
HOW TO SCALE 
TRAFFIC IN EUROPE 
WITH DIGITAL PR

Carrie Rose
Rise at Seven

@carrieroseballoch

@carrierosepr
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WHAT WE KNOW

THE SEARCH LANDSCAPE HAS 
CHANGED AND BECOME MORE 
INTERCONNECTED THAN EVER
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THERE’S 35-50 NEW SERP FEATURES INTRODUCED TO GOOGLE, AND 
AN AVG. OF 6 APPEAR ABOVE THE 10 BLUE LINKS PER SEARCH
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ENERGY DRINK KEYWORDS
The Energy Drink subfolder on your website has a mixture of information and key questions that consumers might have. Questions will 
often drive results that surface featured snippets and people also ask results - but a big winner here is short form video being pulled from 
the likes of TikTok and Instagram. 
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RUNNING SHOE KEYWORDS 

All of these features can distract a potential customer, or present an 
opportunity to dominate the SERP
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THE LAST 4 YEARS HAS SEEN MORE CREATIVE 
CONTENT FEATURES THAN EVER BEFORE. 
GOOGLE SEARCH FEATURES TIMELINE

2015 2016 2017 2018 2020 2021 2022

2014

Featured 
snippets, 

Top stories

2015

People also 
ask

2019

People also 
ask

2020

Images, short 
form video 
(YouTube)

2021

Continuous 
scroll, 

TikToks and 
Instagram 

videos, 
Shopping 

graph

2016/17

Top Stories

2022

Google lens, 
shopping 

graph, 
explore more 
suggestions

2023

Perspectives, 
discussions 
and forums

2023/24

AI overviews, 
author bios 
and social 
following

2014 2019 2023 2024

From featured snippets, TikTok videos, Twitter perspectives, 
and AI overviews - Google has introduced a wide variety of 
features to better serve the users query. These features are 
taking up the serp, and taking clicks. 
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AND WE NEED TO CONSIDER, BEING DISCOVERABLE IN ALL ASPECTS

TOP 10 ROUNDUPS/LISTICLES REVIEWS ON SOCIAL PRODUCT CONSIDERATION

Top 10 product roundups are extremely 
popular and high ranking as a serp 

feature and in the media. We want to 
make sure your brand is featured when 

it comes to your niche

What others are saying about your product/brand 
is crucial now as a trusted source. We can work 

with creators and influencers to create high 
ranking content. 53% of search results now show 
reviews in the top 20 so its crucial we dominate 

here

Easy to find and easy to 
buy. Product lists, shopping, 

reviews, ecomm 
optimisations is key here

Multi channel search and offsite plays a huge role in this.



THE ROLE OF THIS, IS TO DRIVE DEMAND & 
DISCOVERY IN THE MESSY MIDDLE

This is the latest version of the user journey, visualized by 
Google themselves. How people decide what to buy lies in 
the messy middle of the purchase journey; which heavily 
relies on search and consideration. 
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BUT THERE’S ONE KEY THING…
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THE MESSY MIDDLE IS EVEN MESSIER. 
YOUR BRAND COMPETITORS AREN'T 
YOUR ONLY COMPETITORS NOW…



RED BULLS COMPETITORS 
ARE FORUMS, SOCIAL AND 
MAJOR US NEWS OUTLETS
● Reddit leads the way taking 12.9% of the top 

ten ranking positions - a combined 28k 
searches per month in the US.

● TikTok has 5.2% of all top ten ranking 
positions in the US

● Major US news outlets such as 
BusinessInsider, USAToday & Men’s Health 
are key targets.
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Face Cleansers

IN BEAUTY… 14 OUT OF TOP 20 
RANKING POSITIONS ARE MEDIA 
PUBLICATIONS

‘Cleansers’  
700 Monthly 

Search Volume

All brands and retailers, 
positions that your website 

could appear in by 
improving rankings. 

20 out of top 20 rankings 
websites are brands

‘Best Cleansers’  
600 Monthly 

Search Volume

All publications, meaning you 
won’t rank, but we can aim to 
get your brand in these lists. 

