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Management Summary 
In this dissertation I am answering the following research question:  

 

How can OSR Juridische Opleidingen operate online more visibly to its target 

groups? 

 

This question is posed by Mrs Ellen van’t Hof of OSR Juridische Opleidingen. OSR 

is dissatisfied with how visible their website, www.osr.nl is in search engines. 

Currently not enough people are finding OSR through, for example, Google. When 

searching using keywords that describe the core business of OSR, their website is 

hardly mentioned in the results page. This means that OSR is missing important 

potentially new and repeat customers and as such potential revenue.  

 

Online visibility is nowadays mainly determined by being able to be found. Nearly 

everyone uses Google, or at least knows Google (CheckIT, 2008). Search engines are 

the modern portals to information and if a commercial organisation is not found 

through these search engines their online marketing channel is simply not performing 

well. 

 

There are two ways of improving visibility in Google’s search engines.  

 

1. Search Engine Optimisation. This means optimising a website in adherence 

with the rules about search engines stated by Google, in order to make sure 

the website is displayed in the search engine results when someone entered a 

keyword which is highly relevant to the website. 

 

2. Search Engine Advertising. This means paying Google to display your 

advertisement which is directly linked to the search query of a user of the 

search engine. The advertisement is only displayed of the advertiser’s ad is 

relevant enough to the search query and if his bid on the keyword is high 

enough. Detailed conditions are discussed further in the dissertation. 
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Another method which can benefit the online marketing activities is called Affiliate 

Marketing. Affiliate Marketing enables advertisers to find ‘affiliates’ who advertise 

the products or services of the advertiser on their own websites and receive a fee for 

every sale that is made on the website of the advertiser by a visitor sent to the 

advertiser via their websites. Affiliate Marketing is often enabled by so-called 

affiliate networks, intermediaries between the advertiser and the affiliates, who 

measure all the traffic, sales made, transactions, et cetera. These networks make it 

easy for advertisers to find more ways to sells his product and for affiliates to earn 

money selling a product or service which is highly relevant to their own website 

content. 

 

I performed a small international benchmark of the English, German, and Belgium 

market and compared those findings to the current Dutch market, and of course, more 

specifically to how OSR is currently doing business. I found that Germany and, even 

more so, England is more developed concerning innovative modern solutions using 

the Internet as platform to sell legal courses. In England I found several parties that 

sell courses as videos or audio files, which are being accompanied by a small multiple 

choice test allowing the participant to quickly earn 1 Continuous Professional 

Development point (similar system as in Holland). These courses are sold for a low 

unit price and they are fully accredited. I am recommending OSR to research these 

markets further in order to come up with structural ideas for the future of its online 

business model. I found no Dutch company currently doing business in this way so 

this might form an interesting business opportunity for OSR. 

 

Finally I am giving several recommendations how to improve the findability of the 

website of OSR. Textual content must be written specifically for web users, not for 

‘normal’ readers. People browse and read websites differently from how they read 

printed material. For users and also for search engines, the texts on the website can be 

written better. I am also recommending structural efforts be undertaken to increase 

the number of incoming links from relevant sources. This number is important for 

ranking in search engines and OSR potentially has a lot of resources it can use to 

grow this number of links, for example, its large number of lecturers. 
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I am also recommending OSR seriously looks into the advertising programme of 

Google, called Adwords. Advertising in Google’s search engine allows advertisers to 

set sharp budgets which cannot be exceeded (when the budget is reached, the 

advertisements are simply no longer displayed). The advertiser pays for every click 

he receives on his advertisements. Every click means a visitor sent to a specified page 

in the website. Adwords allows for in depth statistical analyses, multiple 

advertisements being tested to see which one performs better, unlimited keyword 

usage (both adding as deleting them), and it can be linked with Google’s Analytics 

software which is already in use by OSR. Analytics can be used to measure 

‘conversions’ (booked courses) and the link with Adwords allows OSR to see exactly 

with which keyword and advertisement someone has finally booked a course. This 

allows then for more optimisation.  

 

Because of the fact that OSR sells courses through its website, which is currently not 

easy to find through Google, I recommend OSR takes action. There are opportunities 

for it to increase its online sales and strengthen its online strategy for the future to 

come. 
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1. Introduction Chapter 
 

 

1.1 General introduction  

This dissertation is about my work for OSR Juridische Opleidingen in Utrecht. 

OSR sells legal courses to lawyers and law firms, solicitors, and supporting 

personnel. Recently OSR has had their new website redesigned by Brave 

Reclamebureau (Reclamebureau, 2009) and implemented by Yellowmind 

(Yellowmind, 2009). The emphasis during this process has been on design and 

technical implementation, not on online commercial strategy. In other words, all 

parties have focused on designing and setting up a new website for OSR but not 

much effort has gone into building a strategy around the new website in order to 

attract more visitors and realise more sales.  

 

After the new website was completed, OSR was not happy with how it scored in 

search engines such as Google (Google, 2009a). When entering an important 

keyword describing the core business of OSR into a search engine, the website 

simply was not found. This is remarkable because OSR operates in a niche market 

and as such does not have many competitors.   

 

The website is an important tool for OSR in selling courses. Therefore a structured 

commercial plan, which is both strategic and offering practical tools, is useful for the 

organisation. The purpose of this plan is directive as to which activities should be 

deployed in order to improve commercial success and how employees can help in 

achieving this. The end result will be a policy plan comprising online commercial 

guidelines. 
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1.2 Justification of the subject 

First of all, I have always been active with and on the Internet. My family was one of 

the early adopters of broadband Internet and from a young age I was busy with 

installing and configuring software, hardware, playing games, being actively involved 

with different technical forums and became more and more interested in how hard 

and software works. 

 

Later in my life I worked for KPN in different positions and currently I also work for 

an IT company. I am fully convinced that the Internet is becoming more and more a 

part of daily life and is being increasingly embraced by the masses (Internet World 

Stats, 2009) (IAB, 2009). With this increase in usage, e-commerce is also becoming 

more main stream. (Paypers, 2009) (Bizreport.com, 2007) The rise of Internet has 

enabled new business models such as ‘click-and-mortar’ business like web shops or 

even businesses which operate solely online. As our society and the way we do 

business rely more and more on interconnectivity, I believe this is a development to 

stay. 

 

Secondly, this assignment is interesting for me because of my background but also 

from the perspective of a communication student. Online communication has 

different rules compared to traditional communication media (Bizreport.com, 2006) 

and as such I find it already more interesting. Seeing a real company with a real 

communication problem regarding its online activities and being allowed to write a 

recommendation for that company is a real privilege.  

 

Thirdly, a company like OSR is an example of how the use of the Internet can help 

companies do business more efficiently. Customers can enrol in available courses 

through the website of OSR, which is much quicker than through regular mail or even 

via the telephone. As selling legal courses is the core business of OSR, selling online 

successfully is vital. 
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Finally, this subject is interesting for others because it treats a real and current 

problem regarding a relatively new marketing channel, the search engine. For anyone 

interested in online advertising, online marketing, selling services online, using a 

website for commercial purposes, et cetera, this dissertation is interesting. At the very 

least this dissertation gives an example of how a commercial problem regarding 

online communication tools is approached and attempted to solve. 

 

1.3 Problem definition 

The policy problem which is the foundation of this dissertation, stated by Mrs Ellen 

van ‘t Hof, Manager Marketing & Communication at OSR is: 

 

How can OSR Juridische Opleidingen operate online more visibly to its target 

groups? 

 

1.4 Operationalisation of Problem definition 

The online operations of OSR are currently purely based on its websites. The main 

website www.osr.nl is used to communicate about all (new) courses and news about 

upcoming events, courses, lecturers, and any other relevant news item. The objective 

of this definition is to attract more relevant visitors that are either looking for general 

information about OSR and its propositions, specific course information, or willing to 

book a specific course. It is important to notice that also people who do not yet know 

OSR but are looking for information or courses that OSR also provides are to be 

targeted for new business purposes. 

 

To operate online more visibly entails that more means for the target groups of OSR 

to visit (find) the website of OSR will have to be developed. These means are meant 

to persuade people to visit www.osr.nl and to perform desired actions on the website 

(i.e. book a course). 
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1.4.1 Means to operate more visibly 

There are several methods to be more visible on the Internet. One of most important 

methods is visibility in search engines. Nearly everyone using the Internet to find 

information makes use of a search engine. The most used search engine is Google 

(CheckIT, 2008) and for businesses it is important that their website is displayed in 

the search results when a person searches for a keyword characteristic to their 

business. There are two ways for companies to ensure their website is displayed in a 

search engine: 

 

1. Optimising their website and its content to be displayed in the top of the 

search results. This method is called Search Engine Optimisation. 

2. Paying money to have relevant advertisements displayed when a person uses 

a specific keyword to start a search query. This method is called Search 

Engine Advertising. 

