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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?



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 insurance sector. This report provides an exclusive snapshot of the 

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: home, travel and car insurance.
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Greenlight’s industry renowned Sector Reports provide you with a comprehensive 
insight into the Search industry. Our reports analyse the most visible websites and 
advertisers on Google UK in the natural search listings and paid media space as 
well as which brands were most visible in the social media sphere.

With the Natural Search, Paid Media and Social Media data provided by Hydra, we are able to 
track, record and analyse consumer search behaviour in any market vertical on a monthly 
basis.

Each report examines the total search engine audience size; the most visible websites and 
advertisers in Google’s 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, 
our reports feature a social media section which looks at the visibility of the top 15 integrated 
websites in the social media space.

We are also proud to present the latest edition of Greenlight’s Magazine. This quarter’s edition 
focuses on the results of Greenlight’s Search and Social Media Survey 2011/2012.  In this 
edition, our in house experts discuss the findings of the survey which asked 500 internet users 
for their thoughts and views on Mobile, Facebook Advertising, Fan Acquisition and searching 
online in multiple languages.

We hope you enjoy the latest version of our sector report and magazine. If you have any 
questions, please feel free to contact our Sales and Marketing team at: 

insight@greenlightdigital.com
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This latest report profiles search behaviour in the insurance sector. It analyses which brands, retailers and review sites 

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

when UK consumers searched for insurance on Google. The report also assesses which brands interacted well on 

social media networks. In our analysis we established that:

In January, more than 1.9 million searches were made for insurance-related           

search terms. 

Searches for car insurance-related keywords were the most popular.

‘Car insurance’ was the most popular keyword, with more than 550,000 searches 

having been made for it.

MoneySupermarket was the most visible website in the natural search listings, 

achieving a 94% share of voice.

GoCompare was the most visible advertiser in the paid media space, achieving a 

66% share of voice.

MoneySupermarket ranked at the top of our integrated search league table.

Both MoneySupermarket and Aviva ranked at the top of our social media analysis, 

as both brands attained a Klout score of 45.

Executive Summary
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Keyword breakdown (1.9 million searches - January)

Approximately how many searches were made in January using terms relating to 
home, travel and car insurance?

Car
1,182,760   |   62%

Home 
240,476   |   13%

Travel
482,370   |   25%
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Travel insurance

Home insurance

Keyword breakdown (January 2012)

In January, more than 1.9 million 

searches were made for insurance-

related search terms.

Searches for car insurance-related 

keywords were the most popular, 

accounting for 62% of all searches 

made for the sector.

Interestingly, searches for 

insurance-related keywords 

dropped in December; 

however in January the search                   

volumes increased.

Search trends for the main terms over the previous 12 months
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Car insurance
550,000   |   29%

Travel insurance
246,000   |   13%

Cheap car insurance
165,000   |   9%Home insurance

74,000   |   4%

Car insurance quotes
74,000   |   4%

Holiday insurance
49,500   |   3%

Compare car insurance
49,500   |   3%

Cheapest car insurance
40,500   |   2%

Temporary car insurance
40,500   |   2%

Car insurance groups
33,100   |   2%

Other Keywords
583,506   |   31%

Natural Search

5

Which sites were most visible in January?

Given that UK web users conducted 1.9 million searches for insurance 
products in January 2012, which individual terms were most searched for and 
which websites were most visible in the natural search listings on Google UK?

The top 20 most visible insurance websites in natural search

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 moneysupermarket.com 1,796,008 109,453 94%

2 comparethemarket.com 1,257,534 647,927 66%

3 tescobank.com 1,044,280 861,181 55%

4 confused.com 821,647 1,083,814 43%

5 elephant.co.uk 638,894 1,266,567 34%

6 co-operativeinsurance.co.uk 497,362 1,408,099 26%

7 admiral.com 460,424 1,445,037 24%

8 moneysavingexpert.com 417,233 1,488,228 22%

9 cheapcarinsurance.co.uk 412,551 1,492,910 22%

10 lv.com 363,301 1,542,160 19%

11 insureandgo.com 306,119 1,599,342 16%

12 sainsburysbank.co.uk 277,594 1,627,867 15%

13 swiftcover.com 265,869 1,639,592 14%

14 endsleigh.co.uk 265,704 1,639,757 14%

15 gocompare.com 254,680 1,650,781 13%

16 cheapestcarinsurance.org.uk 200,364 1,705,097 11%

17 columbusdirect.com 193,999 1,711,462 10%

18 esure.com 174,698 1,730,763 9%

19 directline.com 163,558 1,741,903 9%

20 morethan.com 150,557 1,754,904 8%

In January, the search term ‘car 

insurance’ was queried 550,000 

times, accounting for 29% of all 

searches made for the sector.

MoneySupermarket was the most 

visible website, achieving a 94% 

share of voice through ranking at 

position one for 287 keywords, 

including ‘travel insurance’.

Compare the Market attained 

a 66% share of visibility 

through ranking at position 

one for 24 keywords, including               

‘contents insurance’.

Interestingly, since our previous 

report (October 2011), there 

was no change in the rankings 

amongst the top five websites. 

Keyword breakdown (January 2012)
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Home contents insurance
8,100   |   3%

Buildings insurance
9,900   |   4%

Home insurance quotes
18,100   |   8%

Contents insurance
27,100   |   11%

Home insurance
74,000   |   31%

Home insurance comparison
8,100   |   3%

Cheap home insurance
6,600   |   3%

Building insurance
6,600   |   3%

Buildings and contents insurance
5,400   |   2%

Compare home insurance
5,400   |   2%

Other Keywords
71,176   |   30%

In January, ‘home insurance’ was 

queried 74,000 times, accounting 

for 31% of all searches made for 

the subsector.

MoneySupermarket was the most 

visible website, achieving a 93% 

share of voice through ranking at 

position one for 128 keywords, 

including ‘home insurance quotes’.

Compare The Market attained 

an 82% share of visibility 

through ranking at position 

one for 20 keywords, including              

‘contents insurance’.

Since our previous report 

(October 2011), GoCompare saw 

its visibility increase by 17% and 

it ascended our league table from 

position 11 to fifth place.

Natural search: home insurance 

Home insurance-related terms accounted for more than 240,000 searches in 
January 2012. How did these searches break down?

Which websites were most visible for home insurance keywords?

