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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.



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.



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
(ChecklIT, 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:
e Lawyers (and trainee lawyers)
e Solicitors

e 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 6" of April until 6" 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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M Direct Traffic
2,341.00 (46.15%)

M Search Engines
2,048.00 (40.37%)

B Referring Sites
§34.00 (13.48%)

Figure 1 — Sources of traffic OSR.nl, April 6" — May 6™ 2009

From Figure 1 we can see that almost half of the visitors of OSR.nl come from direct
traffic meaning that the visitor simply typed in www.osr.nl or used a bookmark in his
web browser. Of course this means that the visitor somehow knows OSR. It could be
that the visitor is a regular customer of OSR or it could be someone who has just
heard of OSR or was otherwise informed of the existence of OSR. In any case, this
type of visitor is actively and specifically looking for OSR. This type of visitor is
quite important and valuable because quite possibly he already knows OSR and is
likely to visit the website of OSR with a specific purpose. Possibly this visitor already
knows a certain course is available, or at least suspects that OSR is offering what he
is searching. After all, he went directly to OSR to fulfil his need. Alternatively, this
type of visitor might have heard about the propositions of OSR and remembered or
recorded the website address and took the time to visit the site. In this case the visitor
has somehow been persuaded to visit the site and might be open to receiving

information or a compelling proposition

Traffic coming from search engines is inherently different from direct traffic in the
sense that this type of visitor is generally actively and specifically looking for a
special interest, instead of specific provider (though later I will show there are some
slight differences to this). This interest can be a certain product or service,
information, a certain concept, a computer file, a location or destination (or how to
get there), anything can be searched for. In case of OSR, this means that a visitor
entered a keyword relative to the business of OSR into a search engine, found OSR in
the search results and deemed the presentation of OSR in those search results

compelling enough to click on the result. The strength of search engines is that its
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users are actively searching for something. They are willing to spend time and energy
to find what they are looking for. By offering what they are looking for, providers can
attract visitors and if those visitors are looking for a product or service, they can
become customers. Being there for those who are searching is a form of pull
marketing (Deelstra, 2008a). This is a huge difference in comparison to other types of

marketing with which advertisers simply ‘push’ their message to their target groups.

Goal Conversion EQ‘ =i
Visits Pages/Visit Avg. Time on Site % New Visits Bounce Rate
2,048 4.79 00:03:06 45.91% 37.06%
% of Site Total: 40.37% Site Avg: 4.53 (5.66%) Site Avg: 00:03:02 (2.28%) Site Avg: 43.35% (4.89%) Site Avg: 38.42% (-3.54%)
Dimension:  Keyword 3 Visits -} Pages/Visit Avg. Time on Site % New Visits Bounce Rate
1. osr 757 6.00 00:03:28 29.59% 21.2T%
2. osrjuridische opleidingen 122 6.16 00:04:18 38.52% 15.57%
3. www.osrnl 53 457 00:04:32 15.09% 2453%
4. osrutrecht 48 7.08 00:06:24 47.92% 12.50%
5. osropleidingen 38 511 00:02:37 2368% 18.42%

Figure 2 — Top 5 Keywords OSR.nl search engine traffic, April 6™ — May 6" 2009

However, when we look at the 5 most used keywords with which the website of OSR
is found, we see something remarkable. All 5 keywords are directly related to the
name, or business, or location of OSR. So anyone who has entered one of these words
in a search engine to find OSR with already knows the company and/or its services.
Of the 2048 visitors who visited through a search engine, 48 even know that OSR is
located in Utrecht. Basically these visitors are the same as the type of visitors found
in direct traffic. They know or have somehow heard of OSR and are directly
searching for OSR, with the only difference being their method of entering the
website. From these figures it can be concluded that a large majority of website

visitors is already somehow familiar with OSR and its propositions.

This justifies efforts being made in attracting new visitors who are not yet familiar

with OSR but are interested in the type of services OSR is offering.
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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

22



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:

e Search Engine Optimisation (SEO)
e 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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3.3 Search Engine Optimisation

SEO is the process of making a website as easy to find as possible in the unpaid
search engine results for a specific target group (Deelstra, 2008b). To clarify what the

unpaid search engine results are, see figure 3 below.
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Figure 3 - Search engine results on Google. Paid and unpaid

In this example the keyword entered into Google’s search engine is search engine
optimization. In 0.17 seconds I am presented with the relevant results for this

keyword. The results in the red rectangles are sponsored links. Companies advertise
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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 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, 2009¢)(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.
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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):

e Text component
e Link component

e 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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Figure 3 — Text parts on www.OSR.nl

The text which is called Title here can be seen as the name of the website. This title is
displayed on the search engine results page (SERP) to notify a user of which website
he is looking at. The URL obviously displays the address of the website and can give
an idea about where the user is currently located on the website. The H1 and H2 tags
are technical terms for titles used on a page. H1 dominates H2, meaning that H1 is
used to display larger font sizes than H2, and so is more important. With H1 and H2
tags a clear structure can be made in the text, making it easier to scan and read and
also for search engines to interpret. The anchor text link is a piece of text which links
to another webpage and is displayed as normal text. Usually, the anchor text already
describes the content or purpose of the webpage it links to. For example in figure 3
the anchor text Lees meer (Read more) links to a webpage with more elaborate
content about the topic mentioned. Anchor text links are placed within the body text

of a page. Normal text links as displayed in figure 3 link to their respective, topical
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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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Figure 4 — Google’s Keyword tool — Analysis of www.osr.nl
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Figure 5 — Google’s Keyword tool — suggested keywords based on www.osr.nl

Meta Data
Meta data are data that describes other data. “It provides information about a certain
item’s content” (Techterms.com). The meta data of a website do exactly the same as

the definition, it describes the website’s content. It tells what the website is about, in
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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 1
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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<meta name="title"” content="Cursus training OSR Juridische Opleidingen" />

<meta http-equiv="CACHE-CONTROL" content="PUBLIC" />
<meta http-eguiv="FRLGMA" content="PUBLIC" />
smeta name="ROBOTS5" content="INDEX, FOLLOW" />
<meta name="ROBOTS" content="HNOLRRCHIVE" />
<meta name="revisit-after" content="1 days" />
<meta name="resource-type" content="document" />
<meta name="classification" content=", 0O5R, Zomerschool, 2002, komt, er, aan" />
<meta name="description"™ content="0SR Zomerschool 2008 komt er aan Ook dit jaar organiseert OSR
opnieuw de O5R Zomerschool Zoals u van ons gewend bent kunt u ook dit jaar weer deelnemen aan " />
<meta name="keywords" content=", OSR, Zomerschool, 2009, komt, er, aan" />
<meta name="copyright" content="0SR Juridische Opleidingen" />
<meta name="publisher" content="0SR Juridi=sche Opleidingen" />
<meta name="zuthor" content="0SR Juridische Opleidingen" />
<meta name="rating" content="General" />
<meta name="distribution"™ content="Flcobal" />
<meta name="content-language" content="nl" />
<meta name="verifv-v1" content="RAZDZREPtExCT77ZM+fzT7xt7emSi9¥XmI0ZgFS5+0EmMVERJM=" />
<!—— 2009 designed, developsd hosted by YellowMind b.v. - Tolweg 5 - 37£11M Baarn - Tel:

+31 {0)35 5486080 - wvww.YsllowMind.nl - info@¥=zllowMind.nl ——>

Figure 6 — Meta Data from www.osr.nl

With every web browser it is possible to retrieve the source code of a website. This
code is generally only interesting for web developers but this code also displays the
meta data of a website. In figure 6 we can see the meta description marked in the red
area. This code gives the description of the website which can then be displayed in
the search engine results page after a search query. The meta tags or keywords that

are defined are in the orange area (see above).
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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:

e Number of links to your website

e 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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“Linkbuilding 2.0”

More modern forms of link building are activities as writing blogs in which links to
relevant content (on our website) are incorporated. These links, presented as anchor
text, are more valuable because they are added to a relevant text and linking to a

relevant website.

With the introduction of the website www. Twitter.com, the term ‘Micro blogging’

has become well-known. This form of blogging has quickly become very popular and
when used in the right way it can definitely help the link building process. On
Twitter, users can post messages of only 140 characters in which they write about
what they are doing. Users can follow each other’s status updates and stay up-to-date
about what’s happening. In these messages people can also post links to websites,
videos, blogs, pictures, or any other online media. It allows them to quickly share
thoughts, opinions, et cetera but also possibly interesting professional resources such

as a good white paper someone found on Online Marketing that is posted on Twitter

so others can read it as well.

) Gijs Huisman (GijsHuisman) on Twitter - Mozilla Firefox

File Edit View History Bookmarks Tools Help

http://twitter.com/GijsHuisman @fj = ' keyword tool

is using Twitter as part of his
dissertation about online marketing :)

an 5 seconds age jrom weo

Interesting thoughts about Twitter's commercial advantages

oull o nbdro ugy UL 1 WWECU/EUR

Done

Figure 7 — My personal Twitter page
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Social networks
Next to Mirco blogging there are of course many online social networks such as

Facebook (www.facebook.com), MySpace (www.myspace.com), Hyves

(www.hyves.nl, mostly popular in The Netherlands), the more professionally oriented

LinkedIN (www.linkedin.com), and many, many more. On all these networks users

can share all kinds of information, including links.

©J Facebook | Gijs Huisman - Mezilla Firefox

File Edit View History Bookmarks Tools Help

i; ~ @ 3 &  E nttp/www.facebook.comhome.php#/profile.php?id=755063428aref: 7.7 = | |[G]* keyword tool Je

fﬂCEbODk Home Profile Friends Inbox Gijs Huisman Settings Logout

Gijs Huisman is using Facebook as well as part of his dissertation about Online

wall Info Photos Boxes HNotes =+

What's on your mind?

(=i Gl = JustGijs Just Friends © Settings
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7 seconds ago * Comment - Like

RECENT ACTIVITY

ﬁ Gijs commented on Dennis Jost's link.

View Photos of Me (153)
Edit My Profile
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E3 Applications 4 /e ad 2# Chat (Offine) E 1
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4 »

Transferring data from b.static.ak.fbcdn.net...

