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The Challenge 
 
In Q4, 2008, Australia’s biggest supermarket chain embarked on a mission to launch a 
brand-new credit card – the rewards-based Everyday Money credit card. The market 
was well aware of similar, very successful programs  overseas, and Woolworths had 
planned a spectacular launch for the new credit car d, including a heavy-weight 
advertising campaign and a thorough public relation s campaign. 
 
With just two weeks to go till launch, the Woolwort hs Everyday Money team brought 
in digital marketing company dgm, to ensure the web site for the new card was 
optimised for organic (unpaid) search engine market ing. 
 
Alongside travel, finance is one of the most compet itive industries online. Unlike some 
other e-commerce offers, the public are very comfor table with buying flights and 
applying for credit cards over the internet. This m eans there is a lot of traffic online to 
compete for, as well as a fantastic revenue stream without the bricks-and-mortar 
overheads traditionally associated with such produc ts. 
 
Everyday Money needed to tap into the power of sear ch quickly which, despite 
being a part of an Australian icon, was no easy tas k! 
 
For any newcomer to the internet, the major challen ge lies in trust – or rather, the 
search engines’ lack of it for the new business. Br and new domains and no traffic 
history equals no trust. And without trust, a domai n is not presented to search users 
among the top results for their keywords. Not to me ntion the competition in the credit 
cards market!  
 
Compare a new, unknown and unvisited site like Ever yday Money to a massive, well-
established bank that has millions of users each mo nth, thousands of links leading 
towards it, and with domain names that are many yea rs old. 
 
So with just two weeks, dgm needed to build that tr ust for Everyday Money as rapidly 
as possible, by convincing the search engines that the new Woolworths credit card 
was indeed a highly relevant site for the keywords searched. 
 
Obviously, competition for keywords such as “credit  card(s)” and “reward credit 
card(s)” was going to be intense. 
 
There were two other challenges alongside the main search strategy (and that two-
week deadline): firstly, to manage several stakehol ders across different disciplines 
such as marketing people and technology people, to ensure everyone understood 
what needed to be achieved, and; secondly, to find ways around some particularly 
rigid technology already in-place and make it work for the search engines, not 
against them. 
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The Solution 
 
To convince a search engine that you’re reputable, and drive volumes of relevant 
traffic to your site, the three most important face ts are: 

- Technology 
- Content 
- Link Building 

 
Technology  
For Everyday Money, the first hurdle faced was tech nology.  
 
During dgm’s audit phase, multiple problems appeare d with the technology.  
Here are two examples.  
 
URLs need to feature words that provide meaning to the search engines – something 
the technology couldn’t do – for example, dgm solve d a way for the URLs to be more 
like this: www.everydaymoney.com.au/rewardscreditca rd,  
than: www.everydaymoney.com.au/tzk001 .  
 
Another issue was “bloated code”, which makes it di fficult for the search engines to 
find the important information: content. 
 
Content  
dgm conducted keyword research using a variety of t ools and industry knowledge, 
to produce a list of keywords to feature within the  content and other signposts within 
the code: title tags, metadata, anchor text.  
 
These words tell the search engines what the site a nd specific pages are about, in 
order to drive high volumes of relevant traffic. 
 
dgm began Phase One with words directly relating to  the brand: “Woolworths Credit 
Card” and “Everyday Money”. These featured heavily in the company’s advertising 
and PR campaigns. With the knowledge that three-qua rters of television viewers do 
not recall an advertised URL, it was imperative tha t searches lead straight to 
www.everydaymoney.com.au . 
 
Using these terms, the site began to build traffic and a user base – both things impress 
the search engines! There were no competitors for t hese brand-related terms so they 
were the easiest terms to convert to traffic. 
 
Phase Two expanded the keywords to include “reward”  related terms. This additional 
search yielded much higher traffic volumes, buildin g up more traffic and history, thus 
raising the trust of the search engines.  
 
Then, it was time for Phase Three, the holy grail o f terms, “credit card(s)”. 
 
Link Building  
A three-phase link building program was run alongsi de the content program. 
 
A link is a vote. And dgm wanted to win as many vot es as possible, in a short amount 
of time. 
 
Phase One, focused on brand terms “Woolworths Credi t Cards” and “Everyday 
Money” and used a methodology around PR and article  submission. Phases Two 
(“rewards”) and Three (“credit cards”) concentrated  on “deep themed links”.  
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In-bound links from sites that have relevant conten t and are already trusted by the 
search engines. 
 
dgm educated Woolworths on how to accept offers of links from sites approaching 
them directly, to obtain maximum benefit. 
 
 
The Results 
 
The Everyday Money website shot to success in a ver y short time, and the key metrics 
of more traffic to the site and lower cost per visi t will only continue to improve over 
the duration of the campaign. 
 
A snapshot of the results from launch in November 2 008 to February 2009 (for which 
we have the official figures), illustrated in figur e 1 shows: 
- dgm grew traffic to the site by 650%, to almost 8 0,000 unique visits to date 
- The cost per visit plummeted from $1.40 to $0.19,  based on the investment in organic 
search 
- This represents a drop of 630% in the cost per vi sit. 
 

 
 
Figure 1, above , as traffic volumes grow, cost per  visit drops dramatically 
 
Time was really of the essence for this campaign. d gm’s three-phase search strategy 
began showing results immediately, and thanks to ra pid momentum gains, the full 
strategy was up and running within three months. 
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The results for an organic search campaign are base d around the client’s company 
appearing when the keywords are used, and the traff ic thus generated based on its 
volume and relevance. 

At the time of this case study, Woolworths Everyday  Money was the number one 
credit card brand in organic search  (with the now defunct Virgin credit card 
appearing above them in the search results) (see Fi gure 2).  
 

 
Figure 2, Everyday Money is the number one credit c ard brand 
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The keyword strategy began working almost immediate ly in November 2008, with 
Woolworths achieving first position for its key bra nd terms within two weeks, and 
Everyday Money appearing on the 1 st page of search results within just months of 
launch. (see Figure 3) 
 

 
Figure 3, keyword rankings 

 

dgm knows effective link building requires a light touch. Link building is part of the 
organic search process and thus any site that build s too many links too quickly will 
receive an adverse ranking from the search engines.   

Over the campaign period to date, dgm has helped se cure 297 links to boost the 
traffic levels and rankings, finding the right bala nce between the number of links that 
is beneficial to the client and the organic search process (see Figure 4, below). 
 

 
Figure 4, showing 297 links (top right of image) 
 
 
 
In the clients own words;  
 
“For the Everyday Money team, dgm is not a supplier , they are a key partner in 
achieving the ambitious targets for the new credit card product.  
dgm has not only shown us how to do great SEO in th e most cost-effective way, but 
have delivered results that speak for themselves."  
 
Juan Pablo Bernal,  
Senior Manager Brand & Marketing Group Financial Se rvices  
Woolworths Limited  