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 moneysupermarket.com 224,056 16,396 93%

2 comparethemarket.com 196,614 43,838 82%

3 confused.com 130,696 109,756 54%

4 tescobank.com 122,050 118,402 51%

5 gocompare.com 92,586 147,866 39%

6 churchill.com 73,373 167,079 31%

7 sainsburysbank.co.uk 69,536 170,916 29%

8 halifax.co.uk 69,455 170,997 29%

9 lv.com 57,323 183,129 24%

10 policyexpert.co.uk 53,968 186,484 22%

11 aviva.co.uk 51,143 189,309 21%

12 endsleigh.co.uk 49,030 191,422 20%

13 directline.com 43,988 196,464 18%

14 barclays.co.uk 43,323 197,129 18%

15 legalandgeneral.com 40,210 200,242 17%

16 moneysavingexpert.com 28,499 211,953 12%

17 co-operativeinsurance.co.uk 24,669 215,783 10%

18 morethan.com 21,597 218,855 9%

19 homeinsurancecomparisonuk.co.uk 20,630 219,822 9%

20 johnlewis-insurance.com 15,619 224,833 6%
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Travel insurance
246,000   |   51%

Holiday insurance
49,500   |   10%

Cheap travel insurance
27,100   |   6%

Travel insurance compare
27,100   |   6%

Annual travel insurance
14,800   |   3%

Travel insurance comparison
8,100   |   2%

Cheap holiday insurance
6,600   |   1%

Worldwide travel insurance
6,600   |   1%

Travel insurance over 65
5,400   |   1%

Best travel insurance
4,400   |   1%

Other keywords
86,770   |   18%

In January, ‘travel insurance’ 

was queried 246,000 times, 

accounting for 51% of all searches 

made for the subsector.

MoneySupermarket was the 

most visible website, achieving 

a dominant 94% share of voice 

through ranking at position 

one for 79 keywords, including 

‘holiday insurance’.

Compare The Market attained 

a 79% share of visibility 

through ranking at position two 

for the high volume keyword                 

‘travel insurance’.

Since our previous report 

(October 2011), Tesco Bank saw 

its share of visibility increase by 

4% and it ascended our league 

table from fifth to fourth place.

Which websites were most visible for travel insurance keywords?

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 moneysupermarket.com 454,433 27,816 94%

2 comparethemarket.com 379,021 103,228 79%

3 insureandgo.com 306,046 176,203 63%

4 tescobank.com 246,177 236,072 51%

5 sainsburysbank.co.uk 207,035 275,214 43%

6 columbusdirect.com 193,999 288,250 40%

7 confused.com 182,727 299,522 38%

8 moneysavingexpert.com 180,428 301,821 37%

9 gocompare.com 130,377 351,872 27%

10 endsleigh.co.uk 130,162 352,087 27%

11 direct-travel.co.uk 85,789 396,460 18%

12 directline.com 63,129 419,120 13%

13 essentialtravel.co.uk 59,285 422,964 12%

14 travelinsurance.co.uk 55,479 426,770 12%

15 postoffice.co.uk 48,563 433,686 10%

16 gotravelinsurance.co.uk 44,543 437,706 9%

17 cheaptravelinsurance.com 35,953 446,296 7%

18 duinsure.com 34,149 448,100 7%

19 tescocompare.com 29,731 452,518 6%

20 holidayinsuranceweb.com 28,168 454,081 6%

Natural search: travel insurance

Travel insurance-related terms accounted for more than 482,000 searches in 
January 2012. How did these searches break down?



The most visible websites, advertisers and brands in Google search 

Get in touch to discuss your site’s specific performance. 8

In January, the search term ‘car 

insurance’ was queried 550,000 

times accounting for 47% of all 

searches made for the subsector.

MoneySupermarket was the 

most visible website, achieving 

a dominant 94% share of voice 

through ranking at position one 

for 80 keywords, including ‘car 

insurance quotes’.

Compare The Market attained a 

58% share of visibility through 

ranking at position two for 

the high volume search term               

‘car insurance’.

Since our previous report 

(October 2011), Cheap Car 

Insurance saw its share of 

visibility increase by 16% and it 

ascended our league table from 

position 12 to eighth place.

Natural search: car insurance 

Car insurance-related terms accounted for more than 1.1 million searches in 
January 2012. How did these searches break down?

Which websites were most visible for car insurance keywords?

No. Domain Reached 
volume

Missed 
volume

Percentage 
reached

1 moneysupermarket.com 1,117,519 65,241 94%

2 comparethemarket.com 681,898 500,862 58%

3 tescobank.com 676,054 506,706 57%

4 elephant.co.uk 632,610 550,150 53%

5 confused.com 508,224 674,536 43%

6 co-operativeinsurance.co.uk 472,693 710,067 40%

7 admiral.com 459,966 722,794 39%

8 cheapcarinsurance.co.uk 412,551 770,209 35%

9 lv.com 305,213 877,547 26%

10 swiftcover.com 264,041 918,719 22%

11 moneysavingexpert.com 208,307 974,453 18%

12 cheapestcarinsurance.org.uk 200,364 982,396 17%

13 esure.com 171,112 1,011,648 14%

14 uswitch.com 128,251 1,054,509 11%

15 morethan.com 125,393 1,057,367 11%

16 theaa.com 112,248 1,070,512 9%

17 endsleigh.co.uk 86,512 1,096,248 7%

18 quotelinedirect.co.uk 83,700 1,099,060 7%

19 tiger.co.uk 81,384 1,101,376 7%

20 aviva.co.uk 69,252 1,113,508 6%

Car insurance
550,000   |   47%

Cheap car insurance
165,000   |   14%

Car insurance quotes
74,000   |   6%

Compare car insurance
49,500   |   4%

Cheapest car insurance
40,500   |   3%

Temporary car insurance
40,500   |   3%

Car insurance groups
33,100   |   3%

Classic car insurance
22,200   |   2%

Cheap car insurance for young drivers
22,200   |   2%

Short term car insurance
18,100   |   2%

Other Keywords
167,660   |   14%
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Contact the Hydra team on:

T:+44(0)20 3326 1888 or E: contact@onehydra.com | www.onehydra.com
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GoCompare was the most visible 

advertiser, achieving a 66% 

share of voice through bidding 

on 54 keywords, at an average ad 

position of three.

MoneySupermarket attained a 

58% share of visibility through 

bidding on 82 keywords, at an 

average ad position of five.

Interestingly, of the top 20 

advertisers, Travelinsurance bid 

on the least number of keywords 

(eight), yet it still achieved an 11% 

share of voice.

Paid Media

The top 20 most visible insurance advertisers in paid media

Which advertisers were most visible in January?

We have conducted a detailed level of monitoring and analysis to determine 
which advertisers appeared most prominently in the paid media 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 90 keywords in January 2012.