Figure 8 — My facebook profile. Facebook is probably the largest social network in the world.
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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:

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

e How long users stay on the website

e 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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3.4.1 Advertising using Google Adwords

In this dissertation only the Google Adwords advertising model will be elaborated on.
Google is by far the biggest search engine in the world with the most used advertising
programme. Competing search engines like Yahoo! or MSN only cover a very small
part of the search engine market (CheckIT, 2008). Alternatives however will be

mentioned at the end of this chapter.

Google’s Adwords programme allows advertisers to display their self-written (text)

advertisements next to search engine results (see figure 3 on page 24).

Google

AdWords

Advertise your business on Google

Mo matter what your budget, you can display your ads on Google and our
advertising network. Pay only if people click your ads.

"= Want help getting started with AdWords for your medium or large-sized
business? Contact our sales team.

Your ads appear beside People click ...And connect
related search results... your ads... to your business

Your ad here
=ee your ad on Google
and our partner sites.
ALY OUT- GO M pany-site. co

Figure 9 — Google Adwords’ simplified model
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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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May 24, 2009

Land Securities boss faces ultimatum

Jenny Davey

THE chief executive of Land Securities, Francis Salway, has been
given six months to come up with a radical business plan for the
FTSE 100 property giant — or face being sacked.

Alison Carnwath, the new chairwoman, has laid down the gauntlet
after a set of shocking results this month, which saw the company
plunge to a loss of £4.8 hillion.

There is thought to be growing concermn among the firm's
independent directors that it has lost direction. The outcome of the
review will determine the futures of Salway and Mike Hussey, the
group’s second in command.

Shares in the £3.7 billion group, which tapped investors for £755m

in a February rights issue, have underperformed the sector and the
FTSF 4NN cn far thic sinar
4

Done

TIMES RECOMMENDS
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» BA-record loss of £401m in
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» Moody's stops Wall Street
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QUOTE SEARCH
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Enter company name
] oo

» Company Lookup -

Summary

Figure 10 — Article on Times Online in the banking & financing section
Below the article on the Times Online website (figure 10) three advertisements are

displayed through the Google Adwords content network (highlighted in orange). See
Figure 11 on page 45 (both figures are taken from the same web page).
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Figure 11 — Three advertisements through the Google Adwords content network

The companies advertising here hope that the reader of the article is part of their
target group and may be interested in a new job or an MBA course. These
advertisements of course are displayed here because this article is placed in the
banking and financing section of the Times Online website. Because this article is

about quite a specific subject (financing), it can be assumed that most people reading
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such an article are somehow relevant to this section. After all, only someone

interested in financial information would bother to read this article. Another place

where we can find advertisements displayed through the content network is Google’s

free e-mail service Gmail. Anyone can use Gmail freely and unlimitedly but the user

will have text ads displayed next to his messages. The advertisements are displayed

there based on the contents of the message that the user is currently reading.
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In the orange-highlighted area of Figure 12 on page 46 three advertisements are
displayed which are based on the contents of a newsletter I received in February

2009.

3.4.3.1 There’s a difference between search and the content
network

Though people browsing the web are also looking for information, they are not as
specifically searching for information as people using search engines are. This is why
generally the cost per click (CPC) for advertisements displayed in the content
network is lower than the CPC for the search network. This is compensated by the
fact that advertisements in the content network are displayed much more often than
those in the search network. After all, people spend most of their time browsing
online, not searching using a search engine (every time someone opens a website

which is part of the content network one or more ads are displayed).

Country Unique Reach
== United States 76%
— Germany 89%

® Japan 86%
I I France 79%
=1= United Kingdom 76%
Global 75%

Source: comScore Networks machine-based panel

Figure 13 — Reach of Google’s content network (Google Content Network, 2009)

Figure 17 shows how Google itself believes it penetrated the online advertising
market. They claim to reach 80% of global Internet users (Google Content Network,
2009). Compared with the ChecklIT figures (CheckIT, 2008), although those only
apply to the Netherlands, this claim does not appear to be unlikely.
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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.
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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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course illegal and companies can easily complain to Google about this behaviour. I
personally filed such a complaint to Google when we discovered that a competitor of
OSR was using the brand name of OSR as a keyword. The advertisement of the

competitor was taken down the same day I filed the complaint.
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Max. CPC klikken ¥ CPC pos.
Inhoudsnetwerk totaal | e ochakeld whoua Automatisch 2 [Bewerken] 124 767420 O02* €132 vt
Totalen voor
i Ingeschakeld Standaard €2,00 [Bewerken 121 5128 236% €141 2.7
Totaal 245 772548 0.03% €136 36
[] ict rotterdam § Actief €200 43 1477 291% €150 25
[] ictleiden § Actief €200 19 440 432% €150 1.8
[] ictden haag Q| Actief €2.00 14 525 267% €153 3.0
[[] ict gouda § Actief €200 6 236 254% €113 1.9
[] ict haarlem Q| Actief €200 5 325 154% €146 24
[[] ict dordrecht § Actief €200 5 289 1,73% €139 2,0
[ |JYsieombehesr (@) Actief €2.00 4 183 261% €178 73
otterdam
m |yetoembahoar (@) | Acties €2.00 3 154 195% €193 6.1
trecht
[] "ict gouda” Q] Actief £2.00 2 28 714% €115 13
[ [ict leiden] § Actief €200 2 26 T69% €134 1,2
[ [ict rotterdam] Q] Actief €2.00 1 54 185% €075 15
[] Tict dordrecht” § Actief €200 1 29 348% €153 1.2
m | Jysteembeheer (@ | o €200 1 19 526% €124 45
Gouda
ul "Systeem?eheer QY Actiet £2.00 1 18 bh6% €16/ 6.2
Den Haag
m | Systeembeheer (@ | acties €200 1 4 2500% €1.78 1.0
Lisse
— [Systeembeheer Q) e 9
' Dordrecht] =7 Actief €200 1 2 50,00% €155 45
] "ict rotterdam” Q| Actief €2.00 0 141 0,00% - - 28
[] "ict den haag” Q)| Actief €200 0 88 0,00% - - 36
[ [ict haarler] § Actief £€2.00 0 55 0.00% - -l 23
[ Tict leiden” § Actief €200 0 46  0,00% - - 1.8
Daone I - adwords.geogle.nl

Figure 14 — Keyword list in an Adwords account of MostWare (my employer). Used with

permission.
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In figure 14 (p. 51) we can see some of the concepts mentioned earlier. The left
column (zoekwoord) displays the keywords on which this advertiser is currently
advertising. In the middle we can see the keyword bid (huidig bod) that the advertiser
is currently willing to pay per keyword (per click). This bid is now a maximum of

€ 2,00. We can see the number of clicks every keyword has received (aantal klikken),
the number of times the advertisement has been displayed per keyword (vert.), the
CTR per keyword, and the average cost per click (cpc) (gem cpc). The actual costs
(kosten) have been blurred for competition sensitivity reasons. The last column
displays the average position on the search results page that the keyword yields for

the linked advertisement.

We can also see from figure 14 that the content network (inhoudsnetwerk) resulted in
much more displays than the search network. There were 772,548 displays in the
content network and only 5,128 through the search engine. The content network
resulted in 124 clicks and the search network in 121. This affirm my earlier
statements about the content network in the fact that it displays advertisements so
many times more because people spend a lot more time on regular websites than on
search engines. We can also see that the average CPC is a bit lower on the content

network than the search network.

This overview of keywords is just one out of many of this account. These keywords
belong to an ad group, and an ad group belongs to a campaign. One campaign can

have many ad groups.

campaign | campaign ' campaign
1 P 3

ad group ad group ad group ad group ad group ad group

keywords keywords keywords keywords keywords keywords

Figure 15 — Hypothetical structure of an Adwords Account
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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.
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Figure 16 — Long tail keyword concept explained. (searchenginepeople.com, 2007)

To continue with the travel example, for instance the keyword travel to Holland is
already more specific than merely travel. Any website not offering any information
about travelling to Holland will probably not be mentioned in the search results for
this keyword. Travel to Holland by boat will rule out all airline carriers’ websites.
Travel to Holland by boat in June will rule out more sites that might offer trips only
during other periods. The more specific the keyword gets, the less frequently it will
be used, so the more down the green line in figure 16 it will go. If you are a company
offering trips to Holland by boat and you accept booking in June, and you’ve got your
website optimised and/or have an advertisement in Adwords, you’re quite likely that
someone using this keyword will visit your site. Another important point that
(searchenginepeople.com, 2007) makes is that people using long tail keywords are
“further along the buying process”. This makes sense because someone who would
search so specifically knows what he wants. In my example, the searcher is

specifically searching for something and likely to be willing to book a trip to Holland.
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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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Kop:

Advertisements

The Adwords programme allows advertisers to easily create many different
advertisements. Advertisers can link these ads to a group of keywords and let
Google’s system determine which advertisements are most successful. Often
advertisers will find out that small changes to an advertisement result in better
performance. This testing mechanism allows advertisers to continuously optimise

their campaigns and learn which advertisements work and which do not.

| Maximaal 25 tekens

Beschrijvingsregel 1:

Beschripvingsragel 2

Maximaal 35 tekens

Maximaal 35 tekens

Zichtbare URL: = http://

Bestemmings-URL: 2 http:f/ ~

Maximaal 35 tekens

Maximaal 1024 tekens

Adverientie opslaan ][ Annuleren ]

Figure 17 — Making a new advertisement in Google Adwords

In Figure 17 we can see how a new advertisement can be entered. The lay-out is like
this:
Header (kop, 25 characters max)
Description 1 (beschrijvingsregel 1, max 35 characters)
Description 2
Visible URL

Destination URL

(beschrijvingsregel 2, max 35 characters)
(zichtbare URL, max 35 characters)

(bestemmings-URL, max 1024 characters)
The destination URL is the web address of the website where the advertiser wants the

visitor to go to. This is not visible in the advertisement. See figure 19 (p. 57) to see

how the advertisement is displayed on the search engine results page.
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Search Engine Marketing
SEM Agency Offer Customer & Profit

Focused PPC and SEO. Get A Quote!
Searchlaboratory com/SEM_Sernvices

Figure 18 — Advertisement on Google.co.uk after a search query for Search Engine Advertising

The header, description lines 1 and 2, and the visible URL as displayed in figure 18
result in the advertisement displayed in figure 19. Important to note here is that the
more similar the text of the advertisement is to the search query, the more bold text
will appear in the ad. Bold text stands out more and thus signals that the
advertisement is relevant to the search query. In the example above I searched for
Search Engine Advertising but this advertisement is displayed as well. The Google
Adwords system understands that Search Engine Marketing is very similar to Search
Engine Advertising. Moreover, this particular advertiser, SearchLaboratory.com,
most likely has Search Engine Advertising as a keyword in their Adwords
programme but they do not display an ad specifically for it.