 

Another way of increasing a company’s online visibility is Affiliate Marketing. 

Affiliate marketing is a form of online advertising using the websites of others to 

promote your product or service. 

 

In the theoretical framework (p. 21) I will elaborate in detail about these techniques. 

 

1.4.2 Target groups of OSR 

The target groups of OSR are: 

• Lawyers (and trainee lawyers) 

• Solicitors 

• Support staff 

 

Both independent lawyers and solicitors as law firms are part of the target groups. As 

all lawyers and solicitors have to follow training every year, it is very important for 

OSR to attract and retain these people because repeat business is of course highly 

preferable and profitable. 
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1.4.3 Benchmarking 

Finally, a benchmark will be made. This benchmark will compare online marketing 

activities of different companies from Belgium, Germany, and England. This 

benchmark will provide ideas about possible new methods of online marketing 

suitable for OSR. These three markets have been chosen because they are culturally 

and geographically close to the Netherlands. 

 

 

1.4.4 Limitation 

An important factor which this dissertation will be limited by is the website of OSR 

itself. As of yet, I have briefly discussed methods of generating traffic to a website 

(search engine optimisation and advertising and affiliate marketing). However, the 

website itself is of course a very important factor in online visibility as well. It is the 

basic tool with which OSR does its online business. For the above mentioned 

methods it is the end station where the actual sale has to take place.  

 

The website has recently been redesigned along with a total change in house style. It 

was implemented early March 2009. The graphical lay-out, the structural set up, and 

the user interface of the website will not be subject to this dissertation in the sense 

that I will give recommendations on these parts. The textual content, the lay-out of 

this content, specific use of keywords in these texts, will be part of this dissertation as 

those factors directly impact search engines. This will be discussed in the Search 

Engine Optimisation chapter. 

 

 

1.5 The proposed project 

In order to be able to give proper recommendations all topics will be explained and 

analysed in a theoretical framework. This framework will be used to give detailed 

insights into the various topics and will also provide an answer as to why specifically 
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these topics are chosen to solve the policy problem with. The framework will provide 

detailed descriptions of all methods used in the recommendations. 

 

 

1.6 Purpose of this dissertation 

The purpose of this dissertation is to accurately describe how I formalised 

recommendations how to solve the communication – or policy – problem of OSR 

Juridische Opleidingen regarding their online commercial activities. This dissertation 

has as its purpose clarifying the methods used and their theoretical foundations, my 

rationale behind selecting the methods proposed, and finally to give detailed insight 

into how I recommend solving the policy problem and why I do so.  

 

 

1.7 The Client 

The assignment this dissertation is based on is done for OSR Juridische Opleidingen 

in Utrecht. Freely translated Juridische Opleidingen means Legal Training. OSR 

provides legal courses for lawyers and law firms, solicitors, and supporting personnel. 

OSR employs many lawyers who are expert in their particular field of law to teach 

courses.  

 

In the Netherlands, it is compulsory for every lawyer to keep up to date through 

courses and training. Fully accredited courses are worth a certain amount of points, 

depending on the length and level. Every lawyer has to achieve a certain amount of 

points each year, determined by the Netherlands Bar Association (Nederlandse Orde 

van Advocaten). OSR provides these courses and trainings on a wide variety of areas 

of law. 
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2. Methodology 
 

 

2.1 Deciding on the methodology 

The policy question “How can OSR Juridische Opleidingen operate online more 

visibly to its target groups?” combined with the fact that the website of OSR had just 

been renewed gives this assignment a certain direction. As the website revision did 

not result in a satisfactory increase in visitors and course sales, other means had to be 

considered. But, as merely getting a lot of visitors on a website is no guarantee for 

success, it is necessary to look more closely at these visitors: it is important to attract 

the right type of visitor to a website, namely the type of visitor that is part of the 

target group (lawyers, law firms, solicitors, support staff) and preferably looking for 

and willing to purchase a course. 

 

2.1.1 Supporting my decisions 

To support the choices which form the basis of the methodology, I will provide some 

key figures about the current situation. These figures affirm my choices and are in 

line with the wishes of OSR. 

 

One of the main reasons why OSR decided to create this assignment is their 

dissatisfaction with the number of visitors and sold courses via their website. OSR 

wishes not only to attract more new visitors, who mean new business, while retaining 

their current ones but also to be more visible in search engines like Google. It is 

important for OSR to attract visitors who do not yet know OSR. 
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2.1.2 Key Figures 

Below are some key figures for www.osr.nl for the period of 6th of April until 6th of 

May 2009, obtained from statistical data captured by Google Analytics (Google 

Analytics, 2009), specifically for OSR. I chose this period because the new website 

was launched early March 2009 and therefore visitors had to familiarise with the new 

lay-out. Had I taken figures from an earlier period, those might not represent correctly 

how many visitors there were and how they browsed the website. Also, this period of 

one month provides for a good enough representation of the visits OSR receives on 

its site monthly. This period is used for all applicable Analytics figures. 

 

5073 Visits  

3405 Absolute Unique Visitors  

22985 Pageviews  

4.53 Average Pageviews per visit 

00:03:02 Time on Site  

38.20% Bounce Rate  

43.21% New Visits  

 

Visits mean the number of visits OSR has received on its website (5073) and below 

that is the number of unique visitors (3405) generating those visits. The difference 

between these two numbers indicates that some of the visitors came to www.osr.nl 

more than once because the number of visits is higher than the number of visitors. 

The statistics also provide how long on average a visitor spends on the website and 

with 3 minutes and 2 seconds, OSR.nl does not do badly at all. 38.2 % of the visitors 

immediately leave the website again. This is called the bounce rate. According to 

Avinash Kaushik of Google, OSR is actually doing better than average on this metric. 

(Avinash Kaushik, 2007) 
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3. Theoretical Framework  The how and why of 

Search Engine Marketing and Affiliate Marketing 
 

 

In this chapter I will demonstrate why Search Engine Marketing (SEM) is a powerful 

set of tools to increase relevant traffic to a website. There is distinction here between 

Search Engine Optimisation and Search Engine Advertising and figures will show 

how both can contribute to the online strategy. In the Theoretical Framework I will 

demonstrate in depth how both parts of SEM can add to the online visibility of OSR. 

To conclude the framework I will explain Affiliate Marketing. 

 

 

3.1 Search Engines? 

Simply stated, an Internet search engine (often just called search engine) is a software 

program that indexes web pages and allows this index to be searched. Of course there 

is much more (technically) to a search engine but the basic premise is that it allows 

people to search for a topic of their interest, displaying relevant results instantly. 

 

In the Netherlands, in December 2008, of Dutch Internet users 99% knows Google 

and 97% have used its search engine at least occasionally. Google is by far the most 

used search engine with 95% (CheckIT, 2008). It is the opinion of the author that 

such a well-known and frequently used medium needs to play an important role in an 

online commercial strategy. As explained before, people using a search engine are 

actively and specifically looking for something of their interest. Therefore if a 

company is able to provide the right information to cater to this need, right at the 

moment that the person is searching (when he is making an effort to find that what he 

is looking for), they are able to meet the need of the searcher and make a meaningful 

and relevant proposition. Search engines provide the circumstances for ‘searchers’ 

and ‘providers’ of content to meet each other.  
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Search engines allow searchers to have results of their search query presented to them 

practically instantly, which greatly enhances the user experience. Another vital aspect 

for search engines is relevance. If someone is searching for coffee and only sees 

search results about tea, the results are not relevant to what the searcher wants. 

Presenting the most relevant results to the user is what makes or breaks a search 

engine. Google has become the dominant search engine worldwide because it 

presents highly relevant results to its users and does so very fast. Not long after 

Google launched its search engine it offered the easiest to use interface and the most 

relevant results for users. It outperformed its competitors and has gained momentum 

ever since. 

 

 

3.2 Search Engine Marketing 

“Obtaining sufficient returns on the investment in a website is only possible by 

being found on the Internet. (Jansen, 2008a)”  

As a search engine provides highly relevant results to a person who is actively and 

specifically looking for something that is of special interest to him, it is not difficult 

to see how search engines are an appealing medium to businesses. After all, the 

searcher, a potential customer, knows what he wants (or at least has an idea of what 

he is looking for), is willing to invest time and effort into finding what he wants, and 

if he is looking for a product or service he quite possibly is willing to make a 

purchase or at least find a party that appeals enough to his needs to make contact with 

that party.  

