 8% 7%

20 bingo.bet365.com 0% 14%

21 888ladies.com 7% 7%

22 bodog.co.uk 0% 13%

23 boylesports.com 0% 13%

24 betfred.com 6% 7%

25 galabingo.co.uk 12% 0%

26 pokerlistings.com 12% 0%

27 freepoker.org 12% 0%

28 32redpoker.com 0% 11%

29 888poker.com 0% 11%

30 bingoport.co.uk 10% 0%

31 bingo.williamhill.com 0% 10%

32 pkr.com 8% 2%

33 bestoffersbingo.co.uk 9% 0%

34 redbusbingo.com 0% 9%

35 sunlight-bingo.co.uk 9% 0%

36 superfreeslotgames.com 0% 9%

37 bingo.paddypower.com 0% 9%

38 victorchandler.com 0% 8%

39 skybet.com 5% 3%

40 32red.com 5% 3%

The most visible gaming websites in natural search and paid media
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Download free reports

Our research division produces market sector reports on 
an ongoing basis, covering a broad range of industries 
including: banking, brown & white goods, car hire, flights, 
fashion retail, gaming, holidays, hotels, insurance and many 
more. To download our FREE reports go to:

www.greenlightsearch.com/sectorreports

Learn more about our research

How the report was created

We used industry data to classify a selection of the most popular search 
terms that customers used within this sector. We took a set of generic, 
general sector specific keywords that were used when searching. This gave 
us an indication as to the size of the audience that used Google UK.

For natural search, we analysed the natural search rankings on Google UK 
to see which websites and brands were positioned on page one for each 
term. This way we were able to build up an aggregate view of the most 
commonly appearing and prominent websites, as well as the respective 
size of the audience they were reaching, as a result of having that keyword-
specific visibility.

For paid media, we monitored the advertisers appearing in the sponsored 
links for 90 of the top terms analysed. Data was retrieved from Google 
UK regularly on a daily basis during the period to ensure a fair assessment 
of the paid media space and to take into account the ad rotation system 
employed by Google.

For social media, we assessed the top 15 most visible brands in natural 
search and paid media and assessed them based on the number of followers 
and the level of interaction they had across several social media platforms.

This data was then collated and league tables of the most visible websites 
in natural search, paid media and social media were created for this sector. 
In our reports you will find market view data for the industry as a whole, as 
well as by segment: generic keywords, and specific product/service types.

Disclaimer:

The information provided in this report is for information 
only and should not be relied upon to enter into any 
business transaction or to make any commercial 
decision. Whilst Greenlight has made every effort to 
ensure the accuracy of this report, Greenlight cannot 
accept any liability for any error or inaccuracy found 
within this document and no warranty is provided 
regarding its completeness or its suitability for any 
purpose. The content of the report is the copyright of 
Greenlight Marketing Limited. The reader may use and 
circulate the report within its own business organisation. 
However, it is not permitted to exploit, distribute, sell or 
otherwise make use of the report for commercial gain. It 
is permitted to reproduce extracts of the report for public 
interest, provided that the publisher credits Greenlight 
as the source of the work.

Get in touch

If you would like to know exactly what share of search traffic your company 
is currently attracting, why not get in touch? We can show you the exact size 
of your market based on the keywords that matter to you most and we can 
measure how well you are capturing this market through your current search 
activity. 

Our sector reports are a great way to benchmark your company’s search 
performance. They provide a solid foundation from which to plan future 
search activity and help realign your search strategy.

Contact

Ian Hucklesby  | Head of Business Development

+44 (0) 20 3326 6237 |  E: ian.hucklesby@greenlightsearch.com
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Comprehensive ranking is based 

on search engines being able to 

access relevant content across 

your website.

Links play a significant role in 

helping sites break through the 

clutter and ascend rankings. 

The best-performing sites have 

all invested heavily in their            

linking strategies.

Natural search: improve your website's position

Content

The leading sites contain rich content on topics that surround the popular 
keywords and have made this content accessible to search engine spiders to 
index; however, good content is readily available and thus used by a large number 
of sites. As such, the search engines need a further differentiator: link equity.