= search engine advertising - Google Search - Mozilla Firefox

Eile Edit View History Bookmarks Tools Help

@ a c ) {ut '-.‘ http:_r'_.-'\c\nuwv.google.co.uk,-‘search?hl=en&q=search—engine—advenising&hiT,fg" = ' kangen )T‘
Web |mages Video Maps MNews Shopping Google Mail more v Signin *

GO L)gle search engine advertising w

Search: © theweb ' pages from the UK

Web Show options. .. Results 1 - 10 of about 47,800,000 for search engine advertising. (0.22 seconds)
Buying Your Way In: Search Engine Advertising Chart - Search ... Sponsored Links

The search engine advertising chart below can help you understand the main forms of ads
you may encounter on various popular search engines. ...
searchenginewatch.com/2167941 - 63k - Cached - Similar pages

Google Search Advertising
Get Qualified Visitors To Your Site
Place Your Ad On Google Today!
Search Engine Advertising - Search Engine Waich (SEW) www_Google.co.uk/AdWords

This page formerly offered a compilation of articles from Search Engine Watch and
across the web that covered the topic of search engine advertising.

Search Engine Marketing
Experts In Running Search Accounts

searchenginewatch.com/2156561 - 52k - Cached - Similar pages 3 . 2

For Small to Medium Size Businesses
Book Search Engine Advertising Increases Sales | earn About PPC ... vy Latitude-Express.com
Search Engine Advertising, Buying Your Way to the Top to Increase Sales, Revision 2. Search Engine Marketing
st scarchengimassles.comy 13 - Cached - S vages SEM Agency Offer Customer & Profit

Focused PPC and SEO. Get A Quote!

Search Engine Optimization Services | Marketing. Advertising SearchlLaboratory.com/SEM_Senices
Proven search engine optimization serices to improve your website ranking. Customer
Magnetism offers search engine marketing senices for organic and paid ... Sﬂm .
www._customermagnetism_com/ - 23k - Cached - Similar pages Meetl_ng your D”I_‘"e needs_

Creative, strategic & technical
Search Engine Advertising: Buying Your Way to the Top to Increase .. - RS CRk

Figure 19 — Google results page where the ad is displayed
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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:

e Its huge market share. Almost every Internet user worldwide uses or at least
know Google.

e In depth control over budget.

e In depth targeting of prospects. Determine in extreme detail on which
keywords you want to be found.

e Endless variation regarding Advertisement copy. Google automatically
records statistics about which copy is working better.

e Very detailed statistical information.

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

e 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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Buyer/Seller Affiliate

Step 1
Step 2
Step 3

Customer

Figure 20 — Affiliate marketing scheme (GDlexplained.com)

Figures 20 explains in a schematic way how an online customer comes to the
affiliate’s website, browses and clicks on a product he finds interesting or wants to
buy and with this click the visitor is redirected to the retailer’s website. If the
customer makes a purchase, the affiliate who directed the customer to the retailer will
be rewarded. Often, affiliates advertise the products or services they are selling even
though the products are not property of the affiliate. It is possible that the affiliate
website looks like it is actually part of the retailer’s business instead of being an
independent business. In any case, affiliates too can engage in SEM activities to

generate traffic to their website and hopefully drives sales.
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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 |
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:

e The UK market
e The Belgian market

e 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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consist of videos presented by professional barristers, on various topics. They offer

various one-hour courses and these are worth one Continuous Professional

Development (CPD) point.

¥ CPD Channet: Course List - Mozilla Firefox

File Edit View History Bookmarks Tools

Help

- c X {at Lj http://www.cpdchannel.com/course/list.php

( CPPD cHaNNEL

My Courses | Member & | Sign up | Contact | Cart =

Continuous Professional Developme

[ vomo | Cowseuist | Accredtaton | Clentst | Prcng

Sort by Code = Ascending ~ Al -
Code Practfice Area Course Title Price
CPDC 1 Capital Markets Market Knowledge 40.00 Preview Addtomycourses
CPDC 2 Civil Procedure CPR Part 36 Update 40.00 Preview Addto my courses
CPDC 3 Company Law Freezing Injunciions 40.00 Preview Addto mycourses
CPDC 4 Company Law Key Changes to Company Administration 4000 Preview Addtomycourses
CPDC5 Company Law Key Changes to Directors Duties 40.00 Preview Addtomycourses
| CrDC 6 Company Law The Companies Act 2006 (Tart 1) 40.00 DPrevi Add to my courses
CPDC7 Company Law Transparency Obligations Under The Companies Act 40.00 Preview Addtomycourses
CPDC 8 Criminal Law Anti-Social Behaviour Orders 40.00 Preview Addto my courses
cropcsa Criminal Law Conspiracy and Monsy Laundering 40.00 DPreview Addto mycourses
CPDC 10 Criminal Law Fraud Act 2006 40.00 Preview Addto my courses
CPDC 11 Criminal Law Insurance Fraud 40.00 Preview Addto my courses
CPDC 12 Employment Law Rolled Up Holiday Pay Part 1 40.00 Preview Addto mycourses
CPDC 13 Employment Law Rolled Up Holiday Pay Part 2 40.00 Preview Addtomycourses
CPDC 14 Employment Law Dispute Resolution Procedures 4000 Preview Addtomycourses
CPDC 15 Empluyrmenl Law Relitemenl and Dismissadl 40.00 Pieview Addlo iy couises
CPDC 16 Employment Law Statutory Discipline Regulations 40.00 Preview Addto mycourses
CPDC 17 Family Law 7 CGT Traps for Family Practitioners to avoid 40.00 Preview Addto my courses
CPDC 18 Family Law Arguing conductin AR cases 40.00 Preview Addto mycourses
CPDC 19 Family Law Cohabitation, pre-nuptial and separation agreements 40.00 Preview Addtomycourses
CPDC 20 Family Law Enforcing Contact Orders 40.00 Preview Addtomycourses
Ccroc 21 amily Law Removal of a child from the Jurisdiction 40.00 DPreview Addto mycourses
CPDC 22 Family Law Special Guardianship Orders 4000 Preview Addtomycourses
CPDC 23 Family Law The fall out from Millerc Farlane 40.00 Preview Addtomycourses
CPDC 24 Health and Safety Corporatc Manslaughter Part 1 40.00 Preview Addto mycourses
CPDC 25 Health and Safety Corporate Manslaughter Part 2 40.00 Preview Addtomycourses
CPDC 26 Human Rights Article 2, Van Colle v CC Herts Police 40.00 Preview Addtomycourses

Ntp://www. cpdchannel.com/course/checklogin.php?course_ld=70

Figure 21 — CPDchannel’s list of courses

In figure 21 we can see CPDchannel’s list of courses. All courses are worth £ 40,-

and can be previewed on site. Customers can earn additional points by taking the

accompanying multiple choice test. After submitting the test and passing they receive

a certificate via e-mail.
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The second interesting party I found is called CPDcast
(http://www.cpdcast.com/static’home). As CPDchannel, this company is fully
accredited by the UK Bar Standards Association. CPDcast is specialised in offering
courses online as Podcasts. A podcast in this sense is nothing more than an audio
recording of the legal course, which can be listened from the website or downloaded
and played using any portable music player supporting MP3 or simply on the user’s

computer.

©J About legal CPD podcasting - CPDcast.com - Mozilla Firefox

Lile [Cdit Yiew Illistory Dookmarks Tools llelp

ﬁ c A {at @ hittp://www.cpdeast.com/stati/how_legal_cpd_podcasting_works :( = v s00gle ,'T
®
CAST Call: 020 7242 1143

Home | Browse the CPDcasts

Find out more about... = Contact Us I Register

CPD Podcasting: How it works

Step One: Register

To use CPDcast®, please take a moment 1o register

Register Registering allows you to collect points for listcning
Your data will remain totally confidential at all times!

Step Two: Browse

Bruwse lhe CPDcasl Diteclu

Choose from over 210 accredited CPD podcasts
Add your chosen CPDcasts to your basket then check out

Step Three: Download

Pay £25 per CPDcast or less by buying unlimited access
Listen online or transfer the CPDcast to your MP3 player
Tou prinl your CPD puinls wr lislen again, visil My Accournl

Step Four: Listen

Listen Tor 3Umins and automatcally get 1/2 a CPD point
Take the optional accreditation test and you can upgrade to

= 1 Accredited CP'D Moint for Solicitors & ILCX

= % an Accredited CPD Point for Bamisters e

Figure 22 — CPDcast, providing courses in audio for barristers, solicitors, and support staff
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Solicitors will get 1 Accredited CPD Point (60 minutes) for listening to the CPDcast and
passing the (optional) accreditation test: or 2z a CPD point (30 minutes) for just listening to it

Please visit our CPD for Solicitors page for more details

Barristers will get 2 a CPD point (30 minutes) for listening to a CPDcast. If they take and pass
the accreditation test they will get Half an Accredited CPD Point (30 accredited minutes)

Please visit our CPD for Barristers page for more details.

Ledal C = CLTIVEaESE

Legal executives will get 1 Accredited CPD Point (60 minutes) for listening to the CPDcast

and passing the (optional) accreditation test; or 2 a CPD point (30 minutes) for just listening fo
it

Figure 23 — CPDcast score system

The system with which extra points can be obtained by taking an additional test is
exactly the same as that of CPDchannel. CPDchannel does however not make a

distinction between barristers and solicitors while CPDcast does.