 

For companies to be able to do business with people using search engines it is 

imperative to be found through those search engines by means of keywords that are 

relevant to their business. A company selling espresso machines definitely wants to 

appear in the search results when someone entered new espresso machine into 

Google’s search engine. However, as there are many companies selling espresso 
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machines that all want to be found on the keyword new espresso machine, efforts can 

be made by companies to be more prominently displayed in the search results than 

their competitors. These efforts are called Search Engine Marketing (SEM). SEM is 

the combined process of optimisation and advertising for search engines. While 

advertising is a method with which an advertiser pays money to a search engine to 

display his advertisements, optimisation is an effort to achieve not-paid-for search 

results. However, optimisation is, as is advertising, a specialised activity and is 

certainly not free. Optimising a website, so that it will be displayed in the search 

engine results when someone searches using a relevant keyword, is often a difficult 

and time-consuming task (Deelstra, 2008b). Search engine optimisation and search 

engine advertising, though complementary, are treated separately in this dissertation. 

Search Engine Marketing can be divided into two distinct categories: 

 

• Search Engine Optimisation (SEO) 

• Search Engine Advertising (SEA) 

 

Because the target group of OSR can be seen as a niche market, search engine 

marketing is quite suitable for OSR to deploy. “A niche is a more narrowly defined 

group, usually indentified by dividing a segment into sub segments or by defining a 

group with a distinctive set of traits who may seek a special combination of benefits” 

(Kotler, Wong, Saunders, & Armstrong, Principles of Marketing, 2005b p. 393). This 

definition is quite applicable to the target groups of OSR. Compared to, for example, 

the total amount of businesses in the Netherlands, there are not that many people 

working as a lawyer or solicitor and because these people are so highly educated, they 

form a niche. When the needs of this group are known, targeted SEM activities can be 

deployed to attempt to attract this group. 
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there, thus they pay Google to display their advertisements. This is further explained 

in chapter 3.4 about Search Engine Advertising on page 41. 

 

The results displayed in the green rectangle are natural or organic results. These 

results are displayed there because according to Google these are the websites that are 

most relevant to the entered keyword. It is called natural or organic because these 

results are generated by the software of Google, which is specifically designed to 

display the information that they think a person would naturally be looking for (i.e. 

finds most relevant to his search query). The displayed results are the first 10 results 

of, in this case, around 52 million, meaning there are many more resources about this 

topic. However, because most users of search engines do not look further than the 

first few pages or even only the first, it is important to be mentioned on this first 

results page (Jansen, 2008b p.26). 

 

 

3.3.1 Rules for Search Engine Optimisation 

The algorithm Google uses to determine whether a website is relevant to a keyword is 

called PageRank (Google, 2009b). How the PageRank system works exactly is kept 

secret by Google, however, there are several criteria that are communicated clearly by 

Google to which websites should adhere to positively influence their ‘ranking’ in the 

search results. Google is very keen on delivering an excellent user experience and 

therefore they have stated rules for webmasters (Google, 2009c)(see Appendix A, 

page 105 for a full list) with which Google believes the best possible experience is 

delivered. Although Google is very strict regarding activities that possibly impact 

their users’ experience, there are quite a few possibilities for website owners to 

optimise the structure and content of their website in adherence to the mentioned 

regulations. In essence, SEO means applying optimisation methods to optimally 

comply with Google’s regulations in order to score as high as possible in the results 

of a search query on a relevant keyword. It is important to note that Google can 

change, and has changed before, the rules and algorithms it works with. 

 



 26

Search engines interpret sites differently, resulting in different search results. If one 

would search for coffee in Google he would see different results than a search in 

Yahoo. These differences exist because engines use different algorithms. Google 

created its algorithm with the user experience in mind. Google does its best to make 

its search algorithm give the best results possible, namely exactly what the user is 

searching for. Of course Google can only provide results based on the entered 

keyword and sometimes the user does not even exactly know what he is searching 

for. Whatever the intentions of the searcher are, Google tries to provide results that 

are as relevant to the entered keyword as possible. The user can narrow his search by 

using more than one keyword. “This narrowing of search queries by using more 

keywords is a development that has become more of a trend lately.” (Tjeenk Willink, 

2009)  

 

The most important concept that search engines are all about is relevance. Without 

the search results being relevant no one would use them. Search engine optimisation 

is a process that is intended for websites to be present in the top search results. 

Because a website is only displayed when it is relevant enough to the search query, 

SEO is a process that is all about relevance as well. Google measures relevance in a 

number of different ways. Deelstra (Deelstra, 2008c p.56) mentions a three way 

division based on Shari Thurow’s Search Engine Visibility (Thurow, 2007):   

• Text component  

• Link component  

• Popularity component  

 The text component determines mostly whether or not a website is relevant to a 

search query. After all, the text contains (key) words that search engines try to index. 

The link component determines how well the website can be indexed and the 

popularity component measures how ‘important’ the website is regarded (based on 

the amount of links towards the website). 
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 3.3.1.1 Text Component 

The text component is the main component that is used by search engines to 

determine how relevant a website is to a search query. An important aspect of this 

component is that all text which is visible on a webpage is read by search engines and 

therefore should be used to optimise for search results. Visual textual aspects such as 

titles, URLs (Uniform Resource Locator), body texts, links, textual descriptions of 

images, et cetera are all important. These parts are used by search engines to index a 

website and are also displayed in the search results as links.  

For example, the title of a website has become hugely important because it is 

displayed in search results and should persuade the user to click on that specific link. 

It should describe as concisely and effectively as possible what the site is about. The 

same applies to the URL or the address of the website, which tells the user something 

about where he will be taken when he clicks on the link. For example, the URL: 

http://www.example.com/viewcatalog.asp?category=hats&prodID=53 tells the user 

absolutely nothing (at least it does not to the untrained eye) about where on the 

example.com website he will be taken once he clicks the link. It would be much 

better to name the URL something like: http://www.example.com/catalog/hats/53/ 

(Shannon, 2009). This URL tells the user several things. First of all, you can 

immediately see that the link takes you to a catalogue. Secondly, it is clear that the 

link takes us to a section which is about hats. Finally, the more experienced Internet 

user will probably understand that the number 53 corresponds with the item number. 

Though this last fact is not very important, it is preferable that the user is able to 

accurately guess at least what he can expect. If the user is able to do this, he will be 

much more inclined to click on the link than if he is not able to discern any 

information from the URL. Handling URLs like this helps people to quickly judge a 

link as to its relevance to their search and to trust the website and its content. Another 

advantage of this method is that it also helps search engines to better understand the 

website and the content on it. Just like this URL structure helps the user in learning 
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what the site is about, it also helps the search engine to learn what the site is about 

and how it is structured.  

Structural lay-out 

Another important aspect about a webpage regarding how well it will be indexed by 

search engines is its structural lay-out. Titles, subtitles, body text, links, anchor text 

links, and any other textual content are measured and indexed. The algorithms of 

search engines value these different textual parts differently. For example, a title is 

used to draw attention so it is more important than body text. A search engine ‘looks’ 

more closely on these prominent parts and uses them to measure how relevant the 

website is to a search query. The following figure is a screenshot (Figure 3) of 

www.osr.nl with an explanation of some of the textual elements used on this website. 

These are the elements that search engines use to draw information from about the 

website and to measure its relevance to a certain search query.  
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web pages. In this example all text links link to different areas of law for which OSR 

provides courses. 

Writing for web 

Another important aspect when considering texts is that they should be written 

specifically for the target groups and in a style suitable for web users. Writing a text 

for a target group goes further than simply writing about a certain topic that is 

probably of interest to a target group. It is important to keep the texts concise, easy to 

scan, and they should be written using words that can be used as keywords in search 

engines. Online visitors judge a website in less than a second on average so when 

creating copy for a website it is important to offer enough visual and textual content 

that is interesting enough for the visitor to stay interested. It is also important to use 

synonyms of important keyword because not every user searches using the same 

keywords and so different users will still find the content relevant. 

 There are many software tools available which can help to find suitable keywords 

and synonyms for a website. Such tools can scan a website and suggest keywords or a 

certain keyword can be entered and the tool automatically suggests related words. An 

example of such a tool is Google’s Keyword tool in Figure 4 on page 31 (Google 

Adwords, 2009a). This tool provides alternative keywords based on the scanned 

website. Implementing some of these keywords can help boost finding the right 

results in search engines. This tool is part of Google’s Adwords (SEA) programme 

but because it conveniently comes up with keyword suggestions, it can also be used 

for SEO purposes. 
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(semi) technical terms. Websites also have so called meta tags. These are basically 

keywords that also describe the contents of the website. Next to the meta tags, 

websites also have a meta description which is the actual description of the website. 

These meta data are invisible for the Internet user because they are defined in the 

code of the website. However, search engines are able to access this information and 

process it. 

Experts argue about the importance of the meta data of a website regarding search 

engines. Deelstra argues that because the meta data are not visible for the user, it has 

lost its importance regarding search engine optimisation (Deelstra, 2008d p.104). His 

main point here is that search engines stopped assigning much value to the meta data 

of a website because this data is invisible for the user and therefore it should also not 

be used in determining the relevance of the site. After all, the user judges a website 

only on the parts that he can see. Because search engines generally try to provide the 

best user experience as possible, they argue that only the visible data must be used. 