Link equity

Search engines assess links to determine the credibility of websites because 
links from third-party sites are considered similar to votes. These links encode 
a considerable amount of latent and unbiased human judgement about the 
quality of the linked-to website; therefore, search engines cut through the noise 
of websites’ self-optimised content and ascertain the true worth of a site.

Your site

To increase performance, invest into improving the quality, depth and breadth 
of content around your targeted keywords. Ensure your site is accessible to 
search engines, pointing to relevant pages within your own site, whilst also 
focus on developing linking strategies around each product to improve the 
quantity and quality of links from third-party websites. 

Consider seasonal trends and 

mini campaigns, along with your 

everyday keywords. Short spurts 

of activity can help to drive up 

your ROI.

Ad copy should be treated as 

a sales opportunity — take 

advantage by incorporating and 

testing as many ad copy versions 

as possible.

Google’s quality score is now 

illustrated in the AdWords 

system, allowing you to see 

exactly what score you have.

Paid search: improve your visibility and efficiency 

Keyword landscape

Your keyword landscape should mirror the products and services provided, but 
also consider the customer search funnel so that you are visible at all stages. 
Consumer search behaviour is constantly changing, with an increasing number 
utilising long tail and product-specific terms.

Ad copy  

Ad copy is the ‘shop window’ opportunity to differentiate your brand from 
competitors. It acts as a sales and a branding opportunity, hence projecting 
an accurate and positive message about your brand and products is essential.

Relevancy and quality/index score

Every quality score relies on ‘relevancy’. Your keywords, campaigns, ad groups, 
ad copy and landing pages must all reflect your products and services. Ensure 
you create a campaign that focuses on relevancy throughout. This will lead to a 
high score and thus assist in lowering your overall and individual cost-per-click.

Bid and campaign management

As paid search campaigns become larger and more complex they become 
difficult to manage. Exploiting the long tail without sacrificing quality for 
quantity is also a challenge, especially when managing copy with pricing and 
specific products. Bid and campaign management technologies are vital tools 
in an increasingly competitive marketplace.

Who ranked top for SEO in Insurance this month?

Who won the paid media battle for Flights this month?

Which Fashion Retailer is most visible this month?

Which Holiday provider saw the most traffic this month?

Monthly Sector Report data - now online with Hydra 

Natural, Paid and Social become One

Contact the Hydra team on T: +44 (0)20 3326 1888 or E: contact@onehydra.com

www.onehydra.com



London

Level 14

The Broadgate Tower

Primrose St, London

EC2A 2EW 

T: +44 (0)20 7253 7000

E: insight@greenlightsearch.com

New York

11 Penn Plaza

New York

NY 10001 

T: (1) 212-946-4959 

E: insight@greenlightsearch.com

Greenlight is a leading independent Search and Social Media marketing agency, the largest of its 
kind in Europe and the fastest growing. With over 100 blue-chip clients, Greenlight is recognised 
worldwide for its commitment to delivering record ROI for clients and investing in the future of 
digital marketing.

Greenlight is considered the premier thought leader, publishing widely read industry reports, 
original research, speaking at trade events and delivering a highly respected digital marketing 
training programme via the Greenlight Academy.

If your online marketing efforts need improvement or you have any questions on this report, why 
not get in touch?
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Andreas Pouros | COO

Andreas has been involved in search for 11 years, joining Greenlight in 2003.
He is an expert in both business and technological principles and directs
Greenlight’s client services and implementation teams. Andreas also plays a 
pivotal role in product development and business growth strategy.
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Alicia Levy | CMO

Alicia has worked in digital marketing for 12 years and joined Greenlight
in 2003 to set up its paid search division. As managing Director of
Paid Search, Alicia was at the helm of Greenlight’s PPC technology launches 
including the multi-award winning Adapt. in her current role, Alicia provides a 
strategic lead in product development, marketing and training.

Warren Cowan | CEO

Warren has worked exclusively in the search marketing industry for 13 years and 
founded Greenlight in 2001. As well as leading the business in its growth and
influence, Warren takes an active role in product development and is hands-on
in service delivery for numerous client accounts.