4.2.1 Innovative compared to Dutch providers

Techniques such as these two companies use have not yet been adopted in the
Netherlands. None of the providers of (legal) courses in the Netherlands offer such
services. Providing video or audio files whether it is for download purposes or not,
allows the organisation providing these files to be more adaptive and cost-efficient.
Also, an interesting point is that these two companies offer courses of only %2 or 1
point. Established Barristers have to earn 12 points yearly and solicitors even 16 (of

which 4 by attending training).
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4.3 The Belgian Market

The Belgian market is not very dissimilar to the Dutch market. There are many
institutes offering courses and training and there only very few which are offering
courses specifically for legal professionals. A large majority of the organisations offer
legal courses for ‘normal’ professionals. The organisations that I could find offering
courses for lawyers or solicitors are large institutes which have only some areas of

law in their portfolio.

The biggest and most well-known organisation is Kluwer

(http://www.klu.be/Default.aspx?culture=nl), which is also a competitor of OSR in

the Dutch market. Kluwer offers a wide range of courses in a large variety of areas.
Also, their judicial section is extensive. Although Kluwer has a large number of
courses that they offer, their way of presenting their offerings is exactly the same as

any other training provider.

) Kluwer Opleidingen - Juridisch - Mozilla Firefox

File Edit View History Bookmarks Tools Help
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Open opleidingen en

AL AE S L a = Direct Inschrijven
» In company training & Juridisch print &
2 Execu_tl e Eraleg?w%r > Congressen en studiedagen E-mail
coaching ;
= Handels - en economisch recht 4
» | eertechnalogie & > Vennootschapsrecht Abonneer Gratis
e-learning > Fiscaal recht
> Sociaal recht
= Familierecht en Familiaal vermogensrecht
» Referenties > Verkeersrecht
> Strafrecht
= Trainers en docenten > Milieurecht
et > Publiek recht ' |
: g;g;l#;;r > Andere rechtstakken L@ga l'

=\Maorldl -

Done

Figure 24 — Kluwer’s overview of legal categories.
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Next to Kluwer I found a lot of providers offering only a few legal courses.

Following is a short list of some of the more relevant Belgian companies I found:

1 [sdworx

Aesult driven HR

Figure 25 — Sdworx is offering some social law courses

1. SDworx. This company offers training in various areas. Their legal
proposition consists solely of some courses in the area of social law. (SD

Worx, 2009)

VORMING & CONSULT

UP_-RADING

Figure 26 — Upgrading offers some social law courses

2. Upgrading. Upgrading is also offering some courses in the area of social law

next to several non-legal areas. (Upgrading VZW, 2009)

4.3.1 Not much difference with the Netherlands

The Belgian market of legal courses and trainings is not innovative as the UK market
nor as transparent as the Dutch market. There are many small institutes that offer a
little bit of training in a lot of different areas. Except for Kluwer, I have not been able
to find another significant party offering a lot of legal courses aimed at legal

professionals.
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4.4 The German Market

With Germany being such a large country, I would have expected more innovative
solutions like we saw in the UK market. I could find the Podcast and video provider

in the UK quite easily using a search query in Google. Finding a provider in Germany

was a bit more difficult, but I managed:

) Law Podcasting - Das erste deutsche Anwalts-Audio-Blog - Kanzlei Dr. Bahr - Mozilla Firefox

File Edit View History Bookmarks Tools Help

= c ‘zr | O hitps/fweww.law-podeasting.de/ 3‘ b ' )_

=

-~
Kanzlei Dr. Bahr Das erste deutsche Anwalts-Audlo-Blog
Home Alle Podcast anzeigen [R55] Beitrage
Uber das Law Podcasting Gewerbl. Adresshandel (13) [R55] Beitrige + Komm.
Kontakt Gewerbl. Rechtsschutz (159)  iTunes-Link
Impressum Gliicks- / GewinnspielR (49)
ICOM / Comics (1)
Presserecht (1)

Recht d. Neuen Medien (161)

Sie finden auf Law-Podeasting.de aktuell 121 Podeasts. Ingesamt mehr als 11 Stunden Dauer.

Die eierlegende Wollmilchsau: Die Einwilligungserklarung im
Datenschutz- und Wettbewerbsrecht

Es ist die berihmte eierlegende Wollmilchsau, Gber die der heutige
Podcast berichtet: namlich die Einwilligungserkldrung im Datenschutz-
und Wettbewerbsrecht.

Kaum ein anderes Thema im gewerblichen Adresshandel ist so hiufig
Gegenstand rechtlicher Auseinandersetzungen wie die Einwilligung nach
§ 4 a Bundesdatenschutzgesetz.

Alternativer Download als MP3
(5.8 MB | 6:18 min)

Mit diesem Thema beschaftigt sich der heutige Podcast

# 21/05/2009 | Kommentare (0) | Gewerbl. Adresshandel | Recht d. Neuen Medien | Gewerbl. Rechtsschutz

Figure 27 — Law-podcasting.de, currently offering 181 podcasts

Too bad for all the lawyers and solicitors in Germany though, this website provides
actual podcasts, namely recordings of radio sessions and these recordings are not
accredited by the German Bar association. The podcasts are about all kinds of judicial
developments (in Germany) but they are no way near the level of an actual course.
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Another company has done a similar job to the English by providing online videos

“for lawyers, by lawyers.” This company is Advobildung. Though much can be said

about the lay-out of their website, at least they offer online video material.

5 Advobildung - Mogzilla Firefox
File Edit View History Bookmarks Tools Help

G 2 & B vuessesadvobildung.de/advo_indexphp 77 - NG| seogle JE

Advobildung.de

Juristische Forthildung

Startseite | Partner | Kontakt | Impressum ] -
-

von Juristen fiir Juristen

» Vor-Ort-Seminare

Willkommen bei advobildung.de

Die Advobildung GbR veranstaltet Fortbildungen fir Rechtsanwalte, [Samstag, 24.01.2009]
» Online-Video-Seminare  Fzchanwalte und Fuhrungskrafte. in Bissendorf (Osnabriick):

» Referenten / Partner "Aktuelle Recht-

» DAV Fortbildungs- sprechung Autokauf”
bescheinigung Herrn Joachim Otting

+ Kunden werben Kunden

Unser Seminarangebot:

L= EAD [Samstaaq, 24.01.2009]
» Seminaraufzeichnung in Bissendorf (Osnabrick):
e Verkehrsstraf- und

Verkehrsordnungs-

widrigkeitenrecht”
Herrn Detlef Burhoff,

Richter am OLG Hamm

» iber uns

» Medladaten

» Kontakt

[Freitag, 20.02.2009]
"5. Schittorfer
Arbeitsrechtstagung”
Yor-Ort Online-Yideo Herrn Dietrich Boewer,

Vors. Richter am LAG
Diisseldorf a.D.

Gratis-Seminar > RVG <

e

NEU: Ab sofort zeichnen wir auch fir Sie Kongresse, Seminare Prof. Dr. Ulrich Preis, Uni
H oder Produktprasentationen zum Pauschalpreis auf. Kéln
[20 Minuten] pe-. Mmehr [.-. mehr]

} ... alle Termine & News

Wir freuen uns auf Sie!

Mdchten Sie iiber neue
Seminare und Updates
informiert werden?

wir infunmieren Sie geme,
bitte hinterlassen Sie Ihre
eMail-Adresse hier:

anmelden

Ihre Daten werden nur fir
unsere Mailings verwandt
und werden abeolut

wertraulich hehandelt.
Done

Figure 28 — Advobildung’s old fashioned looking website is offering online video material

Advobildung offers its video content for € 89,-, which then allows the customer to
view the material as often as he wants for a period of three months. All video material

is certified.
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The last German company in this benchmark is the Anwaltakademie. This is
obviously a more traditional organisation compared to the others because their
website simply lists all their courses in categories in which Anwaltakademie is

specialised. The list is rather impressive as it is probably the biggest of all companies

mentioned in this comparison.

) DeutscheAnwaltAkademie - Wir bilden Sie fort - Mozilla Firefox

File Edit View History Bookmarks Tools Help

@ - c A |;'] http://www.anwaltakademie.de/ Tﬂ,’ = ' g /
A N
DeutscheAnwaltAkademie Veranstaltungen Mein Konto Suche Informationen
= Agrarrecht

B Anwalt in eigener Sache

® Anwaltsnotariat

= Arbeitsrecht

= Bank- und Kapitalmarktrecht
= Baurecht

= Fhe- und Familienrecht

= Erbrecht

= Gebiihrenrecht

® Gewerblicher Rechtschutz und Urheberrecht
= Handels- und Gesellschaftsrecht

u [T-Recht

u |nsolvenzrecht

H Internationales Recht

u Mediation/AuBergerichtliche
Streitbeilegung

u Medizinrecht/Arztrecht

B Mict- und Wohnungscigentumsrecht
u Mitarbeiterseminare

u Sozialrecht

= Steuerrecht

m Strafrecht

® Transport- und Speditionsrecht

= Verkehrsrecht

= Versicherungsrecht

= Verwaltungsrecht

u Zivilprozess und Zwangsvollstreckung

= Sonderseminare

Done

Figure 29 — The website of the Anwaltakademie with all its areas of expertise.
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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:
e Lawyers (and trainee lawyers)
e Solicitors

e 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 Current situation of OSR

The main driver for this dissertation is the current situation which is not satisfactory
in terms of number of attracted website visitors and accompanying course sales. On
the very first day I discovered that there was a critical error in the technical design of
the new website (launched beginning of March). A file called Robots.txt (The Web
Robots Pages, 2008) which is part of every website and which determines which
crawlers are allowed to index the website was configured incorrectly. Before the
launch of the new website, Yellowmind had built a test version of the website which
should not be indexed yet. After all, a test version is where you make your changes
and where you try things. It is not preferable to have those tests be indexed. Because
of this, Yellowmind blocked Google’s webcrawler. However, when the new website
was finished and launched, they forgot to terminate this blockade, rendering the new
website unindexed for more than a month. After I discovered this, the blockade was
immediately lifted and soon Google started to index the website. Despite solving this
problem early on, the main goal of generating more traffic and increase course sales

has not lost priority.