14 out of top 20 ranking 
websites are publications
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THE MEDIA ARE STEALING ATTENTION FOR AIRFRYERS

No brand ranking 
till pos 29 
(currys)
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Health

IN PROTEIN AND GREEN POWDERS, 10 
OUT OF 10 RANKINGS ARE 
PUBLICATIONS LIKE GLAMOUR, VOGUE, 
HEALTHLINE & MEN’S HEALTH

‘Greens Powder’  
9,900 Monthly 
Search Volume

All brands and retailers, 
positions that your website 

could appear in by 
improving rankings. 

8 out of top 10 rankings 
websites are brands

‘Best Greens Powder’  
1,200 Monthly 

Search Volume

All publications, meaning you 
won’t rank, but we can aim to 
get your brand in these lists. 

10 out of top 10 ranking 
websites are publications
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TECHNICAL SEO ON-SITE CONTENT

THAT MEANS, THE TRADITIONAL PILLARS ARE REDUNDANT
Traditional pillars of SEO are still crucial, but only serve the website. 

TECHNICAL
(VISIBILITY)

ON-PAGE
(EXPERIENCE & 

RELEVANCY)

OFF-PAGE
(TRUST SIGNALS, 

AUTHORITY, DISCOVERY)

THEN

NOW

LINKS

Crawlability

Indexability

Experience

On-page Optimization & Meta 
Data

Relevancy & E-E-A-T

Content & Structure

Social search optimization 

Content creation & distribution

Links & rankings in Media 
articles/content placements

Ecom/Retail/partner 
optimisationsConversion/UXPerformance
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1.  A Brief Overview of SEO
From a macro-level, we’ll look into what it is and why as a business we should 
care about it. We’ll look relevancy and authority.
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BUT IT ALSO MEANS THE ROLE OF MEDIA 
ISN’T JUST TO SERVE US LINKS IN SEO 
ANYMORE.
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5 KEY PR & EARNED MEDIA STRATEGIES

CREATIVE PR/MULTI 
CHANNEL CAMPAIGNS

Generating search demand, 
pushing user down the funnel, 
driving traffic and conversions

PRODUCT PR/
DEALS

Showcasing & invigorating 

your product selection  

 

TRENDS/REACTIVE 
NEWSJACKING

Focused on trending topics

BRAND AWARENESS

CONTENT 
MARKETING/DATA 

REPORTS
Creative and data led positioning 
as expert/thought leader in the 
space

BRAND 
RECOGNITION/ENGAGEMENT

PRODUCT AWARENESS
CONSIDERATION/CONVERSION

BRAND AUTHORITY/TRUST/
CONSIDERATION

RISE LIVE

RANKING ARTICLE 
FEATURES

Owning the serps through 
search first PR stories

 

BRAND/PRODUCT
DISCOVERY



In
te

rn
al

 | 
©

 A
ll 

rig
ht

s 
re

se
rv

ed

18

EVERYTHING I KNOW ABOUT DRIVING GROWTH USING 
DIGITAL PR IN EUROPEAN MARKETS

STRUCTURING YOUR CONTENT TO DRIVE SEO GROWTH

1
2
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CAMPAIGN FORMATS

CREATIVE PR/MULTI 
CHANNEL CAMPAIGNS

Generating search demand, 
pushing user down the funnel, 
driving traffic and conversions

PRODUCT PR/
DEALS

Showcasing & invigorating 

your product selection  

 

TRENDS/REACTIVE 
NEWSJACKING

Focused on trending topics

BRAND AWARENESS

CONTENT 
MARKETING/DATA 

REPORTS
Creative and data led positioning 
as expert/thought leader in the 
space

BRAND 
RECOGNITION/ENGAGEMENT

PRODUCT AWARENESS
CONSIDERATION/CONVERSION

BRAND AUTHORITY/TRUST/
CONSIDERATION

RISE LIVE

RANKING ARTICLE 
FEATURES

Owning the serps through 
search first PR stories

 

BRAND/PRODUCT
DISCOVERY
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Site search

SITE SEARCH BAR IS A GOLD MINE FOR CONSUMER DATA 
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30% OF VISITORS PERFORM A 
SITE SEARCH

@carrierosepr  @RiseatSeven  
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AND THEY CONVERT HIGHER THAN 
THOSE THAT DON’T, BECAUSE OF 
HIGH INTENT

@carrierosepr  @RiseatSeven  
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YOU CAN FIND SITE SEARCH DATA IN YOUR GA AND SET UP ALERTS 
FOR SPIKES



7500%



7500%
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60 MINUTE PROCESS
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IMDB
Reach/Avg Visitors: 117 million

Variety
Reach/Avg Visitors: 24.2 million

Slash Film
Reach/Avg Visitors: 6.6 million

TO LAND COVERAGE IN PLACES LIKE THIS
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DRIVING LINKS INTO CORE PAGES - CCTV/CAMERAS

18
LINKS/PLACE

MENTS

THE IDEA
We identified a trend of 
increased searches for CCTV 
cameras after Netflix series ‘The 
Watcher’ had aired. 