FOREWORD
Andreas Pouros | COO

I recall vividly in the summer of 2000, 
Warren and I were discussing an article 
that had been widely read within the 
search industry. Its title proclaimed, 
concisely and emphatically - ‘SEO is dead’. 

it suggested that due to the emergence of paid
media, natural search results would disappear
entirely from search engine results pages within 
about 12 months. i took the content of this article 
to heart, depressed by the notion that we’d just got 
started, with so many ideas and aspirations to turn 
SEO into a kickass marketing channel and discipline, 
and it would all come to a crashing close. 

Warren however, to his everlasting credit, did not 
agree. To ‘search’, he said, was a basic human activity, 
not dissimilar to those other behaviours that define 
us as a species, such as reading, conversing, trading, 
and sharing. The nature of search would invariably 
change and Greenlight would have to with it, but the 
need to search in some form or another would survive 
us all.

Every year thereafter i would read a markedly similar 
article proclaiming the death of SEO for any number 
of different reasons. Then came the ‘PPC is dead’ 
articles too, just for good measure. Every time they 
would completely miss the point; Google may lose 
out to Facebook, the mobile phone may replace the 
desktop for many activities, apps may become the 
main method of retrieving information, pizza may give 
way to the calzone, but the human activity of
searching the collected and indexed knowledge of 
the human race will remain a crucial process into the 
future, and experts will be required to facilitate and 
optimise that process. 

11 years later, we’ve delivered over £2bn of
incremental sales to our clients with SEO, and
each year it’s more than the last. Warren was right.

if you consider social media within this context too, it
becomes clear that social media and search are not
competing concepts as some of the so-called
experts would have you believe; quite
the contrary....

social media provides additional data, insight and
information that needs to be stored, understood,
labelled, indexed and retrieved quickly and
conveniently. 

if something produces content, data or information 
then ‘search’ has an important role to play, regardless of 
whether that information is indexed from pages on the 
traditional Web or from what people do or say across 
various platforms and networks. 

The opportunity that this ‘social search’ phenomenon
offers to brands and marketers is monumental. in the 
pages that follow we look at social search from the
perspective of natural search, paid media and social 
media marketing itself, forming a primer for those that 
want to gain a sensible appreciation of what’s
happening and how to respond as a marketer or
business owner. We hope it inspires some innovation in 
your own businesses as it has in our own. 

Finally, if you have historically received our sector
reports, you’ll find these in the centre of this
magazine. We toyed with the idea of going digital only, 
given that we had heard multiple reports that print was 
dead, but we asked 50 marketers whether they’d be 
more likely to read a printed magazine from us than a 
digital one, and 90% of them said the former. it just 
goes to show that when someone proclaims the death 
of something, you should always question it and always 
trust your own research.
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ADAM BUNN
Director of SEO

One of my favourite ways to look at SEO is through the lens of
history. That’s not just because I have a geeky fascination with
historical events in the industry, but because history brings an
important context to new developments in SEO that you simply can’t 
get by looking at things in isolation.  This applies to “social signals” 
just as much as anything else.

Social Signals as an algorithmic Variable

if you go back far enough, to a time before there were proper search engine
algorithms, there was Yahoo!, categorising and rating sites in a tedious manual
process in its web directory.  Some early search engines were toying with
algorithmically scoring sites, but they were mostly too busy dealing with the
challenges of crawling and indexing the web to create any particularly good methods 
of actually rating content.

Because the people at Yahoo! were better at rating content than those early search 
engines, Yahoo! ruled the roost.  SEO was born; a skill set that at the time largely 
consisted of being able to fill in a submission form.

Nowadays the near 
universal adoption of 
the likes of Twitter
and Facebook means 
that almost any site 
can leverage the
combination of truly 
great content and 
effective use of social 
media.

Then search engines got better.  Companies like AltaVista pushed the boundaries 
of what was possible with automatically analysing web pages, creating complex 
algorithms that could categorise and score pages on a scale that human editors never 
could.  As AltaVista grew in market share and other search engines progressed their 
own algorithms, manual review dwindled in importance.  SEO began to properly take 
shape, and optimising titles, meta keywords, page content, URLs and headings was 
what mattered.

