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Confused.com?Confused.com?



TodayToday

• This summer we will fly 300 flights per
week in to 8 countries and 22
destinationsdestinations

• 400 staff, 500,000 customers• 400 staff, 500,000 customers

• All jet fleet of Embraer aircraft• All jet fleet of Embraer aircraft

• Corporate shuttle for major brands



At the start of 2013,At the start of 2013, bmibmi regional had….regional had….

• (a sort of) website

• No Adwords• No Adwords

• No display advertising

No SEO• No SEO

• No content

• No email database

• No Facebook, No Twitter, No LinkedIn Page

• No mobile

• No marketing budget

• And,
– we were ‘closed’ by BA on October 27 2012

Wikipedia said we were closed (still does!)– Wikipedia said we were closed (still does!)



Which channels to put the emphasis on to connect?Which channels to put the emphasis on to connect?

Travel
Agents

PR Social mediaMeta Search*
OTA

E-mail BannersSearch engines
Adwords

PR

bmi regional above-the-line advertising programmes



Where do you start???Where do you start???



Search is now beyond Search EnginesSearch is now beyond Search Engines

Monthly Flight Searches UK Monthly Hotel Searches UK

The Parallel Universe Beyond Search

Sources: Google Keyword Planner, BingAds Keyword Tool,

The Parallel Universe Beyond Search



Social has changed user Search behaviourSocial has changed user Search behaviour

• Search engine updates and social Integration has changed User
Behaviour in searchBehaviour in search

• Users are now looking across the page and not only click on the
top listings due to new social visual links

• Delivers more real-estate to take advantage off in the SERPs• Delivers more real-estate to take advantage off in the SERPs

Search ‘heat map’ without social Search ‘heat map’ with social



Strategy: focus on web firstStrategy: focus on web first



What positioning can create competitive
advantage?

Where were we a year ago?Where were we a year ago?
advantage?



Who were the competition?Who were the competition?

Paid

PaidPaid

NaturalNatural



Chosen strategy:Chosen strategy: go after midgo after mid--tail keywordstail keywords

Rationale

• ‘Short tail’ such as “cheap flights” too much of a• ‘Short tail’ such as “cheap flights” too much of a
challenge for this phase of the brand, both as an
authority and budget front.authority and budget front.

• Longer tail terms would not present a large enough
uplift in traffic to deliver against the brief.uplift in traffic to deliver against the brief.

Timing

• July – December 2013• July – December 2013

Action plan

Build relevant content• Build relevant content
• Create URL structure
• Backlink acquisition
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• Backlink acquisition



What did we do?What did we do?
Phase 1 – Site Restructure

• URL Amends: www.bmiregional.com/en/flights/flights-from-• URL Amends: www.bmiregional.com/en/flights/flights-from-
bristol-to-aberdeen

• Directory re-structure

Phase 2 – Content

• 114 pages of content written
+ published on new pages

• Internal linking re-structure• Internal linking re-structure

Phase 3 – Link acquisitionPhase 3 – Link acquisition

• Backlink building
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Results



StatsStats

Results based on that date range July – December 2013

• Over 250 new pages indexed on Google
• 906 keyword position increases
• Non brand organic traffic up 47%• Non brand organic traffic up 47%
• New visits up 37%
• Non brand organic revenue up 38%• Non brand organic revenue up 38%
• Total incremental revenue delivered - >£500k
• Campaign ROI: 15.7 to 1

• Longer lasting traffic & revenue benefits



Organic search resultsOrganic search results

New landing page resultsNew landing page resultsNew landing page resultsNew landing page results
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Results: sources of trafficResults: sources of traffic

BeforeBefore

After

Nov 23, 2013 – Jan
31, 201431, 2014



Sample resultsSample results
Good - No. 2 Natural Great: No. 1 Natural



Next forNext for bmibmi regional on SEOregional on SEO

Create content

• Publish content on a new URL designed to increase the natural rank of• Publish content on a new URL designed to increase the natural rank of
existing keywords and pages

• Execute this content across social channels

Why?

• Social signals

• ‘Natural’ content• ‘Natural’ content

How?How?

• Video with transcription

• Really useful content that is useable - and ideally shareable!

• Destination focused article with images• Destination focused article with images

• Use Paid media e.g. Facebook or Twitter Ad to amplify the content on our
‘Owned’ Media
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Thanks for listening

Colin.lewis@bmiregional.com

Twitter.com/colinalewis Thanks for listeningTwitter.com/colinalewis

Linkedin.com/colinalewis