No. Advertiser Share of voice Keywords 
appearing for

Avg. 
Position

1 gocompare.com 66% 54 3

2 moneysupermarket.com 58% 82 5

3 aviva.co.uk 49% 44 3

4 saga.co.uk 45% 61 5

5 confused.com 41% 70 7

6 tescobank.com 35% 90 6

7 directline.com 30% 37 3

8 comparethemarket.com 30% 47 6

9 churchill.com 29% 25 6

10 co-operativeinsurance.co.uk 28% 55 6

11 insureandgo.com 19% 30 1

12 swiftcover.com 18% 57 6

13 axainsurance.com 18% 42 5

14 beatthatquote.com 13% 20 8

15 uswitch.com 13% 57 8

16 direct-travel.co.uk 13% 29 5

17 morethan.com 13% 45 5

18 travelinsurance.co.uk 11% 8 4

19 staysure.co.uk 10% 28 4

20 sainsburysbank.co.uk 10% 64 7
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GoCompare was the most visible 

advertiser, achieving an 89% 

share of voice through bidding on 

29 of the 30 keywords analysed, 

at an average ad position of three.

Direct Line attained an 85% share 

of voice through bidding on all 30 

of the keywords analysed, at an 

average ad position of three.

Since our previous report 

(October 2011), AXA Insurance 

saw its share of visibility increase 

by 17% and it ascended our 

league table from position 11 to 

seventh place.

Achieving a 26% share of voice, 

Direct Line displayed the most 

visible individual ad creative, 

advertising 30% off home 

insurance loans.

Paid media: home insurance

Searches specifically for home insurance-related keywords accounted for more 
than 240,000 searches in January. Here we assess which advertisers were most 
visible for these keywords.

Which ad creatives were most visible for home insurance keywords?

No. Domain Ad creative Unique 
creatives

Share of
voice

1 directline.com DirectLine Home Insurance - 
Come to us Direct for 30% off.   
Plus a further 20% off online!   
www.directline.com/Home_Insurance

48 26%

2 co-operativeinsurance.co.uk Co-operative Insurance™   
Buy Buildings Insurance & get 1/3
Off Contents Insurance when you buy   
www.co-operativeinsurance.co.uk

90 21%

3 axainsurance.com AXA Home - Save up to 40%   
Up to 40% off your home cover.
Pay less for great cover with AXA!   
www.axainsurance.com/home-insurance

28 20%

4 churchill.com 50% Off Home Insurance | Churchill.com   
Get a quote and see how much you could save 
with Churchill   
www.churchill.com/Home_Insurance

16 18%

5 gocompare.com GoCompare Home Insurance | GoCompare.com   
99% could Save at GoCompare.com! 
20% could Halve their Insurance Now  
 gocompare.com/Cheap_Home_Insurance

173 17%

No. Advertiser Share of voice Keywords 
appearing for

Avg. Ad 
Position

1 gocompare.com 89% 29 3

2 directline.com 85% 30 3

3 co-operativeinsurance.co.uk 54% 29 6

4 moneysupermarket.com 51% 30 4

5 morethan.com 45% 27 6

6 saga.co.uk 45% 24 6

7 axainsurance.com 43% 23 5

8 churchill.com 35% 18 7

9 policyexpert.co.uk 31% 28 7

10 castlecover.co.uk 26% 28 9

11 legalandgeneral.com 26% 26 8

12 tescobank.com 24% 30 7

13 aviva.co.uk 21% 23 4

14 halifax.co.uk 14% 8 6

15 endsleigh.co.uk 12% 22 7

16 swiftcover.com 11% 25 9

17 comparethemarket.com 10% 22 8

18 johnlewis-insurance.com 8% 28 7

19 rias.co.uk 6% 22 4

20 confused.com 5% 28 8
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InsureandGo was the most visible 

advertiser, achieving a dominant 

100% share of visibility through 

bidding on all 30 of the keywords 

analysed, at an average ad 

position of one.

Saga attained a 72% share of 

visibility through bidding on 

25 keywords, at an average ad 

position of five.

Interestingly, of the top 10 

advertisers, Staysure saw its 

share of visibility increase by 37% 

and it ascended our league table 

from position 13 to fifth place. 

Achieving a 66% share of voice, 

InsureandGo displayed the most 

visible individual ad creative, 

advertising travel insurance       

from £6.

Paid media: travel insurance

Searches specifically for travel insurance-related keywords accounted for 
more than 482,000 searches in January. Here we assess which advertisers 
were most visible for these keywords.

Which ad creatives were most visible for travel insurance keywords?

No. Domain Ad creative Unique 
creatives

Share of
voice

1 Insureandgo.com Travel Insurance from £6 - 
Which? magazine best buy.   
UK's most trusted travel insurance provider.   
www.insureandgo.com/Travel_Insurance

130 66%

2 staysure.co.uk Over 50s Travel Insurance | Staysure.co.uk   
7 days European cover from £4.99 
220 medical conditions covered Free   
www.staysure.co.uk/Travel-Insurance

42 36%

3 direct-travel.co.uk Direct Travel Insurance™   
The Official Site For Cheap Travel
Insurance And High Quality Cover!   
www.direct-travel.co.uk/TravelInsurance

96 31%

4 atlasdirect.co.uk Cheap Travel Insurance   
Single fr £1.52, Annual fr £14.51
Price Promise, Get A Quote Today!   
www.atlasdirect.co.uk

102 29%

5 travelinsurance.co.uk Cheap Travel Insurance   
Buy travel insurance & be covered
for cancellation straight away.   
www.travelinsurance.co.uk/

32 28%

No. Advertiser Share of voice Keywords 
appearing for

Avg. Ad 
Position

1 insureandgo.com 100% 30 1

2 saga.co.uk 72% 25 5

3 direct-travel.co.uk 67% 28 5

4 travelinsurance.co.uk 59% 8 4

5 staysure.co.uk 54% 27 4

6 atlasdirect.co.uk 49% 29 6

7 moneysupermarket.com 39% 27 7

8 americanexpress.com 24% 17 7

9 virginmoney.com 24% 18 8

10 protectyourbubble.com 23% 9 9

11 columbusdirect.com 20% 30 8

12 asdafinance.com 17% 24 6

13 tescobank.com 13% 30 3

14 theaa.com 13% 25 6

15 gotravelinsurance.co.uk 12% 25 9

16 insurancechoice.co.uk 8% 29 8

17 postoffice.co.uk 8% 28 6

18 endsleigh.co.uk 8% 27 5

19 morethan.com 5% 15 3

20 barclays.co.uk 5% 26 8
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GoCompare was the most visible 

advertiser, achieving an 80% 

share of voice through bidding 

on 25 keywords, at an average ad 

position of four.

Aviva attained a 69% share of 

visibility through bidding on 

21 keywords, at an average ad 

position of three.

Of the top ten advertisers 

analysed, Direct Line bid on the 

least number of keywords (six).