THE CHALLENGE
Build links from key target 
sites by injecting B&Q into 
the conversation around 
relevant trending topics  

THE RESULTS
This enabled us to go to 
niche publications with this 
stat and build links back to 
the B&Q CCTV category.

This story picked up  
coverage on websites like 
IMDb, Variety and Slashfilm

RETWEET
Show 

producer
IMDB

mention
1.5BNx

REACHED



Internal

IF YOU DON’T HAVE SITE SEARCH, 
AND YOU JUST WANT TO KNOW 
THE BOOMING TRENDS ON 
GOOGLE…

@carrierosepr  @RiseatSeven  
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MEET GLIMPSE
TRACK THOUSANDS OF 

KEYWORDS
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THE VERY NEXT MORNING, 
SEARCHES ON GOOGLE FOR STI 

TESTS AND MORNING AFTER PILL



Internal

BUT WHAT ABOUT NEW TERMS 
THAT YOU’RE NOT ALREADY 
TRACKING?

@carrierosepr  @RiseatSeven  



Internal

15% OF SEARCHES EVERY YEAR 
ON GOOGLE ARE NEW TERMS

@carrierosepr  @RiseatSeven  
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EXPLODING TOPICS
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2014: Airport Outfits 
started to achieve 1K 
searches per month
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2019: 3K searches 
per month
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Now: 11K searches per 
month
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PINTEREST ONLY SITE RANKING 
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WE PULLED ALL LOUNGEWEAR INTO 
A NEW NAMED CATEGORY
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Internal

11K searches

Pos 1 rankings 
held

UK + US
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IT DOESN'T ALWAYS HAVE TO BE DATA/SALES LED
WHAT WE DID
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THIS VARIES COUNTRY TO 
COUNTRY

@carrierosepr  @RiseatSeven  
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COUNTRY SPEED OF COVERAGE TRUST IN DATA/
SOURCE

KEY REQUIREMENTS FOR EARNING A 
LINK

SUCCESS 

UK High Trending/Relevant

Germany Low Trust/robust data from official sources

Netherlands Medium Original data & a strong newsworthy 
hook

Spain Medium Onsite content/data write up

Italy Low Resource onsite

France Medium Onsite content/data write up

US High Resource onsite

HOW SUCCESSFUL IS REACTIVE IN EACH MARKET?
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COUNTRY SPEED OF COVERAGE TRUST IN DATA/
SOURCE

KEY REQUIREMENTS FOR EARNING A 
LINK

SUCCESS 

UK High Trending/Relevant

Germany Low Trust/robust data from official sources

Netherlands Medium Original data & a strong newsworthy 
hook

Spain Medium Onsite content/data write up

Italy Low Resource onsite

France Medium Onsite content/data write up

US High Resource onsite

HOW SUCCESSFUL IS REACTIVE IN EACH MARKET?
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SMORES CONTENT + LINKS= NINJA RELATED TO AIR FRYERS 
= SUBJECT RELEVANCY INCREASES.



48C
on

fid
en

ti
al

 | 
©

 A
ll 

rig
ht

s 
re

se
rv

ed
In

te
rn

al
 | 

©
 A

ll 
rig

ht
s 

re
se

rv
ed

48

REACTIVE PR
● Newsjacking links directly into opportunity page
● Expert commentary links into content that links to 

opportunity page to create stronger assets
● Product PR can get your product listed in publications 

and listicles

CAMPAIGN PR
● Create a strong linkable asset on site
● Use this page to internally link to opportunity page
● Drive external links to campaign page to strengthen 

internal links
● Use content to support campaign landing page
● Asset has the ability to naturally pick up links over time

