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“In a recession, consumer behaviour changes faster as people make different choices
about their holidays, investments, entertainment an d the weekly shop, to name but a
few.

The internet facilitates these changes as consumers are quick to research alternatives
and seek out the best deal online.

Today, search trends and online behaviour have beco  me leading indicators of
consumer attitudes and interest: blogs, forums, vid eo sites and Twitter also act as
barometers for consumer sentiment.”

Google™ - “Survival of the Fastest”

“Over 30% of our leisure time is now spent online.”

TNS, December 2008

“Online sales grew +31% year on year compared with High Street sales which declined -
1.3%.”

OC&C Christmas Trading Index 2008 (as published in Retail Week 30" January 2009)

“The worst of times for the economy can be the best of times for firms to create economic
value.”

Professor Don Sull, London Business School.
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The way in which consumers use the internet is changing dramatically, and when you
examine some of the statistics it is no surprise that the vast majority of UK businesses are
not keeping pace with these changes. Most of these businesses are equally unaware of
some of the tools that are readily available to help improve their online marketing strategy.

That said, how many businesses understand how Social Media can help them to generate
new business? How many businesses take the time to analyse visitor activity on their
website? How many businesses know what is being talked about on the internet, and what
the consumer is interested in at any given time.

Did you know that 33% of all internet users share o pinions online every week?

We you aware that 83% of all Small and Medium-sized  businesses conduct part
or all of their purchasing online?

This article is an introduction to Google™ Insights for Search, one of many tools available to
every business to help them to identify online consumer behaviour.

One of Google’s case studies, PurelyGadgets, used Google’s search statistics to find the
best time of the year to buy product at the lowest possible rates, accumulating stock to sell
at a higher price when demand was at its greatest, ensuring maximum margin.

“We grew about 700% over the past two years; without using Google we would not have
grown this rapidly.”

PurelyGadgets

So, as a first step towards using Google to learn more about Consumer Trends, let’s visit the
Insights for Search homepage:

http://www.google.com/insights/search
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Figure 1 — The Insights for Search Homepage
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For this article, we are going to look at one example — a conservatory/greenhouse supplier.

The first simple step is to enter some search terms and see what the consumer behaviour
has been over a period of time:

Enter the first search term in the top
box. For this example, enter
“Conservatories”. Click the link
“Add search term” to add multiple
terms. Add a second for
“Greenhouses”.

Figure 2 — entering Search Terms
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Click “Search” to
display the results.

Choose the period of time
over which you would like to
see statistics.

Figure 3 — Selecting a Filter
THE RESULTS

The first set of results to be shown is the graph showing the Web Search Volume over the
period of time you requested, and for both Search Terms (Conservatories and
Greenhouses).

Very simply, you can see that the volume of Searches for the term “Conservatories” is
consistently higher than that for “Greenhouses”, but the trend throughout the period is similar
for both terms: dipping to a low in December 2008, rising to a peak in April 2009 before a
slight decrease over May and June and then an increase in July to above last year’s levels.
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Figure 4 — Web Search Volume Graph

Scroll down the results page:

Click on City to return those
cities recording highest volumes
of searches.

Figure 5 — Search Volume Regional Interest

Here, you can start to see regional trends. There is a higher volume of searches for
“Conservatories” in England that in other parts of the UK.

To expand on this, click on the City link and you will see the list of cities where the searches
for “Conservatories” have been highest:

Figure 6 — Search Volume Regional Interest by City
Milton Keynes and Watford have recorded the highest search volumes for “Conservatories”.
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Finally, let's look at other relevant search terms, and those terms that are rising in popularity:
On the right hand side, you

will see rising search

On the left, you will see a list of terms; those that are
the most popular, related gaining in popularity.
search terms.

Figure 7 — Related Search Terms

WHAT DO THESE RESULTS TELL US?