Dashboard Jun 1, 2008 - Jun 3, 2009
Site launch

A Vigits E =

3,000 3,000
o ) -t o o
Dt il S i Y L =" N\, N\, AN
1500 Sy . gumt—¥ v ""\.I’ g e '*-..n"“-\ . .—-‘\ 1,500
gy -.._.‘_. - =0 o=
[ T T
emml
TJun1, 2008 - Jun 7, 2008 Aug 3, 2002 - Aug 9, 2008 Oct 5, 2008 - Oct 11, 2008 Dee T, 2008 - Dec 13, 2008 Feb 8, 2009 - Reb 14, 2009 Apr 12, 2009 - Apr 18, 2009

Figure 30 — Year overview of traffic to www.osr.nl — retrieved from Analytics

In figure 30 we can see that there is a decline in traffic that started in January 2008.
The launch of the new website triggered a small increase in traffic but soon after the
decline continued. OSR started using Google Analytics beginning of June 2008 so a
direct comparison between the months of June in 2008 and 2009 is not possible at
this moment. However, the graph clearly shows that from launch date there has not

been an increase in traffic.
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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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9 Cursusaanbod Sociale zekerheidsrecht - OSR Juridische Opleidingen - Mozilla Firefox

File Edit View History Bookmarks JTools Help

@ A J http://www.osr.nl/00/OSR/nI/38/courses/I/SOZA/Sociale_zekerheid.html

Home OverOSR Nieuws Contact Locaties Voorwaarden Vacatures

oSl

juridische Soclale Zekerheld
opleidingen

Voor hat volledige sanbod van cursuzzen op hat gabiad van Sociale Zakarhaid bant u bij OSR aan hat goad adras!
Voor de advocaat-stagiaire en andere beginnende professionals op dit terrein is er de leerijn sociale zekerheid: van
een tweetal basiscursussen, waarin u word: wegwijs gemaakt in de structuur en uitgangspunten van de sociale
zekerheid, tot aan procederen in scciale zekerheid. Alles wat u nodig hebt als beginnend sociale zekerheidsadveocaat
vindt u hier.

Uiteraard is er voor de meer ervaren rechishulpverleners en beleidsmedewerkers ook een breed aanbod op terrein
wvan het arbeidsongeschiktheidsrecht, de bijstand, Wmo en fiscale regelingen. En met de actualiteitencursus bent u

Aansprakelijkheid & e cht altiyd up to date!
Al cht

Cursusaanbod Sociale zekerheidsrecht Eerstvolgende startdatum:
Algemeen civiel Kennisnet sociale zekerheid *** 11/03/2009
e Behandeling van (esnvoudige) fiscale zaken van particulisra clignten * 17/06/2009

Belastende besluiten in de WWB *=a 17/06/2005
Arbeids- en pensioenrecht Zomerschool actualiteiten sociaal zekerheidsrecht **a 28/08/2009
Belastingrecht VS0 Basiscursus Sociaal Zekerheidsrecht 1 * 21/05/2009

Special Wwhb: Work First **a 23/09/2009
A VSO Basiscursus Sociaal Zekerheidsrecht 2 = 06/10/2008
Internationaal recht VS0 Dz gang van zaken in een arbeidsongeschiktheidsprocedure * 03/11/2009

. verhazl van Bijstand **a uy/11/ 2009

IriErEeEE Recente ontwikkelingen en rechtspraak Wmo & AWEZ * 25/11/2009
P en familierecht WSO Procederen in het sociaal zekerheidsrecht ** 02/12/2009
ST P S —

Cursusaanbod Juridische School (meer informatie) Eerstvolgende startdatum:
Swociale zekerheid Beschermingsbewind in de prakdijk 01/09/2009
Secretariaat en recht
Strafrecht a Actuzliteiten [ ¥ Basisni /** Verdispi i [ **= Spacialisatisniveau

NIEUWEGRACHT 94, 3512 LX UTRECHT | POSTBUS 19077, 3501 DB UTRECHT | TELEFOOM 030 231 53 14 | FAX 030 236 7298 | INFO@OSR.NL
Brabantse
Advocaten

© 2003 OSR luridische Opleidingen - Sitemap - Disclaimer - Design Brave reclamebureau - Realisatie Yellowmind BV

Figure 31 — Website analysis using the Text Component

Starting with the red box at the top of figure 30, we can see the URL of the website
(which is magnified for clarity purposes). This URL is somewhere in between the
‘right’ and the ‘wrong’ examples on page 27 of the theoretical framework. The URL
does say what the page is about (Sociale zekerheid, which means Social security) but
in all, this URL could be much clearer. URL rewriting could definitely help improve
this part (Shannon, 2009). The second point of attention is the H1 header (title)
Sociale Zekerheid. This line is important for search engines and could be made much
more descriptive. For example: ‘Legal courses about Social Security.’
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The third box is a list of all the courses available in the social security group offered
by OSR. Though it does not appear that every line of text is a clickable link, they
actually are. A user would only find out by moving his mouse over them (then an
underline appears). This could be made clearer for the not-web-savvy users and
furthermore it would help users to identify - and search engines to value - the links if

they were made in different colours.

Meta Data

Another issue I discovered concerns the homepage of OSR. The homepage of OSR is
important to communicate news items and special offers (such as the Zomerschool,
Summer school currently). It also allows a visitor to quickly search for a course. This
homepage presents the overall proposition of OSR and it allows a visitor to browse to
all kinds of interesting information. It functions as a portal to all relevant information
of OSR. This page should describe the core business and propositions of OSR.
Because it is the homepage it does not describe every course specifically but presents
the overall picture of OSR. This page should also be able to be found by means of
overall or more general keywords. Keywords such as, for example, social law, legal
course social law, training for lawyer, et cetera should result in OSR being
mentioned. However, when we look at the meta data of OSR which should describe
exactly the before mentioned overall picture of the core business of OSR, we see

something remarkable:

N I N T LT T T R TS AR T SR T [T ITE ST FoONIEI ML L iU Ly & VW Iy AL g g il 7

<meta name="description" content="0SR Zomerschool 2009 komt er aan Ock dit jaar organiseert OSR

opnieuw de OSR Zomerschool Zoals u van ons gewend bkent kunt u ook dit jaar weer deelnemen aan * />
<meta name="keywords" content=", COSR, Zomerschool, 2009, komt, er, aan" />
cmata nama—MNannired oM aoantantd—NnNAasCn Tiaawed A1 anba falaoidionaanll £~

Figure 32 — Meta data of homepage

In the meta description there is nothing about the core business of OSR, nor is there
in the meta keywords. The latest news item (about the summer school) has been used
for meta data purposes. Because apparently these data change every time a new news
item is posted, this is not beneficial for the performance in search engines. Also,

mostly a news item only covers a small part of the entire offering of OSR which
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would mean that only those people interested in the topic which the news item
concerns are possibly reached (provided that they search for that topic). All other
members of the target groups might no longer be reached. Below is a picture of the

homepage to clarify this process (figure 33).

) Cursus training OSR Juridische Opleidingen - Mogzilla Firefox

File Edit View History Bookmarks Toolz Help
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Algemeen civiel deelnemen aan diveree actualiteitencursucsan en workehope. Om u het ware zomeree Leas meer »
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Arbeids pensicenrecht Zrgs 2 4
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ondernemingsrecht Zoals u weet dienen vreemdelingenpiketadvocaten €€n keer in de twee jaar een verdiepings- of actualiteitencursus
vieemdelingenbewaring e volgen win hun iesdeijving vour de vieemdelingenpikel geldiy ... Lees meer =
Parsonan- an familiaracht
= Woman Lecaders in Law Programme voor middelgrote en kicine kantoren!
Professionele vaardigheden 0OSR Juridieche Opleidingen i druk bezig met de ontwikkeling van een vrouwelijk leiderechapeprogramma voor
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Brabantse © 2009 OSR Juridische Opleidi - Sitemap - Disclaimer - Desil ave reclamebureau - Realisatie Yellowmind BV
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Done

Figure 33 — Homepage of OSR with news items highlighted

If we take a closer look at a webpage deeper inside the website of OSR, for example
the page about the summer school, we can see more or the less the same thing

happening as with the homepage. (See figure 34, page 78)
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"De beste cursussen onder de zon™

0ok dit jaar organiseert OSR opnieuw de OSR Zomerschool. Zoals u van ons gewend bent kunt u ook dit jaar weer
deelnemen aan diverse actualiteitencursussen en workshops. Om u het ware zomerse gevoel te geven, wordt er dit
jaar geluncht op het fraaie stadstrand van Strand Zuid!

i id & - ; = q
5 Ce— Verder blijft de Zomerschool zich kenmerken door haar aangepaste "zomerse tijden”, kleinere cursusgroepen en een
Algemeen bestuursrecht toplocatie die zowel per auto als openbaar verveer uitstekend te bereiken is.
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Praktische informatie

Data: donderdag 27 en vrijdag 28 augustus 2009
Brabantse Tijden: 10.00 uur tot 15.00 uur
AR —— Locatie: RAI Elicium (met lunch aan Strand Zuid) te Amsterdam

Prijs: € 495,00

Dune

Figure 34 — Zomerschool webpage with the introduction text highlighted

<meta name="description"™ content="05R Zomerschool 2009 “De beste cursussen onder de zon” Ook dit
jaar organiseert 0SR opnieuw de OS5R Zomerschool. Zoals u van ons gewend bent kunt u ook dit j" />
<meta name="keywords" content=", (05R, Zomerschool, 2008" />

Figure 35 — Zomerschool webpage meta data

It is clear to see that the meta description consists of the first few sentences of the text
on this page. Also, some keywords have been extracted from this text for the meta
keywords. The meta data are not describing the data on the page, they are the same as
the data (text) on this page.
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This method of handling meta data is not helping the performance of this website in
search engines. The meta description and data offer a way for the website owner to
enter synonyms and descriptive text that helps search engine performance but which
is preferably not visible to the user. This opportunity is currently not taken advantage

of.