Achieving a 37% share of 

visibility, Aviva displayed the 

most visible individual ad 

creative, advertising car insurance 

from £203.

Paid media: car insurance

Searches specifically for car insurance-related keywords accounted for more 
than 1.1 million searches in January. Here we assess which advertisers were 
most visible for these keywords.

Which ad creatives were most visible for car insurance keywords?

No. Domain Ad creative Unique 
creatives

Share of
voice

1 aviva.co.uk Aviva™ Car Insurance - 
Get 15 Weeks Free Car Insurance   
Prices From £203. Get a Quote Today   
www.aviva.co.uk/Car_Insurance

18 37%

2 aviva.co.uk Aviva™ Car Insurance   
Get 15 Weeks Free Car Insurance!
Prices From £203. Get a Quote Today   
www.aviva.co.uk/Car_Insurance

18 25%

3 gocompare.com Go Compare Car Insurance | GoCompare.com   
Compare 125+ Car Insurers Here. 
10% Could Save £851 in Minutes.   
gocompare.com

172 23%

4 moneysupermarket.com Cheap Car Insurance - 25% 
Could Save up to Half Price.   
Moneysupermarket - Compare Today!   
moneysupermarket.com/Car-Insurance

171 19%

5 tescobank.com TESCO Car Insurance   
View our Winter Warmer deal.
Every Little Helps.   
www.tescobank.com/car-Insurance

18 18%

No. Advertiser Share of voice Keywords 
appearing for

Avg. Ad 
Position

1 gocompare.com 80% 25 4

2 aviva.co.uk 69% 21 3

3 moneysupermarket.com 65% 25 4

4 confused.com 58% 27 6

5 tescobank.com 43% 30 6

6 comparethemarket.com 42% 25 5

7 saga.co.uk 37% 12 5

8 churchill.com 35% 7 5

9 co-operativeinsurance.co.uk 31% 26 6

10 directline.com 26% 6 4

11 swiftcover.com 25% 29 5

12 beatthatquote.com 19% 20 8

13 axainsurance.com 18% 19 5

14 uswitch.com 18% 28 7

15 sainsburysbank.co.uk 13% 22 7

16 morethan.com 8% 3 4

17 bewiser.co.uk 6% 23 8

18 insuredaily.co.uk 6% 2 2

19 insure4aday.co.uk 6% 2 3

20 tempcover.com 5% 2 2
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The majority of advertisers 

appeared to recognise consumer 

search behaviour and hence 

obtained similar levels of visibility.

Interestingly, Confused appeared 

to overestimate search behaviour 

on Monday.

InsureandGo appeared to 

underestimate search behaviour      

on Tuesday.

Paid media bidding strategies

We have monitored Google closely to identify who was advertising in the 
paid media 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

Our research, through working with various insurance clients, found that most 
insurance-related search queries are performed at the beginning of the week, 
from Monday to Wednesday, with the weekend attracting a lower volume of 
searches. But, did advertisers reflect this day parting in their bidding strategies?

10%

15%

20%

25%

Sun 18thSat 17thFri 16thThu  15thWed 14thTue 13thMon 12th

Consumer search behaviour

Endsleigh

Direct-Travel

Confused

InsureandGo

More Than

Direct Line

Saga

Co-operative Insurance

GoCompare

MoneySupermarket

Ad count by day, over a 1-week period (chosen at random; week commencing 12th January)
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Integrated Search

MoneySupermarket was the 

only website to achieve strong 

integrated search visibility.

Compare the Market and Tesco 

Bank achieved strong natural search 

visibility, however both lacked 

visibility in the paid media space 

and thus fell short of obtaining 

strong integrated visibility.

MoneySupermarket, Confused, 

Saga, Aviva and GoCompare 

all achieved 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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swiftcover.com
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morethan.com

lv.com

axainsurance.com

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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The most visible websites, advertisers and brands in Google search 

MoneySupermarket ranked at 

the top of our integrated search 

league table, as it obtained high 

levels of visibility in both the 

natural search listings and paid 

media space.

Compare the Market ranked 

second in our league table as it 

also achieved sizable visibility 

in the natural search and paid   

media listings.

Interestingly, of the top ten 

websites analysed in our league 

table, both Aviva and Saga did 

not achieve any visibility in 

the natural search listings and 

instead solely relied on the share 

of voice they gained in the paid              

media space.

No. Website / advertiser Natural search Paid media

1 moneysupermarket.com 94% 58%

2 comparethemarket.com 66% 30%

3 tescobank.com 55% 35%

4 confused.com 43% 41%

5 gocompare.com 13% 66%

6 co-operativeinsurance.co.uk 26% 28%

7 aviva.co.uk 0% 49%

8 saga.co.uk 0% 45%

9 directline.com 9% 30%

10 insureandgo.com 16% 19%

11 elephant.co.uk 34% 0%

12 swiftcover.com 14% 18%

13 churchill.com 0% 29%

14 admiral.com 24% 0%

15 sainsburysbank.co.uk 15% 10%

16 moneysavingexpert.com 22% 1%

17 cheapcarinsurance.co.uk 22% 0%

18 morethan.com 8% 13%

19 lv.com 19% 1%

20 axainsurance.com 0% 18%

21 endsleigh.co.uk 14% 3%

22 columbusdirect.com 10% 4%

23 beatthatquote.com 0% 13%

24 uswitch.com 0% 13%

25 direct-travel.co.uk 0% 13%

26 travelinsurance.co.uk 0% 11%

27 cheapestcarinsurance.org.uk 11% 0%

28 staysure.co.uk 0% 10%

29 esure.com 9% 0%

30 atlasdirect.co.uk 0% 9%

31 virginmoney.com 0% 5%

32 americanexpress.com 0% 4%

33 protectyourbubble.com 0% 4%

34 policyexpert.co.uk 0% 4%

35 bewiser.co.uk 0% 4%

36 insuredaily.co.uk 0% 4%

37 insure4aday.co.uk 0% 4%

38 rias.co.uk 0% 4%

39 castlecover.co.uk 0% 4%

40 legalandgeneral.com 0% 4%

The most visible insurance websites in both natural search and paid media
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No. Brand        Twitter
Followers

       Facebook
Fans

       Google +
Followers

          You Tube
Views

          You Tube
Suscribers

          KloutScore

2 MoneySupermarket 327 34,613 188 400,397 162 45

3 Aviva 2,987 68,807 160 130,810 538 45

4 Co-operative Insurance 8,072 22,644 0 262,955 342 43

5 uSwitch 2,177 124 9 307,047 24 42

6 Confused 4,434 9,541 45 735,825 506 41

7 Swift Cover 1,165 42,503 6 398,746 20 41

8 GoCompare 2,046 0 3 21,541 8 37

9 Compare The Market 72 0 0 3,707,777 4,628 29

10 Admiral 336 0 0 11,141 5 24

11 Insure and Go 295 21 0 6,279 6 23

12 Elephant 0 0 13 10,319 3 16

1 sainsburysbank 0 0 0 0 0 0

13 Churchill 264 19,831 0 568,613 104 0

14 Tesco Bank 108 0 10 0 0 0

15 Direct Line 8 0 0 1,269,751 251 0

Which brands interacted well?