Unfortunately for AltaVista and its ilk, relying solely on on-page factors has one major downfall, namely that it’s very 
easy to game such a system.  As the commercial potential of the web became more and more apparent that’s exactly 
what spammers started to do.  Eventually, software capable of reverse engineering a search engine algorithm in a
matter of minutes meant that search engines were fighting a losing battle against spam.

What the engines needed was some sort of information about what sites users liked in order to supplement the often 
suspect information they had collected from the sites themselves.  Lacking that information directly they of course 
settled on links, which, in various guises, have dominated search engine algorithms since the turn of the century.

When you look at the progression of the various algorithmic factors and how their importance has waxed and waned 
over time, it becomes very clear that social signals are the next in a long line of natural evolutions within SEO.
History, and the fact that social signals are what links always were a proxy for, tells us that they will grow in importance 
as an algorithmic signal, until they in turn are supplanted by whatever unforeseen development occurs within SEO in 
the future.

Social signals have been part of search engine algorithms for around a year now, so that means there is now a direct 
overlap between SEO and social media (there’s been an indirect overlap for many years, in the sense that social media 
helps to catalyse link building activity to a site – but i’ll come to that in a minute).  in truth the “overlap” is more
parasitic than symbiotic, but that’s okay.  The point here is that what you do with social media can now directly impact 
your rankings in addition to building and defining your brand, so it’s an activity with multiple benefits.
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So what sort of social signals might search engines be 
looking for in particular?

The obvious one would be how many times your site 
is linked to, from or mentioned on social media sites.  
Like normal links though, social links and mentions 
aren’t going to be judged solely on quantity.  it’s fair 
to say that search engines learnt that lesson a long 
time ago!  Quality is an important signal as well, and 
in social media that means the reputation and
authority of the person linking to you.  in simple 
terms: links from profiles with lots of fans, followers, 
re-tweets, and so on, are worth far more.

And what of the indirect overlap?  For all the recent 
hype about social links and mentions directly
improving rankings, right now it’s still the indirect 
benefits of social media that marketers should
predominantly focus on, if they want to supercharge 
their SEO efforts.   in about 2003/2004, the phrase 
“content is king” started being bandied about as a 
clarion call to SEOs to abandon traditional link
building and start producing great content on their 
sites, to which – lo and behold - links would naturally 
flood in.  it’s a seductive idea with a lot of potential, 
but one that has a couple of inherent problems.

Firstly, most brands struggle to host and promote 
content of a compelling enough nature on their 
corporate websites, for a variety of reasons.  This is 
a problem that we come up against at Greenlight all 
the time - often the site communicates a brand image 
that the kind of content in question isn’t consistent 
with, or iT exercises such control over what gets 
changed, and then the very thought of being able to 
produce regular content for users is a pipe dream.

Finally, content is only “king” if people get to see it.  
You could have the most mind blowing, compelling 
and shareable content in the world (“link bait” as we 
call it) but if nobody views it to begin with that flood 
of links you’re expecting won’t be forthcoming. 

it’s the first problem that has led Greenlight to create 
GOSSiP, a one stop combined SEO and social media 
platform that facilitates the creation of content and 
the easy management of social conversations about 
your brand. i’m particularly excited about GOSSiP, 
precisely because it will help our clients to engage 
users in a more real time, social fashion, opening up a 
whole world of creative approaches to SEO that simply 
haven’t existed for those companies before.
GOSSiP which is about to launch, i believe will become 
a lynchpin in the online marketing strategies of brands 
worldwide, because the benefits – both SEO and
social – are too great to ignore.

As for the second problem, social media is the perfect 
vehicle for sharing content online.  Of course, social 
media already existed back when the idea of “content 
as king” first gained popularity, but this was mainly in 
the form of Digg and Delicious, two social
news/bookmarking websites that, while really
catalysing the idea of link bait in the first place, were
frequented largely by people interested in the internet 
and technology. This severely limited the type of sites 
that could gain much benefit from them. 

nowadays the near universal adoption of the likes of 
Twitter and Facebook means that almost any site can 
leverage the combination of truly great content and
effective use of social media to potentially generate 
hundreds or even thousands of natural links in the 
space of a few days.  That’s the kind of SEO ranking 
impact that no other approach to SEO can easily match 
and, of course, by happy coincidence, the social
mentions you need to satisfy the direct algorithmic
signals the search engines are looking for will be a 
natural by-product of this activity as well.