Another important reason why having proper meta descriptions and keywords set up

can be seen in the following picture:
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OSR Zomerschool 2009 komt er aan Ook dit jaar organiseert OSR opnieuw de OSR
Zomerschool Zoals u van ons gewend bent kunt u ook dit jaar weer deelnemen aan.
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actuele juridische congressen
www_elseviercongressen.nl

www_osr.nl/ - Similar pages -

juridische-opleidingen_startpagina.nl
Tip: Universiteiten; Bijzondere opleidingen; Masteropleidingen; P/AO-onderwijs; Engelstalig;
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juridische-opleidingen startpagina nl/ - Cached - Similar pages -
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Veel Juridische vacatures op
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www.marktplaats_nl/Juridisch
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Done

Figure 36 — Bad Google description is wasting awesome position in results

In figure 36 we can see that for the keyword Juridische Opleidingen (legal training),
OSR.nl is ranked first in the organic search results. This is the best position possible
and therefore it’s a shame that there is not a better description of the core business of

OSR. Now there’s an unfinished description of the summer school course.
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During a meeting with Yellowmind I discussed this behaviour of the meta data with
Alan Linnenbank, an expert of Yellowmind. He was able to tell me that this
behaviour is caused by an out-dated version of the content management system
(CMS) that OSR is currently using. This CMS does not offer the possibility to specify
meta data per web page and because every web page needs some meta data, the CMS
uses the titles and first pieces of body text on a web page as meta data. This also
explains why the meta data on the homepage change every time there is a new news
item posted. Linnenbank confirmed that Yellowmind has an updated version of the

CMS ready which solves this problem.

Structural lay-out

The summer school webpage is nicely using anchor text links in the day schedules for
27" and 28" of August (see figure 34, page 78). Throughout the website course
overviews and descriptions are displayed. Especially larger course overviews can be
structured in a better way. For an example, see figure 37 below.

Personen- en familierecht

Een echtscheiding hakt diep in op een mensenleven. U kunt als advocaat een rol van betekenis spelen in het leven van
uw cliént. Het is dan wel zaak dat u goed bent voorbereid. OSR heeft daarom een ruim aanbed aan cursussen op het
gebied van het echtecheidingsrecht, huwelijksvermogensrecht en alimentatierekenen. Uiteraard kunt u ook bij ons
terecht voor actualiteitencursussen personen- en familierecht of bijzondere cursussen, zoals erfrecht.

Cursusaanbod Personen- en familierecht Eerstvolgende startdatum:
Behandeling van (eenvoudige) fiscale zaken van particuliere clignten * 17/06/2009
Actualiteiten Familie- en Jeugdrecht **a 24/06/2009
Praktijkspecial: Alimentatierekenen DGA en de zelfstandig ondernemer *** 25/06/2009
verdiepingscursus Erfrecht NIEUW 2009 *+* 26/06/2009
Basiscursus Jeugdrecht * 30/06/2009
Alimentatierekenen: hoeveel verdienen, hoeveel krnijgen? * 05/10/2009
Praktijkspecial: Het nieuw scheidingsrecht, een feit? NIEUW 2009 ** 15/10/2009
Basiscursus Huwelijksvermogensrecht en scheiding: hebben en knjgen * 02/11/2009
Echtscheidingszaak: een goed begin is het hele werk * 06/11/2009
verhaal van Bijstand **a 09/11/2009
Piketcursus Psychiatrisch Patiéntenrecht = 17/11/2009
Rechten en plichten in het onderwijs Nieuw 2009 ** 24/11/2009
Huwelijksvermogensrecht en echtscheiding ** 26/11/2009
Erfrecht in de advocatenpraktijk * 30/11/2009
Echt=cheiding en Penszioen ** 08/12/2009
Verdiepingscursus Familieprocesrecht *** 15/12/2009
Praktijkspecial: Jaarrekeninglezen in de echtscheidingspraktijk *** 16/12/2009
De advocaat en internationale echtscheidingen * 17/12/2009
Internationale Kinderontvoering VERNIEUWD 2009 Aankondiging
Actualiteiten IPR in de familierechtpraktijk a Aankondiging
Cursusaanbod Juridische School (meer informatie) Eerstvolgende startdatum:
Beszchermingsbewind in de praktijk 01/09/2009

Figure 37 — Course overview
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This large course overview is unattractive for people browsing a website. Quickly
scanning the page is difficult because the texts do not stand out.

This ‘problem’ occurs anywhere on the website where there is a large list of courses.
In such cases, lack of distinguishing textual elements make it more difficult for a user
to quickly grasp the information presented. A good thing however is that all the
course names link to a page deeper in the website. The course names are of course

very descriptive and as such make excellent anchor text links.

Writing for web

It seems there are some differences in the way courses are described on the website.
In the summer school example (figure 34, page 78) are some elements of web writing
that are well used. The anchor links for example. The following is an example of a

course description that could be written better.

Praktische informatie
Datum: 25 juni 2009

Prijs: € 630,00

Plaats: Utrecht

Opleidingspunten Advocatuur: PO 6 Juridisch
Aantal deelnemers: 20

U verkrijgt inzicht in de wijze waarop de verdiencapaciteit van ondernemers in echtscheidingszaken kan worden
beoordeeld en de valkuilen die u hierbi) op uw pad aantreft.

Doelgroep
Advocaten en overige praktijkjuristen met goede kennis van het bruto-rekenen en die enige praktijkervaring hebben
met alimentatiezaken waarbi) ondernemers zijn betrokken.

Inleiding
U verkrijgt inzicht in de wijze waarcp de verdiencapaciteit van ocndernemers in echischeidingszaken kan worden
beoordeeld en de valkuilen die u hierbij op uw pad aantreft.

Leerdoelen

Als u in uw praktijk te maken hebt met echtscheidingszaken waarbij directeur-grootaandeelhouders of zelfstandig
ondernemers (eenmanszaak / v.o.f. / maatschap) betrokken zijn, dan is deze interactieve cursus onontbeerlijk om
verantwoorde alimentatieberekeningen te kunnen maken, uw standpunten adequaat te kunnen onderbouwen en om
inhoudelijk te kunnen reageren op standpunten van uw wederpartij.

Programma

Zowel theorie als casusposities maken deel uit van het programma.
- Onderwerpen die onder andere aan de orde komen:

- Draagkracht van de ondernemer

- Eenmanszaak versus BV

- Beoordelen financiéle positie van ondernemingen

- Valkuilen

Figure 38 — example of ‘bad’” web writing

Terms such as target group (doelgroep), introduction (inleiding), learning objectives

(leerdoelen), and Programme (programma) are so general that they do not add much
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to the text. Of course they indicate where what information can be found but this can

be done in a more descriptive way.

5.3.2 Indexing www.osr.nl (Link component)

Google does encounter many problems indexing the website of OSR since the
robots.txt file has been reconfigured. When we draw information from Google’s

Webmaster tools we can see the following analysis:

Web crawl errors | ast updated Jun 3, 2009
Errors for URLs in Sitemaps w 0

HTTP errors & 3 Details »

Mot found & 23 Details »

URL s not followed v 0

URLs restricted by robots ¢t~ &7 0

URL s timed out < 0

Unreachable URLs < 0

Total: 26

Figure 39 — Web crawl errors in Google’s webmaster tools

The number of unreachable URLs, and URLSs restricted by Robots.txt is both 0. This
means that Google has no problem at all indexing the website. All pages can be found

by means of Google’s search engine.

5.3.3 Analysing the popularity of www.osr.nl

As explained in the theoretical framework, the popularity component gives an insight
into how popular a website is. Popular in this sense means how many websites are
linking to the website in question. The more websites linking to osr.nl the better and

more relevant websites linking to it would be even better than that. I have used
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Google’s search engine to provide me with this amount on two different days. The
first day was on 24" of May 2009, the second day was on 3™ of June 2009. On the

following page are the results.

Y linkcwww.osr.nl - Google zoeken - Mozilla Firefox

File Edit View History Bookmarks Tools Help

- @ X & 3 nttp/www.googlenisearchig=link%3Awww.os 57 | ||Gl* linkwww.osr. Jo

&

Het internet Afbeeldingen Video Maps Nieuws Discussiegroepen Gmail meer v
G.Houseman@gmail.com | Mijn account | Afmelden

0 L) le linkwww.osr.nl Zoecken | Ssavencesr zosien
' . . Voorkeuren

Doorzoek: © het intemet ' pagina's in het Nederlands ' pagina’s uit
Mederland
Het internet Resultaten 1 - 10 van circa 45 met links tot www.osr.nl. (0,19 seconden)

De Awb-bezwaarschrfiprocedure - OSR Jundische Opleidingen

De Awb-bezwaarschriftprocedure Een ramp of een zegen? Sinds 1 januari 1994 kent het
Nederlandse bestuursrecht de algemeen verplichte ...
www_osr.nl/00/OSR/nl/0/courses/BEST/30/De_Awb-bezwaarschrftprocedure_html -
Gelilkwaardige pagina's

Figure 40 — Link popularity of OSR.nl on the 24" of May 2009

) link-www_osr.nl - Google zoeken - Mozilla Firefox

File Edit View History Bookmarks Tools Help

@ - C X & ".-.]Ihttp:_f_f".vmw‘goc-gle.nlr‘search?s w1 ~ |G- c P

Het internet Afbeeldingen Video Maps MNieuws Discussiegroepen Maill meer v .

huisman@osr.nl | Mijn account | Afmelden

GO L)Sle link-www. osr.nl

Doorzoek: © het internet ' pagina’s in het Nederlands
Mederland

Het internet  Resultaten 1 - 10 van circa 56 met links tot www.osr.nl (0,19 seconden

De Awb-bezwaarschrifiprocedure - OSR Juridische Opleidingen
De Awhb-bezwaarschrifiprocedure Een ramp of een zegen? Sinds 1 januan 1994 kent

het Nederlandse bestuursrecht de algemeen verplichte ...
www_osr_nl/00/0SR/nl/0/courses/BEST/30/De_Awb-bezwaarschriftprocedure_html -

Gelijkwaardige pagina’s L

1 y

Done

Figure 41 — Link popularity of OSR.nl on the 3™ of June 2009
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In the period of the 24™ of May until the 3 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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Legal “Linkbuilding 2.0”

Not many firms are already familiar with the possibilities that social media offer.
Actively using Facebook, Twitter, Hyves, LinkedIN, et cetera to spread knowledge
and gain attention is not an activity many companies undertake. A lot of people use it
privately but for business, many do not yet see its potential. OSR is no exception to
this rule. Perhaps also because of the sensitivity around social media concerning
privacy or competition sensitivity this has not been picked up. It is of course still a

very new way of spreading information and gaining link popularity.