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 and Klout 
scores have been obtained, quantifying the influence of that brand across their social network.

Both MoneySupermaket and Aviva 

were the most visible brands in our 

social media analysis, with each 

attaining a Klout score of 45.

Of the brands analysed, 

Co-operative Insurance had 

the largest number of twitter         

followers (8,072).

Compare the Market had the 

largest number of video views on 

its You Tube page, which may be 

due to its successful ‘Compare the           

Meerkat’ campaign.
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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.gossip.greenlightdigital.com

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 120 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@greenlightdigital.com
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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 websites 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 brand 
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 
focusing on developing linking strategies around each product to improve the 
quantity and quality of links from third party websites.

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. Consumers search behaviour is constantly changing, with an increasing 
number utilising the 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 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, thus assisting in lowering your overall and individual cost-per-click.

Bid and campaign management

As paid media 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 ad campaign management technologies are vital tools in 
an increasingly competitive market. 
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Specific targeting is extremely 

important in the success and 

cost effectiveness of your social     

media campaign.

The best performing social 

media campaigns utilize a variety 

of formats and platforms and 

their content is available to 

share, to engage and interest                      

their audience.

Engagement is key to building 

social media optimization, so 

make sure that you connect and 

build a relationship with those 

communicating to you.

Social media: keep tabs on your fans, friends and followers

In a world where the community holds the power, how do you as a brand owner 
take part in a way that is beneficial to your brand awareness, customer loyalty, 
reputation and general brand wellbeing? Greenlight’s objective-orientated 
approach to Social Media Optimisation (SMO) does just that, providing a 
flexible framework to deliver social media success regardless of the brand 
or its aspirations – everything from understanding consumer sentiment, to 
driving brand awareness, brand loyalty and even acquisitions.

Research your audience

Not all social networking sites are the same – if you are trying to get into 
conversations about your bridal shower gift site, then a site where the 
dominant stories are about technology and gadgets is not for you. It is rare to 
find a social media site specifying its main demographic, so this can be more 
difficult than it looks.    

URLs and bookmarking

Simple, user-friendly URLs are not only more memorable, but they are more 
likely to be used in status updates and conversations. Make it easy to ‘save’ 
your pages – use links, icons with call to action terms i.e. ‘follow us on Twitter’.

Content mobility

Ensure that your content is available in multiple formats. As well as PDFs, 
videos and audio clips, remember to create something in PowerPoint, so that 
your content can reach a destination such as SlideShare (which is also used 
within LinkedIn).

Speak when you are spoken to

Participate in the conversations which affect you and your brand. If you are 
seen to be engaging with your community, you are likely to build credibility 
and have more people ‘listening’ to what you have to say. Your involvement 
also means you will be better placed to know who your brand guardians and 
assassins are and react accordingly. 

Provide related information

If you have the scope for creating content, then do so. Some content is more 
likely to become viral and spread through social networking sites than others, 
but almost every industry has information that will be passed on.  

Remember that SEO and SMO are related but not the same

Natural search and social media sit within their own channels, and whilst 
there is indeed a relationship between them, each has to justify its existence 
in its own right. That said; integrating natural search and Social Media 
Optimisation within the same agency does offer many tangible benefits.
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As an advertising 
professional, I’m squarely 
in the David Ogilvy camp, 

intent on ensuring that research 
is central to the advertising 
process. In his words: Advertising 
people who ignore research are as 
dangerous as generals who ignore 
decodes of enemy signals.

It’s important to reflect on the 
attitudes and behaviours of the 
consumers we try to engage with, 
and research is a crucial method of 
doing so. To that end, this edition 
of our magazine is devoted to 
the results of our Search & Social 
Media Survey 2011/2012, which will 
make an annual appearance from 
this point forward. It is based on 
questions we posed to 500 people 
from all over the world – students, 
law enforcement professionals, 
medical staff, accountants, 
lawyers, the unemployed, and 
everyone in between. We wanted 
to hear directly from them about 
how they engage with online 
advertising, search engines, and 
social networks, in the hope that 
we could gain some insight into 
how people engage with us as 
marketers today, and also help us 
formulate some views on what the 
future might hold.

For instance, our research 
found that, of 500 respondents, 
5% would ‘definitely’ use a future 
Facebook search engine if the 
firm were to launch one to rival 
Google’s1 . The other extreme, 
those categorically saying that 
they simply would not use a 
1 Facebook already integrates Bing into its 
search function, but it is a buried option in the 
navigational side-bar post query, so this really does 
not constitute its own search engine by any real 
definition.
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future Facebook search engine, 
totalled 26% of all respondents. 
Those responding in the ‘defi nitely’ 
and ‘probably’ camps totalled 
17%. Those responding ‘no’ and 
‘probably not’, totalled 48%.

These stats therefore 
suggest that Facebook could 
capture around 22% of the 
global search market by simply 
launching its own search engine 
tomorrow morning (the ‘defi nitely’, 
‘probably’, and half of the ‘don’t 
know’ respondents combined). It 
wouldn’t need to be a spectacular 
engine either, just well integrated 
into the Facebook experience 
and generally competent. This 
22% market share would make 
Facebook the second most utilised 
search engine in every major 
market except for China, Japan, 
and russia, where it would occupy 
an uncontested third place.

On the fl ip side, we found that 
Google’s own social endeavours 
with Google+ might be more 
successful than most initially 

speculated. We found, for instance, 
that 23% of Google users have 
been +1’ing listings in Google’s 
search results, giving Google lots 
of data about what people like. If 

FOreWOrD
by Andreas Pouros

Andreas Pouros takes a look at the results of Greenlight’s 
Search & Social Media Survey and gives his insights into 

what marketers should be looking for in 2012.