in conclusion, social signals as part of SEO aren’t new, 
nor really are they a particularly radical departure for 
the search engines.  But they are coming of age, and 
will only grow in importance in the coming years as the 
engines get more confident in gathering, interpreting 
and using the data they have at their disposal.
inevitably some companies will be left behind as SEO 
takes this, it’s next of many evolutions – make sure 
yours isn’t one of them! 

www.greenlightsearch.com/search-engine-optimisation
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MATT WHITEWAy
Client Services Director

The role and impact of 
social extensions in
paid media

in 2011 alone Google has rolled out a 
number of improvements, including 
advanced remarketing, improved logic 
to serving of sitelinks, umpteen
refinements to ad creative and display 
urls’, local extensions, enhanced 
tablet and mobile targeting, instant 
preview, and a new version of Google 
Analytics.

Arguably, two of the most
significant features for Google to roll 
out across AdWords were their “social 
extensions”, namely Seller Ratings, 
and Plus One. There has been much 
debate of late regarding the impact of 
social media on SEO, but social media 
Engagement within AdWords? - This 
really was something different for us 
to think about and digest.

What are Social Extensions?
Seller rating extensions (Fig 1.0) 
display the merchant star rating 
for companies that meet a certain 
criteria. The ad extension will show up 
below the paid media ad in question 
and show the merchant star rating, 
along with the number of reviews 
present on Google Product Search. 
in addition, you can click through the 
review total to read the reviews on 
Google Product Search. needless to 
say, merchants that qualify for seller 
rating extensions have an advantage 
as shoppers are determining which 
ads to click through on Google. Again, 
minor enhancements to paid media 
ads can make a big difference,
particularly when competition is fierce 
and budgets are limited.

in April 2011 saw the launch of 
Google’s latest development to....

Google has long been the 
catalyst and evolution of 
search, however Google has 
come up against a fierce and
game-changing competitor. 
The competition in question 
is not however a singular 
brand or company, it is a 
completely new
marketing channel – social 
media. Rather than fight 
it, Google have embraced 
social media within its results 
pages, and for advertisers and 
marketers alike, it is
important to fully understand 
the benefits and potential 
shortcomings of Google’s 
“social extensions”, namely 
Seller ratings, and Plus One.

What has changed?
Google continue to change 
the landscape of search, both 
from a natural perspective, 
and paid. Their constant 
refinement of the AdWords 
system is what keeps us
marketers on our toes and 
eager to find and test new 
ways of driving incremental 
revenue to our clients. 

leverage the social graph for their search 
results. While the company has used
social cues from Twitter and Flickr for 
more than a year to improve organic 
rankings, Google have now created their 
own recommendation function and ex-
tending it to both paid media and organic 
search.

The feature is simply called “Plus One” 
(Fig 2.0). You will be familiar with
Facebook adverts and likes, the concept 
is not dissimilar. When users are logged 
into Google, they will be able to rate
individual search results and adverts by 
clicking the “Plus One” symbol. Their 
friends will then see the endorsement.

Social Extensions’ impact on Paid media
As yet, these social extensions have 
not direct impact on the all-important, 
mysterious holy grail of  Google Quality 
Score, however we can safely assume 
that it is only a matter of time before 
these, and other social signals start to 
have an influencing factor on the
algorithm, and therefore performance on 
the account.

marketers are already finding ways to 
utilise these extensions to influence a 
number of key performance indicators 
(KPi’s) such as Click-thru Rate (CTR) 
Cost per Click (CPC) and Conversion 
Rate (CVR).  For example, advertisers 
wanting to stand out from the crowd in 
the SERP have, with good effect,
implemented the Seller Rating
extension within their AdWords
account.

We initially found for a number of
advertisers that having the Seller
Ratings as part of the adcopy....

5

Fig 1.0 – Seller Rating Extensions
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 resulted in an increase in CTR, which over time improved Quality Score. However, with an increasing number of
advertisers using Seller Ratings, these quick win improvements in CTR are arguably no longer possible, or at least are 
not as significant as they once were.