HOW DIGITAL PR X SEO BOOSTS 
VISIBILITY OF YOUR PAGE

AIR FRYER 
PAGE

REACTIVE 
CONTENT

DIGITAL PR 
CAMPAIGN

REACTIVE 
CONTENT

LINKS 
THROUGH 
OUTREACH

NEWSJACKING 
/ PRODUCT PR 

LINKS

NATURAL 
LINK PICKUPINTERNAL LINKING

EXPERT 
COMMENTARY 

LINKS
EXPERT 

COMMENTARY 
LINKS
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NOW, NINJA RANKS #1 FOR AIR FRYER
Air fryer
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AND AI SEARCH RECOMMENDS THEM TOO…
What’s the best airfryer brand in the uk?
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WE NEED TO THINK ABOUT DATA/DIGITAL PR 
CAMPAIGNS AS A TWO STEP PROCESS

1. What can we do to earn the coverage

2. What can we do to turn that coverage into links
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WHAT HEADLINES/KEY STATS DO WE WANT TO TELL
STUDY REVEALS THE APPS WHICH 
SECRETLY COLLECT AND SHARE 

YOUR DATA 
STUDY REVEALS THE WORLD’S BEST CITIES TO 

REMOTE WORK

540 links 128 links 122 links

STUDY REVEALS THE EMOJIS GOING EXTINCT

https://broadbanddeals.co.uk/remote-working/
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AND THESE DATA SOURCES CAN BE OPEN SOURCES
Explore free data sites to see what 
data is out there and what you can use 
to create a campaign.

https://www.nationmaster.com/
https://www.similarweb.com/home
https://www.gov.uk/government/statistics/announcements
http://www.ons.gov.uk/ons/datasets-and-tables/index.html
https://www.google.co.uk/trends/
https://www.import.io/
http://data.un.org/
https://datahub.io/
https://www.google.com/finance
http://data.worldbank.org/
http://landregistry.data.gov.uk/app/hpi/
https://books.google.com/ngrams
http://stats.oecd.org/Index.aspx
https://www.worldenergy.org/data/resources/
https://datamarket.com/data/list/?q=provider:tsdl
http://chroniclingamerica.loc.gov/
http://archive.org/
http://publicdomainreview.org/sources/
http://data.london.gov.uk/
http://product.okfn.org/
http://sustainability.okfn.org/
http://stakeholders.ofcom.org.uk/market-data-research/opendata/
https://hctrendsapp.deloitte.com/
https://www.statista.com/
You can also use company financial reports

https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://www.nationmaster.com/
https://hctrendsapp.deloitte.com/
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FREE DATA SOURCES

https://riseatseven.com/blog/top-10-free-data-sources-for-your-digital-pr-campaigns/
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POSITIONS YOUR 
CLIENT/BRAND 
AS AN EXPERT 

BUILD SOMETHING ON SITE THAT TICKS ONE OF THE FOLLOWING BOXES 
WILL TURN COVERAGE INTO LINKS:

ADDS 
VALUE

ACTS AS A 
RESOURCE

IS 
GENUINELY 
ENGAGING
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LINK EARNING HAS 
ALWAYS BEEN THE 
HARDEST PART IN SEO. 
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AS A RESULT, IT ALSO HAS THE MOST 
INVESTMENT 
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BUT IT DOESN'T HAVE TO BE 
HARD 👀 
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WERE ACTIVELY BUILDING LINKS AND OFFSITE IN THESE HIGH AUTHORITY PRESS FOR 
GLOBAL BRANDS
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

YOU’VE GOT TO KNOW YOUR MARKET
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

NL: 8X LESS ABILITY TO LAND IN THE MEDIA IN NL TO UK
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

NL: 17% (HIGHEST AMOUNT) PAY FOR THEIR NEWS
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

NL: 57% CONSUMERS (HIGHEST) HAVE TRUST NL MEDIA 
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TOP 10 ARTICLES WITH THE MOST 
ENGAGEMENT IN THE PAST YEAR: NL

Publication

Title Publication Engagement Topic

Study shows: People who have a good relationship with their neighbors 
are happier!