Alan Linnenbank, a SEO expert of Yellowmind argued during a meeting with OSR I 

attended, however, that these meta data are indeed important to optimise for every 

webpage in a website. (Linnenbank, 2009). 

Another argument heard against the use of meta data by search engines is that 

webmasters ‘abused’ the fact that meta data are invisible for the user by entering a 

huge amount of keywords as meta tags or by using keywords that did not accurately 

describe the content of the website, just to rank it higher in the search engine results. 

However, at least Google’s algorithm has been refined and now quickly discovers 

such abuse and actually punishes websites that have such practices and ranks them 

much lower. 
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3.3.1.2 Link Component (indexation component) 

 

The link component is about the technical aspects of a website. This dissertation is 

not about web design or programming and therefore this technical part will be 

discussed in depth only in areas relevant to this dissertation. 

 

The link component determines how well a website can be indexed by a search 

engine. Special software programs called spiders or crawlers are designed to index 

webpage after webpage. This is, of course, done totally automatically. Crawlers try to 

follow the navigational structure of a website to be able to clearly index the website 

and its content. As for human users, a clear navigational structure is also very 

important for these crawlers. This clear structure is also important for the popularity 

component which is further elaborated on in paragraph 3.3.1.3 on page 35.  

 

There are many different programming languages with which websites are built. Plain 

HTML (Hyper Text Mark-up Language) is what can be crawled best by search 

engines. However, because HTML is quite limited in its possibilities, newer 

languages are used, like JavaScript. Search engines have a lot of trouble properly 

indexing links that are programmed in JavaScript and this can have the effect that a 

website which is perfectly optimised for the text component is still not found in 

search engines. 

 

Another possible problem for crawlers is a dynamically generated URL. In this case a 

web address (URL) is created automatically by a content management system (CMS) 

as soon as a user follows a certain link. This web address is only valid temporarily 

and when the user leaves the site the web address disappears over time. For a human 

being browsing the website this is usually not a problem but search engine crawlers 

have quite some difficulties with this method because: 

 

1. It forces crawlers to index the same content every time they visit the website 

2. It might corrupt the search results (because the page might no longer exist) 

3. Some crawlers cannot handle dynamically generated URLs at all. 
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A website can be designed using all the modern programming tools and languages 

and still be very well found in search engines. The web designer who is responsible 

for the technical implementation should be able to know how to apply the different 

tools. In the case of OSR, this is the web design bureau Yellowmind. 

 

 

3.3.1.3 Popularity Component 

The popularity component is the last component of search engine optimisation. This 

component is about measuring the popularity of a website. The popularity of a 

website is important because it determines whether a search engine finds a website to 

be more or less important to a search query. For example, if there are two websites 

which are exactly evenly relevant to a search query (text component) and evenly 

easily indexed (link component) the website which is most popular will be shown 

higher in the search engine results page than the other. Popularity is measured by: 

 

• Number of links to your website 

• The popularity of the websites that link to your website.  

 

This means that if a website which is very popular, let’s say www.microsoft.com, 

links to your website (and you are in IT as well) this link is much more valuable than 

when an unknown website links to your website. 

 

Search engines assign more importance to a website with a lot of incoming links 

because apparently a lot of people think that the content on that website is worth 

linking to. When such a website in turn links to another website, that link is more 

valuable because of the apparent authority or popularity of that website. As explained 

in the previous paragraph 3.3.1.2 it is important that incoming and outgoing links are 

able to be indexed by search engines. If an outgoing link from a popular website is 

somehow unable to get indexed the receiving website will not benefit from it at all. 

Search engines have also developed algorithms that measure the relevance of a link to 

another website. A link from Microsoft.com to a website about gardening for 
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example is not really relevant, even though Microsoft’s website is very popular. This 

method measuring relevance is called Topic-Sensitive PageRank. This shows that for 

any website it is important to be clear about its content and topic. Links from a 

popular website in the same category are more relevant than links from a site in 

another category. Google has not made public how these categories are measured so 

it is difficult for companies to judges whether they are doing well or not.  

 

3.3.1.4 Influencing the popularity component (Link Building) 

Obviously it is preferable for a commercial organisation to be ‘popular’. There are 

several methods with which link popularity can be positively influenced. An 

important one has already been mentioned with submitting the website to Dmoz but 

there are others as well. The overall term for this activity is link building. The purpose 

of link building is of course to attract more valuable traffic to your website that 

generates more sales. The means to achieve more sales are all the (new) links that 

improve the position on the search engine results page with relevant keywords. 

 

Directories  

Submitting the website to the right categories on directory websites (a website 

collecting and structuring links) can help link popularity. The most well-known 

directory is www.Dmoz.org. It is the largest directory and also one of the most 

strictly moderated. Submitting a website to the right category on this website can 

definitely help the popularity of a website. It is said that all the big search engines use 

this directory to help them determine link popularity but this has never been 

confirmed. Link building can be done by simply contacting directories and websites 

that are related to your website and ask them to link to your website. This cold 

approach however is time consuming and probably less effective than approaching 

organisations that are already somehow linked to the business in question.  
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Partners 

Approaching parties that are already known to the organisation such as suppliers, 

partners, unions, customers, et cetera, to have them link to the website of OSR is 

easier than the cold approach and the response is probably also higher.  

 

Press releases 

Publishing press releases online will also help link popularity. Not only are press 

releases spread easily, they should also contain a link to the organisation’s website. 

There are many press release services to be found online, where companies can 

publish their releases and which keep the press releases accessible on their website. 

This way, the press release of the organisation will be indexed, including the URL 

and the keywords which were incorporated in the document. 

 

White papers 

Providing white papers about topics close to the organisation’s core business is also a 

way of gaining link popularity. If the white paper is professional, topical, and of high 

quality, chances are that others will start linking to the document. Of course it is also 

possible to include a link to your website in the white paper which the reader can 

simply click. So when the white paper is spread in any way it still can bring more 

people to the website.  

 

Link exchange 

There are many websites that provide information about a certain topic and collect 

links about that topic to provide their visitors with more information. A website about 

web design might present links to web design software, tutorials, well-known web 

designers, resources, et cetera. This principle can form an opportunity for any link-

building company. Efforts can be made also to find websites which link to 

competitors. Such a website might be interested in linking to our organisation as well. 
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Popularity 

It would be beneficial for the popularity of our website to receive a link from a 

website which is more popular than ours. However since does not help the popularity 

of that website, its owner may not want to exchange links with our site. It is 

preferable to link to (and be linked back to by) sites of about the same popularity 

level. 

 

Final notes about popularity 

Finally, some other variables that search engines take into account to determine 

where on the results page our website will be mentioned: 

• How often users click on the website’s link in the search results 

• How long users stay on the website 

• How often return to the website from the search results page 

 
Some search engines use the click-through-ratio to help determine whether a website 

should be listed higher in the results page. If a website receives more clicks than 

should be expected regarding its position in the results it moves up on that results 

page because obviously users find it more relevant. If a website receives more clicks 

than a website that scores higher in the results page, eventually it will surpass that 

website because it is more popular. This clearly shows why only a fully optimised 

text and link component is not all there is to SEO.  
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3.4 Search Engine Advertising 

Next to Search Engine Optimisation, discussed in chapter 3.3, the other part of Search 

Engine Marketing is advertising in search engines. Google revolutionised online 

advertising with its advertising programmes. Google was the first company to 

recognise the value of displaying advertisements which are based on the search query 

of a user. Google realised that when someone enters a keyword into a search engine, 

that person is actively seeking information and willing to spend time on finding that 

information. They also realised that quite many people use search engines to find 

products or services that they need or want and that companies offering those 

products or services could be enabled to directly answer to that need through an 

advertising programme. In their turn, commercial companies quickly picked up on 

this development and saw what potential this model offered. Corporations recognised 

that many consumers were actually making an effort looking for their products and 

services. Google’s advertising model allows companies to specify into great detail to 

which search queries they want to display their advertisement. The programme allows 

the advertiser to initiate a highly measurable form of (online) pull marketing (Kotler, 

Wong, Saunders, & Armstrong, 2005). Advertisers can exclude irrelevant but 

grammatically related keywords, target specific geographical areas, display 

advertisements only on a certain time and date, et cetera. Another hugely appealing 

benefit of this advertisement model is its in-depth measurability. Advertisers can 

determine exactly how much money they are willing to spend on a single click and 

they can specify this per keyword, group of keywords, or a whole account. 