The Plus One extension on the other hand has a far greater potential impact on the performance of an advertiser’s paid 
search campaign. i, as a user, am likely to be more inclined to buy something from a site if it has been recommended, or 
Plus One’d by someone within my “circles” and therefore trust. 

The Shortfalls of Social Extensions
Both social extensions do lend themselves to brands that sell good products / services and/or provide good levels of 
services. All brands are going to want to achieve as many positive seller ratings as possible, as well as being Plus One’d 
by vast numbers of users. in theory, this should mean i am able to see which advertiser is likely to give me a pleasurable 
shopping / user experience, after all, users are not going to Plus One or provide a positive seller rating if they receive 
poor experience right? Well, there are either functionality flaws or limitations which mean that users are not
necessarily going to be aware of any negative levels of feedback. Firstly, Google allows users to Plus One an ad but not 
a negative one. So again, in theory an advertiser may have 20 Plus One’s, yet 1000 people have had a very poor level of 
service and would have negative One’d them given the opportunity or functionality. Therefore, on face value the
advertiser with 20 Plus one’s looks good value and one where i would have little reservation in spending my money with.

Presumably then, Seller Ratings would be far more impartial as they allow for users to add a negative review should they 
wish. However, unfortunately it is not quite so clear cut as the advertiser can opt in (providing they achieve a certain, 
very easily achieved, criteria), or opt out of displaying the Seller Ratings. Again, theoretically, if an advertiser received 
a number of negative reviews which could have a detrimental impact on KPi’s such as CTR, and CVR, they could simply 
disable the ad extension, once again potentially hiding valuable social signals away from the end user.

Arguably, it is too early to really understand the full impact of Plus One on paid media results and it’s not really
something as marketers we can completely influence. With Seller Ratings on the other hand, marketers have some 
interesting choices to make. By implementing Seller Ratings, are you prepared to sacrifice one of the most significant 
influencers of CTR in paid media – Site Links? if  your strategy is to target the positions down the right hand side of the 
SERP, positive Seller Ratings can give you a step change in performance and should at least be part of a comprehensive 
testing schedule. 

The future of Social Extensions and Paid media
i wish i knew what the future of paid media looked like, but given the developments and refinements that Google 
continues to make, we should not be surprised to see a far more joined up social and paid media experience, one that 
integrates more than just Google’s Plus One and Seller Ratings into Google’s SERP (Fig 3.0)
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Fig 3.0 – new socially enabled Paid media Ads?

integrating search results that your friends have engaged with would be a far easier integration for someone like
Facebook than Google’s approach of trying to create its own social network and then shoehorning it into the search 
results pages. Google also has another major obstacle, the development that had set them apart from the competition 
– Quality Score. Personally i think Google are still trying to work out how to implement social engagement to its Quality 
Score algorithm, without sacrificing the main reason people chose to use it – relevancy and quality of results.

Ultimately Google will find a way and it is clear that social media and social extensions within paid media are here to 
stay and continue to grow, so its time to fully embrace it and find innovative ways to continue to drive performance for 
advertisers.



ANNA O’BRIEN
Director of Social Media

Good social media isn’t hard to spot. The fact of the matter is if it’s been
successful you’ve seen it, read it or had a friend tell you about it on the 
tube. A good social media campaign is much like a good piece of
Hubba Bubba— tasty, sticky and nearly impossible to get out of your
hair…err head. At the risk of taking this mastic analogy too far and getting
myself into a gummy mess, I’d also like to note there is no universally
approved taste bud tingler. Your bubble gum might be another person’s 
bad Chinese leftovers. What I am saying, in a somewhat convoluted way, 
is that it is impossible to please every single member of society with your 
social media program. Know your market, design for them and
remember- “haters gonna hate.”

The importance of Brand in Building a Social media Program.