These stats therefore 
suggest that Facebook 
could capture around 
22% of the global 
search market by 
simply launching its 
own search engine 
tomorrow morning

you compare this to the 35% of 
users that we found routinely ‘like’ 
a brand or company on Facebook, 
then that’s not signifi cantly 
more than Google’s social signal 
collection, particularly as we found 
that 28% of respondents had 
no idea what ‘+1’ actually meant, 
which will invariably decrease 
rapidly over time. So, you need 
to be encouraging +1’s in Google, 
as it isn’t something that might 
be important in the future – it 
already is! It aff ects your natural 
search rankings and will have an 
increasing impact over time across 
every Google product you utilise 

– AdWords, Price Comparison, 
Shopping, YouTube, etc., and 
Facebook could be a major search 
engine overnight, and so your 
brand’s performance on Facebook 
today (likes, visits, etc.) will likely 
have a decisive impact on how 
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SeArCH & MOBILe 
On the go

When looking at the rise 
in popularity of mobile 
internet usage, two 

old quotes resonate, but not for 
reasons the authors would have 
envisaged at the time of writing. 
Internet inventor robert Metcalfe 
said, the Internet will catastrophically 
collapse in 1996. Additionally, an 
1879 Western Union internal 
memo read This ‘telephone’ has too 
many shortcomings to be seriously 
considered as a practical form 
of communication. The device is 
inherently of no value to us.

Indeed robert Metcalfe 
was correct, albeit a few years 
early in his prediction. However, 
I think we can safely say that the 
Internet is now back and here to 
stay. In 2011, some 82% of UK 
homes were connected to the 
Internet, up 10% from the previous 
year. Furthermore, the usage 
demographic has been evolving 
over the past few years, with the 
UK making up one of the most 
diverse countries of internet users 
in the world.

The Western Union internal 
memo on the other hand was 
not so accurate! Telephones have 
proven their value a million times 
over, so much so, that 91% of the 
UK population feel the need to 
have a mobile phone as well as a 
standard landline phone.

So combining the two seems 
somewhat inevitable and therefore 
it is not surprising to see that 
45% of UK internet users have 

well exposed you are on that new 
search engine.

essentially, Google and 
Facebook will both be front and 
centre in ‘social search’ and so 
it won’t be enough for your sites 
to simply be relevant, you’ll also 
need to demonstrate qualities 
that attract social validation and 
promotion. To quote Ogilvy once 
more, You now have to decide 
what ‘image’ you want for your 
brand. Image means personality. 
Products, like people, have 

personalities, and they can make 
or break them in the market place. 
Ogilvy would have achieved great 
results in this brave new world 
of social search. This is just one 
insight that can be drawn from 
our research. In the pages that 
follow we focus on some more 
of our most interesting insights, 
providing some commentary and 
recommendations on what your 
response should be as marketers.

We hope you fi nd our fi ndings 
as useful as we have. 

Google’s own social 
endeavours with 
Google+ might be 
more successful than 
most have initially 
speculated.

accessed the Internet on the go 
via their mobile device. Where 
the statistics and the data from 
Greenlight’s Search & Social Media 
Survey do become interesting 
however, is when we learn what 
these users do when accessing the 
Internet on the go. Many feel that 
the most visited site or application 
would be Facebook, with users 
wanting to update profi les, upload 
pictures, post comments and 
share opinions with their friends. 
However, from the survey (fi g 1) 
we can see that in fact Google 
was the destination that the 
majority of respondents use the 
most. Coming from a background 
of traditional search, I fi nd this 
information fascinating. I was 
one of those expecting Facebook 
to dominate mobile internet 
usage; however with Google still 
topping the poll, it just shows how 
important it is for advertisers to 
have visibility within the mobile 
Search engine results Page 
(SerP). 

As an agency, we are 
passionate about data and we 
have seen the increase in mobile 
generated traffi  c for a number of 
our clients. As such, we ensure 
we have dedicated campaigns 
that are tailored for mobile 
devices as we recognise that 
the search query, ad messaging, 
etc., may need to diff er from that 
of traditional desktop targeted 
campaigns. 

ensuring visibility is of course 

3 www.greenlightdigital.com
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Without thinking about 
this for too long, my 
instinct would be to 

assume that not many people 
search in more than one language. 
The results, however, suggest 
quite the opposite. Clearly, 
people’s defi nition of ‘rarely’, 
‘often’ and ‘regularly’ are going 
to vary, but in the fi nal analysis 
this suggests that 76% of people 
search in two or more languages 
– a signifi cant proportion 
that warrants some further 
investigation. To make some sense 
of this, I’ve dug a bit further into 
the data to fi nd out where all these 
multi-lingual speakers are.

Some of the countries that 
are topping this chart aren’t 
entirely surprising – Belgium, 
for example, has three offi  cial 
languages. Others aren’t so 
obvious. The fact that Italy and 
Spain top the chart with 100% of 
respondents claiming to search 
in multiple languages, despite 
reasonably homogenised language 
use, is possibly a testament to 
the position of english as the 
quasi-offi  cial language of europe 
and the relative prevalence of 
english language web pages. I’m 
recollecting an infographic that 
Greenlight produced some time 
ago showing that the UK produced 
the most web pages per head in 

SeArCH & MOBILe 
On the go

only part of the process. Once 
the advertiser has delivered the 
user to the site, they need to 
make the experience as easy and 
pleasurable as possible. Simply 
dropping a user into a full, mobile 
unfriendly site is only going to 
result in increased bounce rates 
and reduce site wide conversion 
rates. Generally speaking across 
the industry there is still some 
reluctance to accept that the 
mobile generated traffi  c will 
convert for advertisers, and as 
such far too many advertisers 
are still taking users to standard 
websites and simply wondering 
why they are not seeing the sales 
roll in. 

For the past fi ve years we 
have been told “this really is the 
year for mobile” by the networks, 
predominantly Google. Well, I for 
one feel that 2012 really could 
be. The handsets and devices 
are ready, the mobile internet 
connectivity is robust, the traffi  c 
volumes are growing, and cost per 
clicks are low. Ironically, it’s the 
advertisers who are holding the 
growth back. 

If 2012 is to be the year for 
Mobile Search, agencies and 
advertisers need to fully embrace 
it, and fi nd the budgets to invest 
in it. If the advertisers undertake 
these tasks eff ectively, they 
will fi nally see the rewards that 
m-commerce can deliver for 
business. 

Matthew
Whiteway

Client Services 
Director

fi g 1: Which of the 
following do you 
use on your mobile 
phone?

regularly

never

DO YOU eVer 
CONDUCT 
SeArCHeS 
IN ANOTHer 
LANGUAGe?
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Italy, Spain & Belgiumtaly, Spain & Belgiumtaly, Spain & Belgiumtaly, Spain & Belgium
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europe at 17 pages per person, 
compared to ten per person in 
Spain and just six per person in 
Italy. Presumably as well as there 
being more english spam on the 
web, this also means there is more 
high quality english content to be 
searched for by europeans as well.