Advertisers can specify budget limits, so they know exactly how much money they 

are going to spend. Also, the model allows for in-depth analyses of how successful 

the advertising campaign has been. For example it is possible to measure exactly how 

many people have clicked on the advertisements, how many have purchased a 

product through the advertisements, how the visitor browsed through the website, et 

cetera.  
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3.4.2 Outlines  

In simple terms Adwords works as figure 9 (p. 42) very briefly explains. An 

advertiser creates a text advertisement, links this to a list with keywords that he thinks 

is highly relevant to his advertisement, and finally determines to which website the 

users who click on his advertisement have to be sent. Of course the Adwords system 

is a bit more complex than that. Though I will provide detailed information about 

Google Adwords, in this dissertation I will not provide a detailed user guide to the 

Google Adwords advertising system. This chapter is about how advertising in search 

engines works and how Google Adwords can help doing this.  

 

3.4.3 How Google Adwords works 

Just like in the chapter about Search Engine Optimisation, the most important concept 

in SEA and in the Google Adwords programme is relevance. Google will not display 

an advertisement if it is not relevant to a search query. After all, this does not help the 

user, the advertiser, or Google itself.  

 

Advertising using the Google Adwords programme allows advertisers to have their 

ads shown in two distinctively different areas. The first being the search engine 

results page which is already discussed thoroughly (also see figure 3 on page 24) and 

the second being the Adwords Content Network. This content network requires some 

elaboration. The content network consists of thousands of websites that have 

partnered up with Google and allow Google to display advertisements on their 

websites. Just like in the search engine these advertisements are purely text based and 

often look exactly the same as the ads in the search results (though partner sites are 

allowed to modify the colour of the advertisements to better suit the lay-out of their 

website. These advertisements are not displayed on the partner sites randomly. 

Google tries to display those advertisements which are the most relevant to the 

content of the web page on which they are displayed. See figures 10 on page 44 and 

11 on page 45. 
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3.4.3.2 Important concepts to Search Engine Advertising 

Now that it is clear where the Google advertisements are displayed I will continue 

with the basic elements of the Google Adwords programme. There are some 

important concepts about advertising in search engines that are worth noting: 

 

Pay Per Click (PPC): A payment model for advertisers with which they pay for every 

click on their advertisement. Google Adwords provides this model. 

 

Pay Per Action (PPA): A payment model for advertisers with which they pay for 

every action performed by a visitor. What this action exactly is is agreed upon by 

advertiser and advertising platform/network. This is used more often in Affiliate 

Marketing. 

 

Cost Per Click (CPC): This metric shows the actual cost per click. This is what an 

advertiser actually pays to the advertising network (Adwords for example). 

 

Cost Per Mille (thousand) (CPM): This metric shows the actual cost of displaying an 

advertisement a thousand times. Regardless of whether someone clicked on the ad, 

this is what an advertiser actually pays every time his ad is displayed a thousand 

times. This metric is common when advertising on websites. It can also be used in 

Google’s content network. 

 

Click Through Rate (CTR): This metric shows how many people clicked on an 

advertisement compared to the amount of times the ad is displayed. This metric is in 

percentages. It is a good indication of how well an advertisement is doing, although it 

does not say anything about the conversion rate. 

 

  



 49

Conversion: A metric showing how many desired actions have taken place. A desired 

action is often a sale, a registration, a download, or another action that the 

advertiser is pursuing. In the end, it’s all about conversion. After all, that’s what the 

advertiser is advertising for. This metric is in absolute number. 

 

Conversion Rate: This metric shows how many desired actions there are compared to 

the total amount of clicks. This is shown in a percentage. The higher this metric is the 

better. 

 

Keyword bid: The maximum amount of money an advertiser is willing to for one click 

on a keyword. 

 

3.4.3.3 Explaining an Adwords campaign 

Before starting an advertising campaign in Adwords, it is important to define a clear 

objective for this campaign. What is it that we want to achieve with advertising on 

Google’s search engine? Driving sales, generating leads, increasing the amount of 

downloaded material, or perhaps branding a new brand name, all different objectives 

require a different tactic towards setting up Adwords and towards setting up the 

website that is behind the Adwords campaign. It is very important to understand that 

Adwords only allows for getting people to a website. The desired action (i.e. selling a 

product) has to take place on the website itself. This means that if the Adwords 

campaign is working fine and driving traffic to a website which is very poorly made, 

the only thing that will happen is that visitors leave the website immediately after 

they have seen that the website is not what they expected it to be. This is a costly 

activity because of the PPC model; every click will be billed even though no sale is 

made. An important assumption I make here is that the website to which traffic has to 

be driven through an Adwords campaign is fully prepared for facilitating the desired 

action of its visitors. 
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Budget 

Another important factor that has to be decided on is the budget available for 

advertising. Adwords allow an advertiser to specifically define a daily budget which 

cannot be exceeded. If the budget is reached the advertisements will simply no longer 

be displayed. The Adwords system is programmed in such a way that over a month’s 

time, the daily budget is not exceeded. This leaves room for campaigns to exceed 

budget on a daily basis should there be a lot of people clicking on the advertisements. 

This way the advertiser can benefit from (temporary) high traffic. It would be a 

shame if the advertisements would no longer be displayed if there were still a lot of 

people that would possibly click on the ads.  

 

If Google notices that there are structurally more people clicking on the ads than the 

budget currently allows for it sends a warning to the advertiser that he is missing 

potential customers. The advertiser can then decide to raise the daily budget to attract 

the additional traffic. This is of course also in favour of Google’s own interests 

because they make more money this way. An advertiser should therefore always keep 

his own targets and budgets in mind. 

 

Keywords 

The most important aspect to any campaign is of course the keywords used. As has 

been explained in the SEO chapter, keywords are used to bring the visitor to your 

website. While with SEO the keywords are incorporated into the website’s copy, with 

Adwords keywords are defined in the Adwords programme. A combination of 

keywords on the website (SEO) and in the advertising activities (SEA) is even more 

powerful. 

 

The advertiser only enters keywords into the Adwords programme that are relevant to 

his proposition, his website, and his desired action. The keywords must accurately 

describe his product or service, type of business, or even brand name. Advertising on 

brand names can be illegal if the advertising party is not a reseller of the brand 

mentioned. It is also possible to use a certain brand name of a competitor as a 

keyword and display your own advertisement based on this keyword. This is of 
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Generic or specific keywords? 

Depending on what market an advertiser is in and how big his budget is, choices have 

to be made regarding what kind of keyword strategy should be used. A difference 

between generic and specific keywords has to be explained here. A generic keyword 

is a keyword which is descriptive in a very broad sense. Such keywords result in a 

huge amount websites and advertisements of competitors. For example, the keyword 

travel will result in many websites offering all kinds information about travelling. 

From backpacker websites to luxury hotels, everything will be displayed using this 

keyword. If a company wants to displays its advertisement when this keyword is 

used, it has to compete with a huge amount of competitors. Thus, CPC is extremely 

high and all other factors Google measures (relevance) have to be tip top. 

 

On the other end of the spectrum are the so-called long tail keywords. These 

keywords are so specific that not many people use them. This has a few important 

implications for advertisers. Because these long tail keywords are so specific they 

generate a lot less traffic and are therefore a lot less expensive than the more generic 

keywords. Also, the people that do use these keywords are searching much more 

specifically for something of their interest. They know much better what they want 

and therefore these people are very interesting for advertisers. After all, advertisers 

generally advertise to drive sales, not to freely spread information. So, long tail 

keywords generate fewer visitors to a website but the visitors that it does generate are 

more valuable than visitors coming to the website through generic keywords. If the 

advertiser is able to successfully market to these visitors, conversion rates will most 

likely rise. 

 

See figure 16 on page 54 for a detailed explanation. 

 



 

Figure 16 –

 

To continu

already m

about trav

this keywo

Travel to H

during oth

be used, so

offering tr

website op

someone u

(searcheng

“further al

search so 

specificall

– Long tail ke

ue with the 

ore specific

velling to Ho

ord. Travel 

Holland by 

her periods. 

o the more 

rips to Holla

ptimised an

using this ke

ginepeople.

long the buy

specifically

ly searching

eyword conce

travel exam

c than merel

olland will p

to Holland 

boat in Jun

The more s

down the gr

and by boat

d/or have an

eyword wil

com, 2007)

ying proces

y knows wha

g for someth

54

pt explained.

mple, for ins

ly travel. An

probably no

by boat wil

ne will rule 

specific the 

reen line in 

t and you ac

n advertisem

l visit your 

) makes is th

ss”. This ma

at he wants

hing and lik

4

. (searchengin

stance the k

ny website 

ot be mentio

ll rule out a

out more si

keyword ge

figure 16 it

ccept bookin

ment in Adw

site. Anoth

hat people u

akes sense b

. In my exam

kely to be w

nepeople.com

keyword trav

not offering

oned in the 

all airline ca

tes that mig

ets, the less 

t will go. If 

ng in June, 

words, you’

er importan

using long t

because som

mple, the se

willing to boo

m, 2007) 

vel to Holla

g any inform

search resul

arriers’ webs

ght offer trip

frequently 

f you are a c

and you’ve 

’re quite lik

nt point that

tail keyword

meone who w

earcher is 

ok a trip to 

 

and is 

mation 

lts for 

sites. 

ps only 

it will 

company 

got your 

ely that 

t 

ds are 

would 

Holland. 