A perfect social media program will naturally vary for each brand based on the company, sector, and multitude of other 
variables. However, social media ideas are all grown from a single seed - the brand. A good brand is the
personality and charm of your product, service, or organization.  if your brand were able to speak, shake hands and kiss 
babies- it would be your social media. Social media serves as the core of the modern consumers’ brand experience. 
Funnily enough, the word brand actually comes from a norse word meaning “to burn,” except instead of burning cattle 
here, we’re burning exclusivity and value into the brains of potential consumers.  When first hitting the social media 
whiteboard, a company should make sure they know who they are. Put three employees in the room and ask them to 
describe your brand in three words. if your answers vary widely, you don’t just have a social media problem- you have 
a branding problem.  The easiest way to un-muddle a brand is revisit existing brand guidelines and ensure they shine 
through in your social media program. Any new media campaign should feel like a natural extension of the brand
experience in any other channel. it should not be used too single-handedly; for the best results all types of media 
should be aligned on the same definition of brand.

Word-up, Use Your Ear before You Open Your mouth. 

As a kid my parents were quite patriotic and were convinced i’d be the next president of the United States. Thus, as a 
child i was suited up for stereotypical white collar activities such as ballet, piano, fencing, and public speaking. From 
the tender age of 8 i began oration and by 16 i was competing in national speech and debate competitions. From my 
years of speech training one thing simple fact stood out: The more i knew about judges, the more convincing i could 
be. i could tailor my words to them and the speech would transcend from text to meaning.

in social media the bridge to meaning is just as important. The more a brand knows about their customers and fans the 
more they can tailor content to their needs.  Then it’s not just a Facebook update or a promotion, it’s something fans 
genuinely care about and want to share.  And when people want to share, that’s when social media is most effective.  
The starting point for every major brand should be immersing themselves in online discussion around their brand. This 
doesn’t mean you’ll like what you hear.  it will, however, give you a basis for improvement.

Customer service is a natural extension of any social media program. Once the quickest route to a person for help 
is discovered, people will use it. it seems social media is quickly becoming that route. While it can be challenging to 
handle every mini-crises that flies across your desk, it can also be deeply rewarding. in order to effectively start brand 
dialogue with a customer you have to first earn their trust. Resolving problems and taking an active role in improving 
brand perception is the quickest way to gain that trust.
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make starting the conversation easy
When creating content or a campaign or promotion, make sure that starting the dialogue is the easiest part.
if engaging with the brand is too hard, no one will do it. Simple. That means, even with the best intention, brands can 
fail.  it takes a bit of quick thinking and focus on the basic elements of communication to make engagement not only 
simple, but fun. 

For example, a few months ago while making a quick trip to sort out my finances at a local bank, i got in discussion 
with a teller, Tina. She had “my daughter is a pyro” written on her nametag; of course i had to ask her about it. We then 
ended up having a delightful conversation about her daughter’s career as a fireworks designer at Disneyland. After this 
discussion i realized the strategic beauty of that nametag. That little plastic placard leveraged many of the relationship 
building tactics social media fanatics evangelize digitally, offline.

it was non-evasive: if i didn’t want to talk to Tina, i didn’t have to. The conversation would have to be started 
by me, the customer.

it was easy: The phrase on the name tag gave both of us an easy and immediate discussion point.

it was neutral: Unlike other badges that say “ask me about bladdity blah promotion” this badge has
nothing to do with sales. i knew if i asked about its meaning i wouldn’t be pressured into something i really 
didn’t want or need.

it was interesting: it made me want to talk to Tina. 

in the end, i left the bank with a better opinion of it. i also realized that small efforts to build dialogue with consumers 
can be just as important as a large scale campaign. 

Be Clever. Be original. Be you. 

One of the things i find most interesting about business is that no matter what industry, product, or country, every 
brand has another company they utterly love to hate. The social media result of this natural occurring phenomenon is 
a deep desire to one up your opposition.  if they have a Facebook store, you’re going to have a better one. if they have 
a sweepstakes, your brand is going to give away a bigger prize. This goes on and on with no real creativity, and the 
result is just ever expanding executions of the same ideas.

While the bigger and better game can be your best friend when trying to sell a project through, the “but so and so 
did it” game often forces brands to lose focus and originality.  i’m not suggesting that brands avoid doing everything 
their competition does, because there will always be some cross over. However, the drive should be on creating truly 
original work that evokes something from your audience. in social media creativity is the king and the brands that 
embrace that are the ones that ultimately succeed.

make mistakes and Evolve

Brands are going to fail. i like to be upfront about it; it’s inevitable. People make mistakes, and the first reaction is 
always going to be to close up shop and move on. it’s a natural human response. However, with social media (and 
consequently any marketing channel) that is the wrong approach. instead, brands should ask questions, dive into
what caused a planned effort to go awry. Putting this information to good use, a company can restart, rebuild and 
grow. 