Dailynews 103K Study

Study: People with a higher IQ prefer to drink Red Bull Lezershoekje.nl 80.7K Study

Study: You get the worst hangovers from the Limoncello liqueur Zelfmaakideetjes.nl 78.4K Study

Now for sale: a gigantic penis blanket that you can sleep in Leefspiritueel.nu 77K Product

The corona vaccination is not without risks HPdetijd 75.2K Thought 
leadership

Source:  BuzzSumo 
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

97% CHANCE OF A FOLLOWED LINK
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DIGITAL PR CAMPAIGN:
WHERE DO YOU GET THE MOST PROPERTY FOR 
YOUR MONEY? 
A deep dive into which region you can get the most amount of property in 

THE IDEA
One of our first campaigns 
utilised open data to discover in 
which region in The Netherlands 
you get the most amount of 
property for your money. 

THE CHALLENGE
Creating a newsworthy PR 
campaign that is relevant to 
Raisin’s audience in the 
Netherlands and gets the press 
talking about them and with 
that improving their backlink 
profile. 

THE RESULTS
We successfully build 20 follow links 
from high authoritative publications 
(average DR of 69) as well as media 
coverage from both regional and 
national publications such as De 
Telegraaf and De Gelderlander. The 
campaign was also covered by Het 
AD, the news platform with the 
largest online reach in the 
Netherlands. 

8K
Social shares

67
Average DR

100%
Follow 
links

20
Links

30
Media 

placements

8K
Social shares

67
Average DR

69
Average 

DR
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DIGITAL PR CAMPAIGN: CASHLESS CAPITALS 
Which cities are most likely to become cashless?

THE IDEA
We decided to create a 
data-led campaign to reveal 
which cities are the most and 
the least cash dependent. With 
this campaign we jumped on 
the fear that the Netherlands is 
becoming cashless and the 
current payment trends. 

THE CHALLENGE
Create a campaign raising 
brand awareness and improve 
online visibility for Raisin 
Netherlands. The client wanted 
to target finance publications. 

THE RESULTS
We managed to get Raisin 
mentioned by high authority 
publications in different niches 
such as national, regional, finance 
and retail. With the campaign 
we’ve build 33 media placements 
of which 27 linked back to 
Raisin’s website. All links were 
followed links. The campaign was 
also covered by the radio. 

8K
Social shares

67
Average DR

100%
Follow 
links

27
Links

33
Media 

placements

8K
Social shares

67
Average DR

74
Average 

DR
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REACTIVE: THE COST OF LIVING THEN VS NOW
How much has the cost of living risen since 2002? 

THE IDEA
We’ve created a data-led 
campaign to reveal how much the 
cost of living has increased since 
2002. 

THE CHALLENGE
We wanted to get Raisin 
Netherlands at the centre of the 
trending conversation in the 
Netherlands: the cost of living 
crisis. 

THE RESULTS
We managed to get links on large 
national publications such as De 
Volkskrant and regionals like de 
Limburger and Dagblad van het 
Noorden. Besides that, our story 
also landed on niche publications 
such as Business Insider, Autoblog, 
Missethoreca of which many were 
new referring domains. All 
backlinks were followed links.

8K
Social shares

67
Average DR

100%
Follow 
links

12
Links

18
Media 

placements

8K
Social shares

67
Average DR

68
Average 

DR
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DIGITAL PR: RAISIN NETHERLANDS
Increasing Raisin’s online visibility in the Netherlands through Digital PR campaigns 
and Reactive PR.

THE IDEA
We created a two tiered 
approach to our strategy with 
reactive commentary alongside 
strategic campaigns to ensure 
Raisin was at the centre of 
trending conversations in the 
Netherlands. 

THE CHALLENGE
Raisin approached us to 
improve their organic visibility, 
backlink profile and brand 
awareness in the Netherlands. 
The savings brand wanted to 
build the profile of their Director 
Eelco Habets in national and 
regional press.

THE RESULTS
Since working with Rise at Seven, 
their referring domains have 
increased by 650%. With our PR 
efforts we've built 302 media 
placements, of which 189 linked 
back to Raisin's website. And, 100% 
were followed. We've also managed 
to reach a new audience that they 
couldn't reach before by building 
links on several lifestyle publications 
such as Elle, Marie Claire, &C, Grazia, 
Libelle, and Flair.

8K
Social shares

67
Average DR

68
Average     

DR  

791%
Increase 

in organic 
traffic

302
Media 

placements

189
Links
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Avg. new 

links

67K
Avg.new 

visits

203K
Total new 

visits 
monthly

1.7K
Total new 

links

WE’VE PROVEN THAT WE CAN 
DOMINATE MULTIPLE MARKETS 
WITHOUT SACRIFICING QUALITY
Working with Raisin, we grew their three core 
markets on average by 120% in two years.