 55

Costs 

Why does Google not charge the full € 2,00 per click that this advertiser offers per 

keyword? Below I quoted Google’s own answer to this question: 

“Keyword-targeted ads are ranked on search pages based on a combination of the 

matched keyword's CPC bid and Quality Score. Quality Score is determined by the 

keyword's clickthrough rate (CTR) on Google, relevance of ad text, historical 

keyword performance, landing page, and other relevancy factors. 

Having relevant keywords and ad text, a high CPC bid, and a strong CTR will result 

in a higher position for your ad. Because this ranking system rewards well-targeted, 

relevant ads, you can't be locked out of the top position as you would be in a ranking 

system based solely on price.” (Google Adwords, 2009b) 

It is important to notice that the landing page, the web page that is defined in the 

destination URL, directly influences the overall ranking of an advertisement. This 

means that if the landing page loads very slowly, has some kind of pop-up, is badly 

coded, or has some other negative factor, the performance of the advertisement is 

directly negatively influenced. Bidding more money per click would not result in 

much improvement. This would be a bad choice anyway because the visitor of the 

website would most likely leave rather quickly because of the poor performance of 

the website. 

Google deliberately lowers the Quality score of such websites because it wants to 

protect its users and the overall user experience. Google realises that the huge amount 

of people using Google is its biggest strength and that by offering the best possible 

user experience the people keep coming back to Google’s search engine and not 

someone else’s. 
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3.4.3.4 Concluding Adwords 

Now it should be clear in general terms how an advertiser can use Google Adwords to 

advertise by using Google’s search engine and Google’s content network using 

relevant keywords and advertisements. An insight has been given into the cost 

structure and how the advertiser can control his budget. Also, some important factors 

that influence the performance of an advertisement have been discussed. 

 

Some advantages of advertising using Google’s Adwords programme are: 

• Its huge market share. Almost every Internet user worldwide uses or at least 

know Google. 

• In depth control over budget. 

• In depth targeting of prospects. Determine in extreme detail on which 

keywords you want to be found. 

• Endless variation regarding Advertisement copy. Google automatically 

records statistics about which copy is working better. 

• Very detailed statistical information. 

• Useful link with Google Analytics to further analyse visitor behaviour. 

• Set up in a matter of hours. 

 

Though Adwords has certainly revolutionised the advertising world and 

professionalised the online advertising world rather quickly, there are also some 

disadvantages to Adwords. The main argument is that maintaining Adwords accounts 

is very time consuming. Especially when a company is using several accounts with 

several ad group (with many keywords), tuning every account can become a very 

strenuous job. Properly managing Adwords requires quite some knowledge about 

cost structures, bidding procedures, relevance, some technical aspects about websites, 

and coding. Not every company has the expertise nor the time to learn it all. 
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3.5 Affiliate Marketing 

“Where a third party advertises products or services on behalf of a retailer in return 

for an agreed commission for a sale or lead.” (Refreshed Media) 

 

This is how one company I found (when searching on Google using “definition of 

affiliate marketing” as a search query) defines affiliate marketing. They further 

mention that the success of affiliate marketing is the pay-for-performance principle. 

Advertisers only receive a commission when they have actually sold a product of the 

retailer. This is an important concept to understand because it clearly characterises 

affiliate marketing.  

 

One of the final points Refreshed Media makes is that affiliates are often “selected to 

ensure they are suitable to market the products of the retailer.” A retailer who is 

looking for doing business through affiliates will most likely contact affiliates which 

are related to his type of business. For example, a retailer selling children’s toys 

looking for an affiliate might find a suitable one in a website that writes about the 

latest toys on the market. After all, the audience of that website is likely to be 

interested in children’s toys so the retailer can expect that sales will be higher than 

when advertising his products on a website about football. 

 

The last point made is that often affiliates are aggregated into affiliate networks. 

These networks then do business with retailers, allowing them to do business with 

only one party which then selects the right affiliates for them and handles all the 

payments. For affiliates such a network is also preferable because they receive 

payments from one party (the network) while advertising for different retailers. 
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3.5.1 Affiliate marketing only suitable for B2C? 

If we look more closely at one of the Netherlands’ oldest affiliate networks M4N 

(www.m4n.nl), it appears as if they mostly work together with web shops or websites 

selling to consumers. They even mention on their homepage that they have a 

dominant position in the Shopping segment. M4n offers the possibility to browse 

through a list of all the ‘merchants’ that are doing business with affiliates through 

their network. A closer study of their list of merchants 

(http://www.m4n.nl/affiliate/merchants.jsf) confirms that a very large majority 

consists of ‘web shop’ like websites. On all these websites the visitor is able to 

immediately make a purchase through a transactional system and order a product. The 

only ‘merchant’ in the B2B section is actually M4N itself. 

 

B2B Affiliate Marketing 

Guise argues that B2B budgets primarily used for building awareness are no longer 

acceptable. She says that also B2B online campaigns must drive high-quality leads 

which in turn increase sales (Guise, 2008). In her article she mentions the example of 

an affiliate sending a visitor to a website of Microsoft (merchant in this example) 

where the visitor registers before downloading a white paper. In her example the 

affiliate is then rewarded because the visitor registered, providing Microsoft with a 

qualified lead. This scenario is also applicable to OSR, with the white paper being a 

legal course which is booked.  

 

3.5.2 Concluding affiliate marketing 

Affiliate Marketing is a system which is currently mainly used by websites selling to 

consumer. The principle however of sending traffic to a partner website should be 

suitable for B2B purposes as well. After all, many businesses have partnered before 

in various ways to gain mutual profits. Traditional affiliate marketing networks have 

not yet embraced the B2B aspect, at least not yet in the Netherlands. Nonetheless I 

personally believe there are possibilities for either those networks to further specialise 

or for business to initiate their own activities in this field. 
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4. International Benchmark 
 

4.1 Introduction to the Benchmark 

In this chapter I am looking at three different countries and more specifically to their 

markets for legal courses and training. I want to look at companies providing similar 

services as OSR in each specific country and discover any remarkable and useful 

information about how those companies are approaching the market, trying to attract 

customers, generating leads, dealing with competition, or in short how they are doing 

business. Because the focus of this dissertation is on answering the main research 

question, how OSR can operate more visibly to its target groups, a full benchmark 

with a predefined set of conditions is beyond the scope this work. After all, 

comparing foreign markets does not directly impact the online operations of OSR. 

This benchmark is an aggregation of ideas coming from the following markets that 

can possibly be applied to the recommendations for OSR: 

 

• The UK market 

• The Belgian market 

• The German market 

 

 

4.2 The UK market 

As is common in the Netherlands, in the UK it is compulsory for any law practitioner 

to continuously keep himself up-to-date regarding their profession. Every barrister or 

solicitor has to obtain a number of points each year. Researching the UK market for 

barristers and solicitors I quickly came across a few companies that offer legal 

courses in quite a different way than I had seen in the Dutch market.  

 

First of all there is CPDchannel (http://www.cpdchannel.com/index.php). This is a 

company that is offering courses online purely through their website. The courses 
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4.4.1 Concluding the German market 

The Germans are definitely a bit more conservative in their approach to the legal 

training market. In this very small comparison we have seen some attempts to provide 

courses (and information about courses) in a more modern way but those attempts do 

not match up to those seen in the UK.  

 

4.5 Concluding the benchmark 

This comparison’s only purpose is to provide some ideas about how business is done 

abroad. The research is far too small to draw any serious conclusions. I believe it is 

however interesting to see that the UK market was by far the easiest for me to 

research, almost even more so than the Dutch market. Another thing that struck my 

attention was the fact that there is a lot more advertising in the UK search engines on 

the keywords I used than for example in Germany. When I looked for “juristische 

fortbildung”, which freely translated means legal training, not any advertisements 

were displayed. While searching using the keyword “legal training” however, many 

advertisements were displayed. 
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5. Analysis and results 
 

5.1 Introduction to Analysis 

In this chapter I will use all the information and conclusions from the theoretical 

framework (p. 21) and apply that as best as I can to the situation of OSR Juridische 

Opleidingen. This analysis will provide the basis for the recommendations which will 

answer the vital question to this thesis: 

 

How can OSR Juridische Opleidingen operate online more visibly to its target 

groups? 

 

It is important for OSR to be more visible for its target groups: 

• Lawyers (and trainee lawyers) 

• Solicitors 

• Support staff 

 

Both independent lawyers and solicitors as law firms are part of the target groups.  