Even when things go as planned there are always opportunities for a brand to evolve and grow. For some, evolution 
might be as simple as changing how customer complaints are dealt with. For others, that change could be an
incorporation of a new technology that revolutionizes a customer’s digital experience. Wherever your brands stand 
it’s important to be aware that change is a necessary part of social media. in an area of marketing where things 
change literally every six months, you shouldn’t expect your three year plan to stay completely on track. instead, 
embrace the bumps in the road and help your brand grow into something socially superb.
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At Greenlight, we pride ourselves on being the pioneers of thought leadership within 
the search industry. From our Sector Reports to our Greenlight Academy training

programmes, we strive to offer companies and individuals the unique opportunity to 
gain contemporary and relevant insight into the search industry.

The Greenlight Academy is our training division through which we offer the most advanced 
and comprehensive search training courses in the country.

Our programmes are designed to meet the needs of business’s or individuals interested in
understanding and using search and social media. Our courses on offer range from
an ’introduction to SEO and PPC’ to ‘Link Building masterclasses’.

“i recently attended the Social media for Business course hosted by Greenlight’s Social media
Director, Anna O’Brien. it was absolutely brilliant and i would recommend it to anyone looking to
broaden their knowledge of Social media for business in the online marketing space.”

Our industry renowned sector reports are used within the search industry to
benchmark websites and brands’ visibility against that of their competitors.

Each report examines the total search engine audience size; the most visible 
websites in Google natural search and paid media results; paid media ad copy 
analysis; budget allocation strategies and social media analysis. 

Greenlight Academy

Sector Reports

We have now also included a magazine at the back of our reports featuring
articles from the Greenlight Board and Directors of natural search, paid media 
and social media. Our latest edition focuses on the ‘Social Search phenomenon’.

Roundtables

in recent weeks, we have successfully hosted Fashion and Finance themed 
roundtables. Participants from major brands, including Debenhams, next, 
Reiss, Barclays Wealth and Google Finance gathered to discuss what
issues they have experienced with search and social within their sectors.

Our filmed roundtable discussions are designed to provide an open
environment for debate and discussion on a regular basis. 

Guusje Wentrup | Ecommerce and marketing Coordinator | miH Jeans

“The Greenlight Fashion Roundtable was really interesting for us as a
small brand. We gained insight into what larger fashion brands and retailers
are doing, as well as what we can do better. We’ve learnt a lot.”

Ashish Khungar | Search Specialist | Dixons Retail Plc

For further information on Greenlight Academy please contact academy@greenlightsearch.com
To download our sector reports and view our roundtable videos, visit www.greenlightsearch.com
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Greenlight’s Online Search & Social Interaction Platform (GOSSIP)

The GOSSIP platform:

is a managed solution designed to allow global organisations to respond to the search and social 
demands of modern online business.

Provides a home for all your media assets – press releases, videos, Twitter and blog posts, guides, 
surveys, forums, polls, widgets, graphics, podcasts, promotions, voucher codes, and much more. 

Empowers marketers to engage more effectively with journalists, social networks, and consumers by 
giving them direct, rapid publishing power for the first time.

Responds directly to the very real danger that big brands will be left behind due to their relative
inability to be dynamic in the online search and social spheres.

Essentially, brands are often great at being corporations, but need GOSSIP to build leadership in the
fast-paced world of real time search and social media.  

 
Greenlight’s solutions are used by many of the world’s best known brands to enhance their performance

why don’t you join them?

4

4

4

4



Greenlight,
Level 14, The Broadgate Tower,

Primrose Street,
London, EC2A 2EW

www.greenlightsearch.com

Natural Search     |     Paid Media     |     Social Media     |     Web Dev     |     Training      |     Technology

T: +44 (0)20 7253 7000
E: insight@greenlightsearch.com