We can break the data down 
another way too, but this time by 
occupation. Here you can see that 
the occupations one might most 
readily associate with the Internet 
- IT and Marketing - top the list of 
occupations whose practitioners 
are most likely to search in more 
than one language.

So what if english is used to 
search in Spain? Won’t my .co.uk 
domain handle that eventually? 
Not, as it turns out, as well as a 
subsection of a Spanish domain 
written in english would. Search 
engines will use the domain 
extension to help them determine 
the geographical relevance of 
a site, so while a .co.uk domain 
stands an increased chance of 
ranking in the UK, it will count 
against it when people are 

searching in another country. 
Consequently, this behaviour may 
warrant the creation of multiple 
language sites for your business. 
This of course runs counter 
to traditional SeO logic which 
states that duplicate content is 
bad – which it is – so this would 
have to be undertaken with some 
caution, ensuring that all content 
is properly localised so that search 
engines know that one version is 
intended for region A, the other for 
region B.

The real takeaway here of 
course is not that marketing and 
IT fi rms in Italy, Spain and Belgium 
should instantly start optimising 
their sites for multiple languages, 
or that hotel sites in America 
should give up on the prospect. 
Our data is robust enough to start 
gleaming insights into Internet 
use, but not enough to build an 
SeO strategy around.

Instead, as Andreas pointed 
out in his foreword, it’s that 
proper research, beyond just 
gathering a few keywords from 
the Google AdWords Keyword 
Tool, really does help to inform 
your SeO strategy. The fi rst step 
to deciding whether to progress 
an opportunity is to defi ne the size 
of that opportunity. Hopefully this 
data will give you some food for 
thought about how you defi ne that 
opportunity. 

Adam
Bunn

Director of SEO

The Greenlight Academy is our training division through which we o	er the most 
advanced and comprehensive search training courses in London.

Our programmes are delivered by our in-house specialists as well as industry experts from the likes of 
Google and Facebook. They are designed to meet the needs of individuals and businesses who are 
interested in gaining a greater understanding of how to use search and social media.

NEW - We have scheduled some brand new training events and courses 2012. 
To register for any of our events or for more information please contact academy@greenlightdigital.com.

2012 WORKSHOPS
 Wed 4th April 

SEO & PPC 101 
NEW!  Wed 25th April

B2C & B2B Social Media
NEW! Wed 23rd May

Social Media 
advertising & Google 
Display Network 
including remarketing 
& YouTube

 Wed 27th June
Advanced SEO & PPC

 26th September
Link Building & SEO 
Copywriting

NEW! Wed 24th October
Tracking & Analytics

 28th November
Search Marketing 
Analytics

I recently attended the Social Media for Business 
course hosted by Greenlight’s Anna O’Brien. It was 
absolutely brilliant and I would recommend it to 
anyone looking to broaden their knowledge of social 
media in the online marketing space.

Ashish Khungar 
 Search Specialist | Dixons Retail Plc
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The Greenlight Academy is our training division through which we o	er the most 
advanced and comprehensive search training courses in London.

Our programmes are delivered by our in-house specialists as well as industry experts from the likes of 
Google and Facebook. They are designed to meet the needs of individuals and businesses who are 
interested in gaining a greater understanding of how to use search and social media.

NEW - We have scheduled some brand new training events and courses 2012. 
To register for any of our events or for more information please contact academy@greenlightdigital.com.

2012 WORKSHOPS
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NEW!  Wed 25th April
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Display Network 
including remarketing 
& YouTube
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Link Building & SEO 
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Tracking & Analytics
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Search Marketing 
Analytics

I recently attended the Social Media for Business 
course hosted by Greenlight’s Anna O’Brien. It was 
absolutely brilliant and I would recommend it to 
anyone looking to broaden their knowledge of social 
media in the online marketing space.

Ashish Khungar 
 Search Specialist | Dixons Retail Plc
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Should we bother with 
Facebook advertising if 44% 
of us would never click on a 

sponsored ad?
Following on from Andreas 

Pouros’ article, How much of a dent 
could Facebook make in Google’s 
search business?, I take one of 
Andreas’ closing points: The good 
news for Facebook is that it could 
capture around 22% of that search 
market by barely breaking a sweat. 
Although tiny when compared 
to Google’s 87% share the 
opportunity still presents a greater 
share when compared to the other 
big players in the market (Yahoo, 
Bing etc.).

From Greenlight’s survey 
we discovered (as expected) the 
majority of us (at least 50%) use 

Facebook for social engagement, 
sharing photos, and catching up 
with friends and family. Facebook 
ranked as the third most popular 
website (after Google and 
YouTube) when we asked How 
regularly do you use the following 
websites/services? It ranked second 
when we asked Which of the 
following do you use on your mobile 
phone?, with roughly 30% of us 
using Facebook on our mobiles 
and tablets.

So Facebook’s popularity 
doesn’t come as a surprise, 
however with over 30% of us 
saying we ‘strongly distrust’ 
Facebook with our personal data, 
Facebook’s advertising programme 
has an upward struggle. For those 
of you that don’t know, Facebook’s 
advertising programme allows 
users to connect with more than 
800 million potential customers, 
through targeting their age, 
gender, location and interests; in 

other words, personal data.
When we asked Do you click 

on advertisements or sponsored 
listings in Facebook? only 3% 
responded with ‘regularly’ 
and 10% ‘often’. The alarming 
response was the 44% that 
answered ‘never’.

Yet, does this refl ect an 
advertiser’s point of view? For 
Greenlight and many other 
agencies and brands, advertising 
on Facebook has become part 
of the ‘usual mix’. For Greenlight 
specifi cally, we saw our Facebook 
investment (client media spend) 
overtake both Yahoo and Bing 
collectively at the start of 2011, 
hinting the channel had constant 
growth and was delivering a 
strong enough return to invest 
more.

So what does the average 
performance look like in 
Facebook? A Global Facebook 
Advertising Report compiled by 
TBG Digital in Q2 2011, examined 
200 billion impressions across 
hundreds of advertisers in 21 
markets. The study revealed 
that retail delivered the highest 
click through rate (CTr) when 
compared to other sectors. 
Furthermore, retail saw the largest 
increase in growth, going from 
being non-existent in Q3 2010 to 
showing steady growth by Q2 of 
2011 (a 36% increase).

Pulling this study back to 
Greenlight’s client base, we have 
seen similar performance levels, 

other words, personal data.
When we asked 

on advertisements or sponsored 
listings in Facebook

Never

44%44%44%44%
Rarely

31%31%31%
I don’t use FacebookI don’t use Facebook

13%13%
Often

10%10%
Regularly

3%
Do you click on 

advertisements or 
sponsored listing 

in Facebook?