 

We know the target groups of OSR are looking for propositions like those of OSR 

because the target groups must follow courses and earn enough credits to stay in 

business. This is compulsory. Every fresh graduate and every seasoned veteran must 

adhere to this principle. 
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5.2.1 Current search engine marketing status 

Search Engine Marketing has never been an important issue for OSR. From the start 

of building their website, being ‘findable’ had not been incorporated into any plan, let 

alone the building process of the website itself. As it became apparent that 

www.osr.nl was poorly found by means of important keywords in Google, it became 

more of an issue. In the following chapters I will analyse the current situation along 

the theories presented in the theoretical framework. For clarity and consistency I will 

follow as much as possible the structure of the theoretical framework, addressing 

each discussed theory and comparing the current situation of OSR to those theories. 

 

 

5.3 Online activities of OSR analysed by means of Search 

Engine Optimisation theories. 

When Mrs Ellen van’t Hof and I were discussing the current situation with the web 

design bureau Yellowmind (which built the current website) it became clear that good 

performance in search engines was never high on the agenda. Mr Linnenbank of 

Yellowmind clearly stated that optimisation was never part of the project of building 

the website for OSR and because of that, features that would enhance the 

performance in search engines were not implemented or fully taken advantage of. We 

can use the three components of Thurow (Thurow, 2007) to analyse the current 

situation. 

 

5.3.1 How is the website of OSR performing regarding the 

Text Component? 

When we consider the text component in relation to the website of OSR, there are 

some things that could be communicated better, see figure 31 (p. 75).   
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In the period of the 24th of May until the 3rd of June, 11 more websites started to link 

to OSR.nl. It is quite possible that additional external parties added OSR to their 

website. It is also possible that extra links of OSR itself are added to this list. Of 

course OSR adds new pages to its website. According to Google’s webmaster tools, 

OSR has currently 774 incoming links. 

 

Paid partnership 

OSR has a paid subscription to www.recht.nl where new courses of OSR are 

published automatically. Recht.nl is a website on which news is published about 

everything about law and regulations in the Netherlands. Amongst others is provides 

an agenda relevant for lawyers and solicitors and on this agenda the courses of OSR 

are published.  Basically OSR has partnered with Recht.nl to draw more visitors to its 

website. The links on Recht.nl direct straight to the corresponding webpage about the 

specific course mentioned. This set up is of course meant to directly drive sales but 

indirectly it also helps the overall link popularity of OSR.nl 

 

Spreading the news 

Other than the partnership with Recht.nl, OSR has not purposefully structured 

activities to boost link popularity. Means such as press releases and/or white papers, 

even though they have a large group of highly educated employees, have not been 

deployed. For example, a white paper about a piece of legislation which is about to be 

passed, would be a good way to spread news, information, and (commercially 

tailored) knowledge through the Internet. When embedding a relevant URL in such 

digital documents, those documents turn into traffic drivers themselves. By spreading 

such high quality content, chances are that the content is again spread by the public. 

And, according to Jeff Jarvis (Jarvis, 2009 p. 38) “distribution by the public can be 

more effective and certainly a lot cheaper than marketing to attract an audience.” 

After all, if a document is sent to a person by someone that person knows, the 

document is more interesting than when it is sent by a commercial organisation. 

Somehow the document is worth the read, because it is so good, the person totally 

agrees or disagrees, or any other reason. Fact is that the work is ‘recommended’ by a 

peer. 
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A company such as OSR could decide to open a Twitter account as a company and 

use that account to spread relevant news. The trick with Twitter is not to send out too 

obvious commercial messages in the sense that you want to sell something directly. 

People do not like that. However, if, as OSR, you find some relevant information 

about new legislation or an interesting article which could be nice to read for your 

target group, it could be a good idea to share this knowledge. The more knowledge 

shared this way, the more people will follow your Twitter updates. This means you 

are gaining credibility and therefore might just be able to send the occasional message 

about a new available course. Courses could of course also be combined with a 

relevant news item.   
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In figure 43 (p. 87) we can see that there are many companies advertising on the 

keyword cursus sociaal recht. All 11 advertising spaced have been occupied. 

Advertising with this keyword will mean that OSR will have to compete with many 

other companies and this could mean that the CPC (cost per click) will rise. I have 

already explained that mere CPC is not the only factor determining the final 

advertising price but competition will definitely impact it. However, there is an 

opportunity here in the fact that none of the advertisers in this list are specifically 

advertising to lawyers and solicitors. All advertisers are either universities or large 

training providers who are targeting people that are looking to further educate 

themselves in order to achieve a certain degree. The target group of OSR consists of 

people who have, at a minimum, already obtained their law degree from university. 

OSR targets people from freshly graduated law students to highly educated, 

experienced professionals. Because OSR is offering services in this niche market, I 

see possibilities to prevent competing with more generic educational providers (such 

as NTI, LOI, and to a lesser extent universities). From a SEA perspective, niche 

marketing is easier than mass marketing. Because SEA is more effective when it is 

more relevant, a niche market providing a smaller but more specific set of target 

groups is more suitable than a mass market.  

 

 

5.4.1 Keyword Analysis 

In order to give an insight into the possibilities that search engine advertising might 

have to offer OSR, it is possible to use various tools to gain some understanding 

about how competitive the advertising market for legal services is at the moment. I 

have already shown that a more general keyword is used a lot by many advertisers 

(figure 43, p. 87). 

 

Below is a list of keywords retrieved from the OSR.nl website by a keyword Tool of 

Google’s (http://www.google.com/sktool/#keywords?start=20&site=osr.nl&q=). 
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Throughout the results of the keyword analysis (figure 46, p. 91) there are quite a few 

keywords of which Google was unable to give a proper estimation of the number of 

times those keywords were used in a search query. Of course this means that those 

are not popular keywords. However, if a keyword is not popular it does not mean that 

it is not effective keywords. Generally, keywords with a low search volume are either 

irrelevant or so specific that only a very small group of people uses them. Because 

this is a very specific group, the keyword is highly relevant to them and therefore it 

can be expected that people using that keyword know exactly what they are looking 

for. And, if someone knows exactly what he is looking for the chances that that 

person will perform a certain action once he found what he is looking for are higher 

than with more general keywords. For such purposes, many companies offering 

something specific are making use of the so-called long tail keywords (see page 53/54 

in the Theoretical Framework).  

 

 

5.4.2 Measuring results with Search Engine Advertising 

Because advertising is not free, measuring results is of course very important. As I 

already explained in the theoretical framework, Adwords allows advertisers to 

precisely budget their monthly expenses. Refer back to page 50 for more information 

on that.  Adwords allows advertisers also to tweak their campaigns, ad groups, and 

keyword lists (figure 14, p. 51) based on a number of factors (p. 48). For example, if 

the CPC of a keyword is becoming too high for the daily budget of an ad group (let’s 

say the CPC is € 2,- and the daily budget is € 10,-, after 5 clicks only on that 

keyword the daily budget is exceeded and soon the advertisement will not be 

displayed anymore, denying the other keywords to perform) , the advertiser has 

several options. He could decide to lower the CPC but then the keyword will not be 

able to compete with competing companies advertising by means of the same 

keyword. He could decide to remove the keyword from the ad group and invest the 

remaining money in the other keywords. This way he risks to lose a keyword with 

good performance. He could also decide to put the keyword into a new ad group, 
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On the same fair, I also spoke to Paul Schoenmakers, CEO of LeadMedia BV. He 

gave a presentation about affiliate marketing (which can be found on this website: 

http://www.leadmedia.nl/affiliate-marketing-succes/). After the presentation I 

approached him with the same questions I asked to the Zanox representative. Mr 

Schoenmakers was as clear as the Zanox representative and said that affiliate 

marketing currently is probably not the right tool for OSR to increase sales. 

 

5.5.1 Why should OSR still consider it? 

Even though several experts in the field told me that, currently, the business of OSR 

is not suitable for affiliate marketing it is in the end a matter of time before B2B 

affiliate marketing gains more momentum. As (Guise, 2008) already pointed out, 

B2B affiliate marketing should go beyond spending budget only building awareness 

and focus on driving leads and sales. For a semi-transactional website such as that of 

OSR (no money is transferred but a course is definitely immediately booked) and 

with the average course price of € 500,-, affiliate marketing should for some 

specialised parties be interesting. Maybe the business potential is not big enough for a 

professional affiliate network (Daisycon, M4N, Zanox, et cetera) to consider but for 

OSR it could be interesting. 
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6. Conclusions and Recommendations 
 

There are several methods discussed in detail which OSR can deploy in order to 

operate more visibly online. I have made clear that to operate visibly online means to 

be able to be found online. Search engines are the portals to all the content on the 

Internet and Google is the biggest and best portal to do this. For any company it is 

important to attract visitors to its website and the best way to do this is to have 

visitors find your site. The most important and valuable concept that is mentioned 

several times in this document is relevance. In the enormity of the Internet, relevance 

is what determines what we find when we are looking for something, or someone. 