1. Firstly, as in the case of PurelyGadgets, by looking at the time of the year when
demand is at its lowest, the company can aim to purchase stock when the best deals
can be obtained. Equally, by looking at the Search Volume peaks, the company can
ensure that their best selling lines are featured prominently on their website to
capitalise on the seasonal interest. Consider running special promotions and
seasonal discounts when the volumes start to tail off, in October, giving you plenty of
time to shift old stock without being left with it as the market slows down over the
winter.

2. If you deal nationally, look at the volumes by City and aim to focus campaigns in
those areas. Make sure that search terms and relevant content is added to your
website so that your website is displayed if someone types in “Conservatories
Bedfordshire” and “Conservatories Hertfordshire” for example.

3. Look at the most popular search terms related to “Conservatories” and make sure
these feature in your website content and Search Engine Optimisation.

4. Examine the rising searches and you will see any patterns on behaviour. It is clear
from these results that price is an issue, with terms such as “conservatories prices”,
“diy conservatories” and “conservatory prices” featured as the top 3. So, react — get
your best deals on the homepage of your website and promote them. Clearly,
internet users are looking for great value at the moment, so give it to them.
Interestingly, the search term “garden rooms” is also there, indicating perhaps that
there is an increase in the number of people looking to expand the space they have
in their existing properties without having to sell. Home-offices, an additional bed
room etc etc. This is backed up by articles appearing in the national press.

“Room For One More” — Daily Telegraph Magazine, 1* August 2009, reports:

“Today, people are taking advantage of the new wave of contemporary garden
buildings as a way of expanding their living spaces, whether it be for a year-round
garden gym, teen den, art studio or chill-out zone — wired up and Wi-fi enabled.
According to a British study by ARA Research last year, it is a trend that is expected
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to increase by up to 25% over the next three years, taking its market value to an
estimated £155 million.”

SUMMARY

It is essential for any business to keep ahead of both Consumer Behaviour and Competitor
Activity, and never more so than in a recession when everyone is fighting over a diminishing
customer base.

Google™ Insights for Search is just one of many of the tools available for exploring the
rapidly shifting changes in consumer interest.

Of course, once you have a better understanding of your customers’ buying patterns, you
have to ensure that your marketing material is aimed at maximising every opportunity that
this knowledge presents. It is no use knowing that more people in Milton Keynes search for
conservatories than anywhere else in the UK, for you to react and drive these potential
customers to a website that works against you.

Find out what potential customers are doing and then use a range of cost-effective
marketing tools to ensure those customers know about your business:

1. Get your website working for you;

2. Communicate with your existing client base by telephone and email;
3. Concentrate on personalised, targeted marketing;
4

Try at least two new marketing methods; don’t simply follow your competitors.

“As businesses work to come to terms with the economic slowdown, digital insights and tools
can offer you real assistance. We observe that, whether your business is mainly online or
“offline”, using these technologies can provide a real advantage. Digital insights can
provide up to date views on the behaviour of your consumers and competitors; a range of
tools bring agility allowing your business to test and learn rapidly and very cheaply; digital
marketing and online tools can bring efficiency and together these can help your business
move at a greater pace.”

Matt Brittin, Google UK Limited

Argent Ram Media is a company that specialises in providing a range of marketing solutions
for all businesses, from the small one-man-band up to the largest of multi-national
companies.

Website Design & Development

Design for Print

Email Design & Campaign Management
Micro-Site Marketing

E-Commerce

Internet Start-Ups

Marketing Consultancy

Search Engine Marketing

PR
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Digital Advertising
Digital Screen Marketing

The team here at Argent Ram has one thing in common - Creativity.

Backgrounds include:

Architecture;

Graphic Design;

Website Design and Applications Development;

Software consultancy and development;

Networks and IT solutions;

Marketing and PR;

Conference and seminar production;

Technical, business-to-business and business-to-consumer sales;
Copy writing.

We, as a team, have pooled our resources and share our experiences. We understand
business, and we know what businesses need to increase turnover and profit. We take that
knowledge, analyse each client's requirements and then translate the brief into a practical
and effective marketing solution.

Contact us today to arrange an initial consultation — enquiries@argentrammedia.com
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