
Why Integrating
Organic Search
is Crucial to Your
Strategy

26th April 2023



Your team today

JENNIE LINDEHOFF
Head of PR 
& Outreach

RORY TARPLEE
Head of Commercial 

Development

STEF KEELING
Strategy & Performance 

Director



• The state of play in 2023

• Integrating SEO efforts for best performance

• Organic’s role in the marketing mix

• Aligning Organic efforts with business goals

What we’ll cover



Why change now?
The state of play in 2023…



Adapting to changing consumer behaviour

2019
Brand Advocate

2021
Revenge Shopper

2020
Convenience Seeker

2022
Careful Consumer

2023
Educated Experiencers



So, why integrated Organic Search?

54%
Portion of total traffic 
from Organic Search

A sustainable longer-
term strategy

Recession-proofs your 
visibility



Integrating SEO, Content & PR
Welcome to Organic Search…



Utilising Organic as a whole for maximum performance

Performance

Data, Insights & Strategy

Technical SEO CONTENT PR
Accessibility Relevance Authority



All channels are important in their own right

The wheel of high 
performance

Technical SEO

Content

Digital PR



…but work best if aligned

The wheel of high 
performance

Technical SEO

Content

Digital PR



POLL

Which of the Organic channels are 
you using?



Cookware

Tableware

Sofas & Chairs

Rugs & Accessories

Bedlinen

Bathroom Storage

Inspiration

Help & Advice

Home & Garden

Kitchen Living Room Bed & Bath Blog

Working in silo dilutes Organic efforts and performance



Integrating makes for impactful decision-making
Im

pa
ct

Effort

Zero current rankings or content to rank with

Fixes that require multiple development sprints

Small search interest

Some content is present

Fixes are easy to action

Small search interest

Significant content creation/optimisation needed

Fixes are large-scale

Significant search interest

Content is almost in traffic-driving positions (pos. 6-20)

No major issues that can’t be fixed

Significant search interest



Join forces for the best result

Technical SEO

URL Formatting

Internal Linking

Crawlability

Schema Markup

Content

Relevant Copy

Heading Structure

Correct Medium

Persona Connection

Digital PR

Leverage any
first-party data

Link with trends

+404%
YoY session 

increase



Integrating with other channels
Organic’s role in the wider marketing mix…



Integrating all channels to maximise digital performance

The wheel of high 
performance

Other digital 
channels





Spread brand awareness through PR and Social



Scale efficiency with ‘Total Search’

Maximum coverage 
across both channels

Better budget 
alignment

Prevents 
cannibalisation

Paid insights for on-
page content 

Ad copy 
contributions

Ideal 
user journey



…and integrate Paid & Organic to reach more customers

Organic Keywords
Missed Customers

Paid Keywords

Organic Keywords

Paid Keywords



…to see the potential impact

+169%
sessions

(370k vs. 219k)

+179% 
conversions

(4.5k vs. 2.5k)

1. Reduce budget to 
strong Organic terms

2. Re-distribute budget 
to extend reach



Combine Content & CRO for the ultimate experience

E-A-T

2014

2018

BERT

2019

2021

2022

2023

E-E-A-T



POLL

Which of these do you find easiest to 
use?



Control

27%
Optimised

73%

Which of these do you find easiest to use?



Ad 
content

Working together to drive performance

On-site content, checkout 
process, data-led design & ad 

alignment

Performance

Test & Learn

ORGANIC PAID MEDIA CRO

Trends & 
Keywords

Audience & 
Messaging

UX &
Conversions



Integrating with business goals
Putting you and your KPIs first…



Let business goals determine the strategy

The wheel of high 
performance

Business 
goals



…and place KPIs at the core

C

Paid 
Search

Paid 
Social

Display

CRO

Organic 
Search

PR & 
Outreach

KPIs

Data & Insights

A
udience&

ContentInteg
ra

tio
n

&
St

ra
te

gy



Combine channels to drive users down the funnel

Funnel Stages

Awareness

Consideration

Conversion

Impressions
Sessions

Channel

Category Sessions
Product Sessions

Blog Engagement

Transactions
Conversion Rate 

Revenue

KPI

Digital PR
Paid Social

Display

Organic Search
Paid Search
Digital PR

Organic Search
Paid Search



…and measure, measure, measure



Your market

IMPRESSIONS

SESSIONS

CONVERSIONS

REVENUE

COST

ROI



POLL

Do you report on ROI as well as 
revenue?



Your 2023 strategic roadmap to success

Step One

Adapt to consumer 
behaviour

Step Two

Integrate Organic
channels

Step Three

Combine with
marketing mix

Step Four

Align to
business goals



What’s next?

If you want to discuss how we can integrate your Organic channels or any other 
aspect of your digital marketing, we’re here to help.

After the webinar is over, our colleague Sonja Stewart will be in touch to share the 
webinar recording with you.

Sonja can also schedule a call to talk about Organic if that is something that your 
business is interested in. 

If you can't wait, you can reach Sonja at sstewart@clickthrough-marketing.com



We build organic visibility with Technical SEO

We tell your story with Content & PR

We get your brand seen fast with Paid Search

We target your ideal audience with Paid Social

We use a conversion-focused approach CRO

We bring all of these key marketing 
channels together to provide a fully 
integrated, strategic approach to 

marketing and conversion

We accelerate traffic and convert it…



Expand your knowledge with our on-demand webinars



Thank you

©2023 ClickThrough Marketing. All rights reserved. All logos, 
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trademarks of ClickThrough Marketing Ltd unless an 

alternative source is given.  

For further information please contact our experts

experts@clickthrough-marketing.com
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