This came through our ability to scale operations 
across markets through:

● Dedicated native outreach.
● Always-on reactive PR.

By adding, on average, 500+ links to each TLD 
over two years, we were able to scale traffic by 
203,000 across three difficult markets.

We now have a proven model to replicate this in 
any industry in most European markets.
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LESS JOURNALISTS AND MEDIA SITES TO OUTREACH 
TO?

● Smaller seeding list
● Doesn't mean less outreach time. But in fact more! More time needs to be 

allocated to outreach to carefully target and build relationships
● Ensure you send only relevant stories to avoid being seen as 

spammy/repetitive
● Ensure that your story has different angles so you can outreach to 

different niche publications.
● Regional angles are key
● More volume of studies/content to create new angles/stories consistently



In
te

rn
al

 | 
©

 A
ll 

rig
ht

s 
re

se
rv

ed

72

COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

DE: LOW % OF USERS PAY MEDIA FOR NEWS. 
FORCING THEM TO MONETIZE IN OTHER WAYS
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

DE: LOW % OF USERS PAY MEDIA FOR NEWS. 
FORCING THEM TO MONETIZE IN OTHER WAYS
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

UK, US VS. DE, NL, ES, IT AND FR
The difficulty score is based on our experience and the percentage of trust in the news, along with factors such as 
the number of digital outlets, the number of journalists, and the percentage of people who pay for news.



In
te

rn
al

 | 
©

 A
ll 

rig
ht

s 
re

se
rv

ed

75

WHEN THERE IS HIGH TRUST IN THE NEWS

Readers have high expectations for articles. 
Journalists will only accept high-quality content and 

take the time to research your press releases and 
methodologies.

Avg lead time to link can be up to 3 months!!
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COUNTRY
NUMBER 

OF DIGITAL 
OUTLETS

JOURNALIST
S

USERS WHO 
PAY FOR NEWS TRUST IN NEWS LEADING 

PUBLICATION

% CHANCE 
OF A 

FOLLOWED 
LINK

ESTIMATED 
LINKS PER 
CAMPAIGN

DIFFICULTY 
SCORE

1 being the 

most difficult 

UK 1,500 92,000 9% 33% Bbc.co.uk 11% 18-23 5

Germany 698 48,000 11% 43% T-online.de 37% 8-12 1

Netherlands 183 25,000 17% 57% Nu.nl 97% 10-15 2

Spain 1,274 55,000 13% 33% 20Minutos.es 71% 13-18 4

Italy 416 101,909 12% 34% Tgcom24 51% 13-18 4

France 266 34,000 11% 30% Lemonde.fr 53% 10-15 3

US 1400 85,000 22% 31%
New York 

Times
86% 20-30 5

DE: VERY DIFFICULT MARKET
The difficulty score is based on our experience and the percentage of trust in the news, along with factors such as 
the number of digital outlets, the number of journalists, and the percentage of people who pay for news.
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BUT IT DOESN'T MEAN ITS 
IMPOSSIBLE 👀 
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SURVEY REVEALS GERMANY’S RUDEST 
CITIES
Which are the rudest cities in Germany according to those living 
there?

THE IDEA
Preply partnered up with 
Censuswide to create a survey 
that would reveal the rudest 
cities in Germany. Over 1,500 
people in the 20 biggest cities 
were asked various questions 
on which rude behaviours 
they’ve witnessed most 
frequently and how high the 
tips are.

THE CHALLENGE
Preply created this campaign 
internally and asked for our 
expertise and help outreaching 
it to the press. The goal was to 
increase Preply’s brand visibility 
by achieving links and coverage 
in German publications with a 
high DA.

THE RESULTS
We managed to get a total of 107 
media placements of which 85 
linked back to Preply’s website - 
these include regionals and 
nationals with a wide reach. We got 
links in big publications such as Bild, 
FOCUS, Merkur, t-online and Der 
Westen and gained coverage in 
Prosieben, RTL, n-tv and Stern, 
which is a huge win for brand 
awareness. 

8K
Social shares

67
Average DR

70
Average     

DR  

81  
Links

107  
Media 

Placements
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51
Media 

Placements

51
Backlinks

65
Average DR

SURVEY REVEALS ANGLICISMS IN THE GERMAN 
WORKPLACE
How often do Germans use English terms in the office and what are the most used anglicisms? 