Click Through 
Rate across the 
sectors – based on 
60bn impressions 
served worldwide 
in Q2 2011. 
Actual values are 
confi dential and 
were removed.

FACeBOOK ADVerTISING
Is it worth your while?

majority of us (at least 50%) use majority of us (at least 50%) use 

share when compared to the other 
big players in the market (Yahoo, 
Bing etc.).

From Greenlight’s survey 
we discovered (as expected) the 
majority of us (at least 50%) use 

big players in the market (Yahoo, 
Bing etc.).

From Greenlight’s survey 
we discovered (as expected) the 
majority of us (at least 50%) use 

From Greenlight’s survey 
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especially with retail getting more 
from Facebook. On average a CTr 
of 0.5% – 0.8% is considered 
positive, however retail brands 
typically achieve 0.8% – 1%. 

Similarly to Google’s Display 
Network (GDN), Facebook 
has spent the last 12 months 
developing its advertising 
programme, slowly moving from 
off ering just branded advertising 
(Fan Acquisitions) to becoming a 
serious direct acquisition channel. 
Many of the developments 
are appealing to retail brands, 
especially with retail being the 
most active in the space. Most 

Hannah
Kimuyu

Director of Paid 
Media

recently we have seen one high 
street retailer achieve a 15% 
higher average basket value and a 
20% increase in conversion rates 
on Facebook, when compared to 
its Paid Search activity.

But when is Facebook most 
eff ective? We should all be 
familiar with the typical ad format 
(above), however, the most 
popular and eff ective ad format is 
the Sponsored Story (below). Also 
highlighted by TBG in their Global 
Facebook Advertising Report, the 
Sponsored Story format delivers, 
on average, a 32% decrease 
in cost per acquisition (more 

sales) and an increase in CTr 
(engagement).

When running both the 
traditional ad format alongside a 
sponsored story format, we tend 
to see at least a 30% increase in 
conversion rates, again with retail 
leading across the sectors.

So in conclusion, although 
44% of us said that we would 
‘never’ click on advertisements or 
sponsored listings in Facebook, 
it is interesting to see that those 
of you that do, fi nd the targeting 
eff ective and engaging. Moreover, 
given the positive growth fi gures, 
we predict that more of us will 
be advertising and hopefully 
‘clicking’ on an advertisement or a 
sponsored listing on Facebook in 
2012.

Your traditional Facebook advertisement
Ice cream is a frozen dessert 
usually made from dairy prod-
ucts, such as milk and cream, 
and often combined with fruits 
or other ingredients and 
flavours. 

Example of a ‘Page Like’ Sponsored Story 

What happens: Someone liked your Page directly from Facebook or from the like box on your website at 
any point.
What can you do: You can use the Page Like Story to make sure friends know about this selection.

Friend’s Photo & Name 
The photo and link take you 
to this friends profile. 

Page thumbnail 
image
50px wide, 50px high 
(same as  thumbnail 
managed by Page; aspect 
ratio is preserved), takes 
you to the page.

Page name
Full name of page is 
preserved (up to 70 
characters).

Like
Clicking on it makes 
you a fan of the page 
online.

Name Surname  and Name Surname like 
GREENLIGHT

GREENLIGHT

Like
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Taking a look at the fanning 
habits, I immediately began 
thinking about my love 

life. As a single lady, I think about 
dating a lot. That guy is cute – but 
is he my type? Do I really have 
time for a man like that? Am I 
even ready to commit? These 
are just a few of the million odd 
questions that pop into my head 
at every awkward fi rst date – 
turned life planning session – I 
end up on. So perhaps you’re 
reading this wondering why a 
graph of the world’s social media 
network’s staple food, reminds me 
of courting. The answer is simple; 
the dating scene can be a great 
analogy of how brands acquire 
fans on Facebook. Before your jaw 
drops in shock and awe, let me 
explain.

More often than not, I 
fi nd clients are obsessed with 
acquiring more fans, more likes to 
their page, more comments. It’s 
a lot of quantity, but what about 
the quality? referring back to the 
dating analogy, those users that 
like pages on a daily basis are 
much like, what we call ‘players’ 
in the US. These ‘players’ earned 
their name by playing the fi eld, 
seeing multiple people at once 
and never fully committing to 
a relationship. Much like these 
players, serial likers fail to really 
commit to a brand. Their like is 
earned from whoever has the 
nicest sports car to pick them up 
in, buys them the nicest presents, 
or who’s got what they need 
when they need it. Beyond the 
superfi cial and monetary levels 
of the relationship, there is little 
value to the connection, and the 

sad chump who spent an hour 
picking out just the right fl owers to 
surprise her, will fi nd out his trust 
and eff orts have been misplaced. 
The relationship is decidedly one-
sided.

Now, for some companies, 
especially those whose brand 
value is attributed to mass public 
popularity (such as aspirational 
products), this whole model works 
just dandy, but for those brands 
built on brand loyalty and more 
importantly sustained brand 
affi  nity, a serial liker is your worst 
enemy. More often than not, serial 
likers will only purchase services 
and products when they are at a 

discount or if they get something 
extra for free. 

Many brand’s eff orts would 
be better placed in the hands of 
the rare, rather than the occasional 
liker. These fans are discerning; 
liking a page means something to 
them. These are the committed 
partners that really do care. For 
every eff ort you make with these 
fans, they’ll reciprocate. When 
you launch a new initiative, they’ll 
share it. When a new product rolls 
off  the assembly line, they’ll spend 
hours talking about how much 
they want it. When you need a 

friend, they’re there to support and 
defend you, and when something’s 
wrong with your relationship, 
they’ll tell you about it and give 
you a chance to fi x it. These fans 
are in it for the long haul. You’re 
not just a bottomless pit of 
coupons and sweepstakes 
– you mean something 
to them. When 
someone enters 
a relationship 
they promise a 
certain level of 
commitment. 
running a 
fan page 
is similar. 
You promise 
to remain 
relevant. You 
vow to listen to 
your fans’ needs. 
everyday, you 
commit to trying to 
be a bit better, and 
most importantly 
you focus day in and 
day out on building a 
long-term relationship. 
One of my favourite quotes 
about love is by Alexander 
Smith and is all too relevant 
to this discussion. “Love is 
but the discovery of ourselves 
in others, and the delight in the 
recognition.”

So go on and make a page 
worth loving and enjoy it. Your 
fans and your brand deserve it. 

... serial likers fail to 
really commit to a 
brand. Their like is 
earned from whoever 
has the nicest sports 
car to pick them up in...

Anna
O’Brien

Director of Social 
Media
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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 eff ectively with journalists, social networks, and consumers by 
giving them direct, rapid publishing power for the fi rst 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?
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