) Twitter / Home - Moxilla Firefox

File Edit View History Bookmarks Tools Help

c x By "~ http:/ftwitter.com/ @ﬁ "i T

mebilecowboys Gerucht: iPhone Video hitp://ftinyurl com/g2s73j

about 2 hours ago from twitferfeed

5
F i
4

dutchcowbeys Dutch Cowboys: Gratis ontwikkelsoftware nu ook
voor scholieren hitp-//tinyurl com/gkhpu6

aoout 2 hours ago from iwilierjeed

dutchcowbeys New Video: Microsoft Bing commercial g

hitp:/finyurl_com/qowli9c

ago from twitterfeed

bing Morning all - Giz has a good post on Bing tips and tricks.
//Dit Iy/ljcVK "sw

2 hours ago from Seesmic Desktop

dutchcowboys Dutch Cowboys: "Relatie Search en online
bannering sterker dan gedacht” ntip /Ainyur com/odyxs

about 3 hours ago from twitterfeed

google "Home" film correx: Yann Arthus-Bertrand is the filmmaker;
Luc Besson produced hiip//bit ly/COHall

about 3 hours ago from web

0 a@

Figure 42 — How organisations spread news through Twitter.

In figure 42 is a screenshot of my personal Twitter webpage. I am following

organisations like Mobile Cowboys (www.mobilecowboys.nl), Dutch Cowboys

(www.dutchcowboys), Google, and since recently the new search engine of Microsoft

called Bing (www.bing.com) also has a Twitter account. I can see their every

message and often such messages contain some kind of relevant information.
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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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5.4 Analysis by means of Search Engine Advertising

OSR is currently not performing any form of search engine advertising and therefore

I will make an analysis of the possibilities which SEA can offer OSR.

3 cursus sociaal recht - Google zoeken - Microsoft Internet Explorer

File Edit View Favorites Tools Help -';',"
: - i 0 ~ O =
- &3 / ) i i = G ~
@Back d E @ hlj 7~ Search ‘-‘}/\( Favorites E} (=3 == i+ | ﬁ
Address @http:.ffvmw.google.nIfsearch?hl=nl&q=cursus—sociaal—recht&me‘ta= v| Go links % %
Het internet Afbeeldingen Video Maps Mieuws Discussiegroepen Gmail meer » Aanmelden *

[ = CGesvsnoeerd zosken
Zoeken
GO og le .CIJI'GUS sociaal recht Vooksuren

Doorzoek: © het internet ' pagina's in het Nederlands ' pagina's uit Nederland

Het internet Resultaten 1 - 10 van circa 294.000 voor cursus sociaal recht (0,22 seconden)

Sociaal recht Gesponsorde links Gesponsorde links
www.oncolnl  Volg een opleiding Rechten naast je baan bij NCOI!

Open Dag INHolland
Juridische opleidingen Sociaal Juridische Dienstverlening

www NTI.nl/Recht  Leer alles over rechten en wetten met een HBO-opleiding van het NTI. Kem naar de Open Dag

_ e www.INHolland.nl/SJD
Open Universiteit

www.ounl  Van losse cursus tot master. Kijk snel voor de mogelijkheden. LOI Cursus
Haal wia thuisstudie een erkend
Arbeidsrecht en Sociaal Recht diploma, keus uit 500 opleidingen!
In de cursus Arbeids- en Sociaal Recht komt de praktijk van vandaag en morgen aan bod voor de www._loi.nl
HRM-functionaris. 2 dagen arbeidsrecht en 1 dag sociaalrecht ...
www.debazak.nl/opleiding/programma?h_secondid=176 - In cache - Gelijkwaardige pagina's NHA Cursussen
MNu 50-70% jubileumkorting op alle
Hogeschool van Amsierdam: Opleiding Sociaal Juridische ... Cursussen. Schrijf u direct in!
SJD is een studie met het accent op Recht en Communicatie. De nadruk ligt ki) SJD met name op www.nha.nl/cursus
het Seociaal Recht. Voorbeelden van rechtsgebieden zijn: ... _
www _voltijd_hva.nl/sociaaljundische-dienstverlening/ - In cache - Gelijkwaardige pagina's Sociaal recht
Groot aanbod boeken over
Sociale wetgeving: Inhoudstafel Sociaal recht. Achteraf betalen!
Het bijhouden van sociale documenten in geval van detachering in Belgié - 3.14 15 Bewaren van www.Juridischboek.nl/Sociaal_recht
documentan gebruikt in sociaal recht - 3.1.4.16. ... 2 =
mineco_fgov be/enterprisesivademecum/tocsoc_nl htm - In cache - Gelijlkwaardige pagina's Universiteit van Tilburg
Master Sociaal Recht en Sociale
or] Praktische basisopleiding sociaal recht Politiek! Meer weten? Lees verder
Bestandsformaat: PDF/Adobe Acrobat - HTML-versie www.ui.nl/masters/sociaalrecht
Praktische basisopleiding sociaal recht. Intensieve cursus sociaal recht die u optimaal voorbereidt o
op alle "personeelsvragen”. Gent, vanaf 3 maart 2009 ... Oplelquen_ c_:ursusse"
www_stichtingbedriifsmanagement be/FOLDERSA000000285_PDF - Gelijkwaardige pagina's De beste Opleidingen en Cursussen
Vergelijk en kies de beste voor U
Kluwer Opleidingen - Sociaal recht basisopleiding www OpleidingenCursussen nl
"Deze cursus is een goede basis tot sociaal recht en werd in een duidelijke taal gedoceerd door 4
enthousiaste docenten.” Karin Bogaert, , Bahlsen ... w
www_klu_be/nl/BASRBNB - In cache - Gelijkwaardige pagina's Vind the Beste Resultaten voor
Sociaal Recht. Ask.com!
Eduhub - Vergelilk Sociaal recht Training, Opleiding & Cursus www_Ask com

Op Eduhub vind je 10 Sociaal recht trainingen. opleidingen en cursussen. Lees ervaringen van

anderen en vraag direct info @an van de cursus, ... Cursus rechten

www_eduhub.nl/jundisch/sociaal-recht - In cache - Gelijkwaardige pagina’s Aflg B e L bij u in de buurt
U vindt het op ilocal
CNC/NCK - Information Training Third Party ilocal.nl/Cursussen
Ne hasia van de saciale arnaniaatiz ia hat saciaal racht Fr =iin verachillanda cursnssen rond deaze d
@ ‘ Internet

Figure 43 — Sponsored links in Google
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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, |
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&g=).
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Keyword
Keywords related to osr.nl (100)

ontslag

arbeidsrecht

erfrecht

ressort
concurrentiebeding
arbeidsoversenkomst
bijstand

ontslagrecht
advocatenkantoor
persoonlijfke effectiviteit
huurrecht

ondernemer

snellezen
onderhandelen

ontslag op staande voet
bestuursrecht

wet ruimtelijke ordening
schadevergoeding
telefoneren

ambtenarenrecht

ERpEpEEREREEIE.ILEREELEREIEREERE

Monthly searches 4

6,600
5400
5400
3500
3500
3500
2800
2300
1,800
1,500
1200
1,200
1,000
1,000
1,000
1,000
820

660

660

540

Figure 44 — List of keywords

Competition

Sugg. bid

UsD2.48
UsD1.98
UsSD0.73
USD0.46
UsD1.19
UsD0.82
UsD0.13
USD1.81
usDz.31
USD5.10
UsD1.17
UsD2.63
USD1.28
UsD2.90
usD2.01
UsD1.69
UsD0.72
UsSD3.e7
USD1.06
usD2.09

AdiSearch share

Extracted from webpage

Ontslag op staande voet- OSR Juridiscl
OQutsourcing in het arbeidsrecht - 0SR J
Verdiepingscursus Erfrecht NIEUW 200
Piketcursus strafrecht (ressort Armhem)
Het Concurrentiebeding - OSR Juridisch
De arbeidsovereenkomst Civiel en Fisc
Verhaal van Bijstand - OSR Juridische C
Special: Arbeidsrecht en ontslagrecht in
VWerken op een advocatenkantoor Introd
Persoonlijke effectiviteit voor juristen- 0
Huurrecht - OSR Juridische School
Praktijkspecial: Alimentatierekenen DGZ
Snellezen voor juristen - OSR Juridische
Mastertraining Harvard Onderhandelen
Ontslag op staande voet- OSR Juridiscl
Praktisch procederen in het bestuursrec
Nieuwe Wet Ruimtelijke Ordening - OSF
Schadevergoeding in het bestuursrecht
Professioneel telefoneren - OSR Juridis

Cursusaanbod Ambtenarenrecht- OSR

This list provides a few keyword suggestions based on the content of the website (see

extracted from webpage). This tool also provides the expected number of competitors

that are bidding on the keywords. The tool also gives a suggested bid in dollars. It is

possible that this tool has not yet been fully optimised for the Dutch market. The most

interesting metric in this overview is the number of monthly searches. This gives a

good indication whether it would be a good idea to add the keyword to a search

engine advertising programme. Of course, the relevance of the keyword to the content

of the website is still the most important but this amount of searches gives a good

idea about how well the keyword is doing.
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When using the Webmaster tools again, we see what the top20 keywords are with
which people have visited the OSR website. When I then enter these keywords into
Google’s Keyword tool (https://adwords.google.com/select/KeywordToolExternal), I

can expect to get suggestions for alternative keywords, traffic estimates, and cost

estimates.

Traffic
The top 20 quenies from which users reached your site, and the percentage of the top
20 queries represented by each click.