How relevant is a website to my search query? How satisfied am I with the search 

results I am presented with? Modern search technology has enabled such questions to 

be answered in less than seconds. For OSR it is very important as well to be findable. 

Internet usage will continue to increase in every way imaginable. Not anticipating on 

this would be a mistake. Especially because OSR is actually offering its visitors the 

possibility to book a course through its website, it is vital to continue to improve 

search engine performance. After all, the target groups of OSR will become more and 

more computer-savvy and more relevant visitors mean more sales. Also, in the 

international benchmark it can be seen that foreign comparable organisations to OSR 

are already moving towards more online content. Companies in England and 

Germany are already offering accredited online course material. They are doing this 

through video and audio which the customer can use as often as he pleases. This is a 

totally different way of providing courses compared to the classical method of OSR 

of gathering a group of people in a class room and giving a lecture by one or more 

specialists. If OSR wants to continue to grow its business through its online 

marketing channel then it has to operate more visibly. To be able to do this, I have 

written the following recommendations. 
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6.1 Recommendations for OSR to operate more visibly 

 

How can OSR Juridische Opleidingen operate online more visibly to its target 

groups? 

 

This is the foundational question to this thesis and there are several answers to this 

question. For each of the answers I will indicate whether I think it is a must have or a 

nice to have answer. Obviously, the best would be to follow all my recommendations 

but I believe it is a good idea to prioritise the answers because some are more vital to 

the ‘solving’ the research question than others. 

 

6.1.1 Optimise! 

A must have to answering the research question is definitely optimising the current 

website for search engines. There is much that can be done to make the website 

appear on more results pages in Google than currently is the case. At least someone at 

the Marketing & Communication department of OSR should be able to manipulate 

the meta data of every page through a simple interface in the CMS system. As course 

information is often provided by teachers and/or course managers of OSR it would be 

even better if they would already specify what the exact contents of the course are. 

After all, they are the real experts on the subject matter of a course and they should 

know best which words best describe the content of a course. Part of this 

recommendation is also that OSR will start using the various keyword tools that are 

available to come up with synonyms of important keywords. I believe that this will 

also give insight into the whole search engine process to employees of OSR. It will 

increase their understanding of the importance of search engines to the success of 

online operations. 
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6.1.2 Write for web, properly 

Informing the people responsible for the content on the website of OSR, and the 

course contents specifically, of how to write texts specifically for website use could 

also benefit the optimisation purposes. Making people aware of how visitors of the 

website generally visit the website (through a search engine directly to the course 

content, not through the home page), and as such why well written course 

descriptions, well written meta data, and the incorporation of synonyms in the body 

text, along with proper use of titles and subtitles, will most definitely help. As the 

Marketing & Communication department is in the end responsible for the content of 

the website but does not have all the time in the world to check every piece of text 

being put online, a company-wide training session is definitely something I 

recommend. I consider it almost a must have to inform those people within the 

company about how their content is used by search engines and so make them aware 

that their efforts have a direct impact on the performance of the website and as such 

on sales. I would recommend the development of a web content policy in the form of 

a document which everyone can use to learn how best to produce an online text. This 

document should include a clear explanation of how visitors find OSR and why this is 

important.  

 

6.1.3 Further research link building 

Efforts such as the current paid subscription with Recht.nl are a good initiative and I 

think there should be more possibilities in this field. Many of the teachers of OSR 

work for law firms or are independent lawyers (or solicitors). As such, these people 

must have access to their company’s website (or their own) and they should be able to 

link to the website of OSR or even to their specific course page. This will make their 

website more relevant because they have additional information to offer and it will 

also benefit OSR. For teachers, I can imagine it can also be a matter of prestige if 

they are able to say that they are lecturer at OSR. After all, we are talking about a 

highly educated target group and for a lawyer to be able to teach other lawyers he 

must really be a specialist. I would recommend that OSR would invest time in finding 

possible partners for this purpose, both internally (lecturers working for OSR) as 
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externally (parties such as Recht.nl). A link building strategy is almost a must have 

because it is very useful for anyone within the organisation of OSR to be aware of its 

this importance. I think that if everyone of OSR would know why such links are 

important, there would be many people providing possible partner websites to share 

links with. Also I think that if the course managers of OSR would be aware of this, 

they would be able to provide a lot of websites of all their lecturers and their 

companies. Obtaining incoming links from those highly specialised websites (they 

are law firms after all) will not hurt the link popularity of OSR at all. 

 

In the same context as link building I recommend considering the affiliate marketing 

possibilities as well. I expect it will be difficult for OSR to find an affiliate marketing 

network that can help find publishers willing to advertise for OSR but nonetheless 

OSR can contact parties independently and try to work out a deal. Despite the fact 

that I expect it to be difficult to find a network willing to help, I do recommend 

starting with trying to find such a network. Affiliate marketing has some intricacies 

which are difficult to manage for a company such as OSR. Mainly determining the 

payment model and then registering statistics in order to correctly pay the affiliates is 

quite difficult. Affiliate networks are specialised in this. 

 

6.1.4 Try Adwords 

As I explained in the analysis chapter, an Adwords programme can be started for only 

a small fee. Because OSR does not have any experience with advertising using such a 

programme I recommend starting with a very small budget and just seeing how it 

works. In the analysis chapter I also showed how the best performing keywords 

currently generating traffic to the website can be used to get more suggested 

keywords which in turn can be put into an Adwords campaign. OSR can slowly learn 

this technique and experiment with it. Important here is that the concept of finding 

highly relevant keywords with low competition is clear and that people within the 

organisation understand this. Adwords is a process that needs regular maintenance, 

especially with bigger accounts, and when it is new to an organisation it especially 

important to keep track of what is happening. I do not recommend that OSR 
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outsources the Adwords activities yet to a specialised bureau. This is often expensive 

and another disadvantage is that OSR does not gain any knowledge about the 

programme and how it works. Furthermore, because I recommend starting small, it 

would be a waste of money to immediately hire a bureau to this work for OSR. In this 

stage, not being active with Adwords, it is a nice to have method.  

 

6.1.5 Look abroad 

Though my international benchmark in this dissertation is a very small comparison 

between a few countries and cultures, it did provide for some interesting findings 

already. Developments such as in England and, to a lesser extent, in Germany should 

not be missed by OSR. Offering accredited legal courses through a video presentation 

or audio file (podcast) is something no other legal training provider in the 

Netherlands is currently doing! Though it is far, far from the way OSR is used to 

offer courses and it is perhaps even against the nature of the organisation, it can 

provide interesting new possibilities. Offering courses through the Internet saves time 

and costs for locations. It can save OSR time, for example by combining an online 

and an offline part in a course. I can imagine with two day courses that the first day 

the ‘students’ prepare at home or at work through the online material. This way they 

can prepare in their own pace, rehearse the material as often as they want and come to 

the second day fully prepared. This allows OSR to charge money for a two day 

course even though there is only one ‘real life’ course day at the OSR premises. This 

could save money for location rental, and save the lecturers a day which they can 

spend otherwise. It also allows OSR to leverage its course prices because of the 

money they save on the first (virtual) day. Another advantage is that the online course 

materials only have to be manufactured once and then can be reused indefinitely. 

After all, the lecturer only has to record his session once and upload the video to the 

website. There it can be played as much as its viewers want. Online course materials 

can be linked to a student’s account and as such remain available for future reference. 

I recommend OSR researches these possibilities in more depth. It could prove useful 

for medium to long term (commercial) strategies.
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Appendix A – Google’s webmaster rules 
Google’s webmaster rules: 

• Make a site with a clear hierarchy and text links. Every page should be 

reachable from at least one static text link. 

• Offer a site map to your users with links that point to the important parts of 

your site. If the site map is larger than 100 or so links, you may want to break 

the site map into separate pages. 

• Create a useful, information-rich site, and write pages that clearly and 

accurately describe your content. 

• Think about the words users would type to find your pages, and make sure 

that your site actually includes those words within it. 

• Try to use text instead of images to display important names, content, or links. 

The Google crawler doesn't recognize text contained in images. If you must 

use images for textual content, consider using the "ALT" attribute to include a 

few words of descriptive text. 

• Make sure that your <title> elements and ALT attributes are descriptive and 

accurate. 

• Check for broken links and correct HTML. 

• If you decide to use dynamic pages (i.e., the URL contains a "?" character), 

be aware that not every search engine spider crawls dynamic pages as well as 

static pages. It helps to keep the parameters short and the number of them 

few. 

• Keep the links on a given page to a reasonable number (fewer than 100). 

• Review our image guidelines for best practices on publishing images. 

 

(Google, 2009c) 

 