THE IDEA
We created a survey 
campaign revealing the use of 
anglicisms in the German 
workplace.

THE CHALLENGE
Language learning platform 
Preply came to Rise at 
Seven to improve their 
backlink profile and brand 
awareness in Germany. 

THE RESULTS
This campaign went 
everywhere, with 51 media 
placements all linking back 
to Preply’s campaign’s 
page. 
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1.2K
Avg. new 

links

81K
Avg.new 

visits

244K
Total new 

visits

9K
Total new 

links

WE’VE DRIVEN GROWTH AND 
QUALITY FOR PREPLY IN 
MULTIPLE MARKETS
Working with Preply, we grew their three core 
markets on average by 52% in two years.

This came through our ability to scale operations 
across markets through:

● Dedicated campaigns in each market
● Always-on reactive PR.

By adding, on average, 1000+ links to the three 
domains over two years, we were able to scale 
traffic by 244,000 across three international 
markets.

We now have a proven model to replicate this in 
any industry in most European markets.



C
on

fid
en

ti
al

 | 
©

 A
ll 

rig
ht

s 
re

se
rv

ed

81

BE THE 
SOURCE 
PEOPLE 
CITE
AND 
YOU’LL WIN
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HOW CAN YOU MAKE IT HAPPEN?
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OUR 7METRICS TOOL GIVES US A TOP LEVEL VIEW
We’ve chosen UK supermarket brands to highlight how this can work to uncover useful insights we can use within SEO & PR.

41.6k

36.4k

357k

2.3m

9.2k
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OUR 7METRICS TOOL GIVES US A TOP LEVEL VIEW
● Morrisons have fewer Top Pages & Linking Domains…

41.6k

36.4k

357k

2.3m

9.2k
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OUR 7METRICS TOOL GIVES US A TOP LEVEL VIEW
● Morrisons have fewer Top Pages & Linking Domains…

● As a result, they also have the fewest number of Top 3 rankings & Top 10 rankings…

41.6k

36.4k

357k

2.3m

9.2k
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OUR 7METRICS TOOL GIVES US A TOP LEVEL VIEW
● Morrisons have fewer Top Pages & Linking Domains

● As a result, they also have the fewest number of Top 3 rankings & Top 10 rankings

● That filters down them having the smallest volume of organic traffic

41.6k

36.4k

357k

2.3m

9.2k
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AND LET’S ADDRESS ISSUES & OPPS BEFORE PR BEGINS
FIX BROKEN PAGES 
TO RECLAIM LINKS & 
REDUCE WASTED 
CRAWL EFFORT

SETUP THE RIGHT 
PAGES FOR THE 
SEARCH JOURNEY

ENSURE BRAND 
SEARCHES ARE 
ADDRESSED

IF THESE ELEMENTS 
AREN’T ADDRESSED…

PROVIDE OR IMPROVE 
E-E-A-T SIGNALS

CHECK SNIPPETS ARE 
OPTIMISED

LINKS GAINED VIA 
DIGITAL PR HAVE 

LESS IMPACT

SEARCHERS DON’T 
FIND THE RIGHT 

INFORMATION

BRAND INFORMATION 
IS BURIED AWAY

LACK OF TRUST CAN 
IMPACT CONVERSION

NON-BRAND 
SEARCHES DELIVER 

FEWER CLICKS

…THESE ARE THE ISSUES 
OR PROBLEMS WE SEE
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FIX BROKEN PAGES TO 
RECLAIM LINKS…?



89C
on

fid
en

ti
al

 | 
©

 A
ll 

rig
ht

s 
re

se
rv

ed

YES! IN 2025 SO FAR, WE’VE FOUND LINKS FROM 
THESE SITES POINTING TO BROKEN PAGES 😔

89
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BE THE 
SOURCE 
PEOPLE 
CITE
AND 
YOU’LL WIN
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IF YOU WERE HEADING, 
WHERE WE ARE HEADING, 
YOU’D RISE AT SEVEN TOO.

2 FREE BRAND SIDE TEAM 
TRAINING DAYS ON HOW TO 
USE DIGITAL PR TO DRIVE 
ORGANIC GROWTH

DM RISE AT SEVEN ON 
LINKEDIN OR SOCIAL