# % Query Position
1 54% oS 1
2 10% osr juridische opleidingen 1
3 4% osr opleidingen 2
4 2% juridische opleidingen 2
5 2% OS[ CUrsussen 2
b 2% osr utrecht 2
7 2% onrechtmatige daad B
8 2% artikel 6 18 awb 10
9 1% juridische opleiding 2
10 1% cursus burenrecht advocatuur 5
11 1% aanbestedingsrecht 9
12 1% OSI CUrsUs 2
13 1% insolventierecht 3
14 1% finale geschilbeslechting 8
15 1% penitentiair recht 8
16 1% cursus awbz 11
17 1% burenrecht 13
158 =1% intervisie osr 2
19 =1% cursus intervisie vso osr 3
20 =1% cursus alimentatierekenen 18
Last updated May 31, 2009

Figure 45 — Top 20 keywords resulting in a visit to OSR.nl

When entering the top 20 keywords from OSR.nl into the keyword tool of Google, I
instantly get some interesting data. As was to be expected with a niche market, many
keywords have not been used very often (though there are exceptions of course).
Some keywords have a somewhat higher search volume but what perhaps the most
interesting finding here is, is that the amount of expected competition is not very high

for most keywords. See figure 46 on page 91.
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3 Google AdWaords: Hulpprogramma voor 7oekwoorden - Mozilla Firefox

File Edit Yiew History Bookmarks Tools Help
@ e c P 1mr II https://adwords.google.com/select/KeywordToolExter _7 ~ ~ | advocaat oplei»}":\
Google AdWords: Hulpprogra... E -.’ Mozilla Firefox Start Page -" advocaat opleiding - Google 5... | -
. Niet genoeg -
advocaat opleidingen | I e 36 Toevoegen
opleidingen Niet genceg
advocatuur E— gegevens 12 -
cursus juridisch ] 320 380 Toevoeqgen
cursussen juridisch [ 73 £3 Toevoeqgen
=1 Niet genoeg
advocaten opleidingen 1] A 28 Toevoegen
advoecatuur | N 12.100 9.900 Toevoegen
advucaluur upleiding 1 110 91 Tuevueyern
belastingrecht ] 6.600 5400 Toevoegen
coachopleiding | 320 320 Toevoegen
juridische banen | I 1.600 1.300 Toevoegen
nederlands recht ] 4.400 4.400 Toevoegen
jurist — 33.100 201.000 Toevoegen
g o Niet genoeg
juridische rechtshulp | I s 36 Tosvoegen
bureau voor
rechtshulp 7 | 1.900 2.400 Toevoegen
modelcontracten ] 590 720 Toevoegen
vourbeeldeunbiaclen | I 170 210 Tuevueyen
Juristen ] 14.800 49 500 Toevoegen
rechtshulp I | 33.100 33.100 Toevoegen
juridische mbo 1 720 530 Toevoegen
juridische vraag a1 170 210 Toevoegen
successierechten | W 27.100 27.100 Toevoegen
juridische hogeschool [ 590 720 Toevoegen
cursus — 823.000 1.000.000 Toevoegen
fiscaal opleiding ] 390 390 Toevoegen
advocaten opleiding ] 210 170 Toevoegen
bestuursrecht ] 22200 18.100 Toevoegen
advocaat opleiding ] 720 720 Toevoegen
huurrecht | N 8.100 8.100 Toevoegen
jurisprudentie | I 40.500 33.100 Toevoegen
cassatie advocaat | I 210 210 Tosvoegen
vreemdelingenrecht ] 6.600 6.600 Toevoegen
onrechtmatige Miet genoeg
s E— i 36 Toevoegen
advnrcatuur strafrecht 1 A8 ElS Toevneqen
privaatrecht ] 9.900 §.100 Toevoegen
o Niet genoeg
juridische recht | I gegevens 110 Toevoegen
hoger beroep ] 14.800 9.900 Toevoegen -
1 >
Done adwords.google.com (£}

Figure 46 — Suggested keywords based on the top 20 of OSR.nl

In figure 46 is a list of suggested keywords, based on the initial top 20 keywords of
OSR.nl. Though many are still quite general, for example, the keyword cursus
(course) is of course not suitable. But the keyword advocaat opleiding (lawyer

training) is a useful keyword and it also a keyword which does not have too much
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competition yet according this tool. When we enter it into Google, the following

results page is displayed:

-2 advocaat oplelding - Google Zoeken - MICTOSOTE Intermet Explorer

Eile Edit View Favorites Tools Help l.;'
I L] — A\ — ]
e Back ~ e - Iﬂ ﬁ e /_\- Search S ¢ Favorites .E’! v - ﬂ
Address |@ hllp:/fwwwguoylenlsearchThi=nldyg=advocaal - vpleidingSuncla= &ay=l&wy= - [ £d G° Links 4:_-{ =2
Het internet Afbecldingen Video Maps Misuws Discussisgrospen Gmail meer - Aanmelden “
& T Geavanoeerd zosken
Google i zoien] ezt
Doorzoek: @ het internet ' pagina's in het Nederlands ' pagina’s uit Nederland
Het internat Resultaten 1 - 10 van circa 260000 voor advocaat apleiding (0,17 saconden)
Juridische opleidingen Gesponsorde links Gesponsorde links

www_NTLnl/Recht Leer alles over rechten en wetten met een HBO-opleiding van het NTI.

NCOQI Opleidingen

Advocaat Opleiding Ruim 550 erkende opleidingen en
www_loi_nl Haal je HBO Rechten in 3 jaar bij d= LOl. NVAO-geaccrediteerd trainingen in uw eigen regiol
o www_ncoi_nl/opleidingen
Opleiding HBO Rechten
INHolland nl/Rechten  Heb jij oog voor detail en vind je het leuk zaken uit te pluizen? Advocaat worden?
Kan je goed redeneren? Studeer
Nederlandse Orde van Advocaten - Permanente Opleiding dan Rechten in Groningen

In het belang van een goede beroepsuitoefening heeft de Nederlandse Orde van Advocaten www._rug.nlfrechten

(Urde) met ingang van 14996 de Permanente Opleiding (FO) voor de ...
www_advocatenorde_nl/advocaten/opleiding/po nieuw_asp -

In cache - Gelijkwaardige pagina’s

Juridische Opleidingen
Cursussen & congressen voor
juristen en advocaten. Ruime keuze!
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Figure 47 — Results page for advocaat opleiding

Looking carefully at this results page, it can be seen that not all advertising spaces
have been occupied. Only nine out of eleven spaces have been filled. Remarkable to
see here is that there are actually two companies advertising to the same target group
as OSR would. Euroforum and Advocatenstart both have ads targeted specifically at
lawyers. This is definitely an opportunity for OSR to join the competition on a

relatively small scale and try to outperform the advertisements of the competition.

92



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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Aantal
klikken

364

Vertoningen

984.267

165.196

specifically designed around that keyword, together with synonyms of that keyword
and assign the ad group additional budget. This way the advertiser is competing more
strongly with the other advertisers, hoping he will get more clicks. This tactic of
course costs the advertiser more money than the other options. Therefore, in any of
the three possibilities (there are endless variations to this situation), the advertiser
should not only focus on how many clicks a keywords gets, nor only on how much
money the keywords cost him, but he should also focus on what kind of traffic the
keyword is generating. Is the keyword driving clicks or is it driving sales? An
expensive keyword with a lot of clicks and no ‘conversions’ is useless if you want to
sell something. This is where the link between the Adwords programme and the
Analytics programme becomes so valuable. Analytics, after all, enables and
advertiser to measures conversions on his website. For every keyword it is possible to
see how many conversions it has generated and Analytics automatically calculates

how much this has cost the advertiser.

CTR iz Gem. Kosten Gem. Conv. {veal- Kosten !/ conv. Conv. parc. Conv. Kosten / conv.
CPC 2 pos. per-klik) 2 {veel- (veel-  (1-per-klik) 2 {1-per-klik) 2
per-klik) 2 per-klik) 2
0,04% £1,74 €63467 25 1 £63467 0.27% 1 £634,67
0,15% £207 €75335 3 2 £376,68 0,79% 2 £376,68

Figure 48 — Adwords + Analytics of MostWare.

In figure 48 we can see statistics gathered by the Google Adwords programme and
the conversion data gathered by Analytics. In this example, 364 clicks have led to 1
conversion, resulting in € 634,67 costs per conversion. For another keywords there
were 254 clicks, resulting in two conversions which means an average of € 376,68
per conversion. These figures are for a period of one month and for a very generic
market.

Another simple but huge benefit is the possibility of running multiple advertisements
simultaneously. Google will display the advertisements in turns and measure which
ad is performing better than the others. This is also briefly explained on p. 56 of the

theoretical framework.
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By writing several ads per ad group, an advertiser can easily find out what text works

well and what text does not.

AdverteniD: % Aanial Veribningen CTR Kosten Comw.(vesl- Kosien/come. Coav. pestc Comv.  Kosten | com. Coomu. parc
weerpepeien  kikken 4 perkik) > el (veel-  [1-per-kik] (1 perkik) 2 [1-perkik) :
per-kik) perkiik} 2
BS TE% . 12043 DZ¥% €337 D €000 0)0% i) €000 D, D%
1434% T 1299 035% €373 ) £0.00 re € cani

Figure 49 — Two advertisements in Google Adwords

Here are two different advertisements (blurred for competition sensitive reasons) of a
Google Adwords ad group. The statistics clearly show that the first advertisement is
performing much better than the other one in terms of amount of clicks (26 to 7). For
this period, no conversions have been measured but this is however kept track of.
This overview provides the search engine marketer with an instant idea of the status

of the ads.

5.5 How can Affiliate Marketing help OSR?

I visited the Dialoog Marketing Vakbeurs (Dialogue Marketing fair) in Utrecht
(www.tcd.nl) on the 22™ and 23" of April 2009 and there I spoke to a representative

of Zanox, a large international affiliate marketer (http://www.zanox.com/nl/). After I

explained the type of business of OSR and the way visitors of the website of OSR can
book a legal course, the representative told me that B2B affiliate marketing is not yet
developed and for a niche market such as that of OSR, a successful affiliate
marketing programme would be really difficult to achieve. The representative told me
that affiliate marketing is very much focused on web shops and websites where a
direct transaction takes place. Booking a course might seem like a direct transaction
but actually only a reservation is made. No money is transferred yet and so
technically a sale has not taken place yet. This is only the case when the customer has

paid the due amount.
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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¢)
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