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a quick look back at what we have achieved so 
far. 

Recap



In 2025, we not only met our 
goals for organic conversions, 

but exceeded them by 45%.



Main results

Recap

KPI Difference YoY

Organic clicks +31%

Organic sessions +28%

Quotes requested +99%

Advice Requested +54%

Samples Requested +41%



GSC trend

Recap

URL: https://stilefloors.nl/pvc-vloeren/

https://stilefloors.nl/pvc-vloeren/
https://stilefloors.nl/pvc-vloeren/
https://stilefloors.nl/pvc-vloeren/


GSC trend

Recap

Keywords + “inclusief leggen” meaning 
including laying service



Ahrefs trend top 10 
positions

Recap



What was our starting point?

Problem statement



“The flooring market is extremely 
competitive and is dominated by 
large retailers and independent 

price fighters. As a result, success 
for Stile Floors was far from 

guaranteed.”



The flooring or PVC market is not one where success is relatively easy to achieve, for the following reasons:

● Dominance of large retailers such as Gamma, Karwei, and Hornbach, with enormous marketing budgets, 
including for SEO.

● Various price fighters offering floors at rock-bottom prices, such as Bebo and Laminaatplaza.
● A product that is not unique; there are multiple providers offering nearly identical products, making it very 

difficult to differentiate.

All of this means that the barrier to entry is considerably high, even for SEO.

The starting point of our 
collaboration

Problem statement



On the right, we see the top 10 results for the term “floor.” We see a 
combination of large retailers and independent price fighters. In 
short, a highly competitive market at every level.

The Organic  SERP

Problem Statement



From the meta descriptions it is already clear that the focus at the 
top is strongly on cheap or lowest price, often combined with 
ordering directly through shopping.

The Organic SERP

Problem statement



If you looked closely, you could see in the 
Ahrefs trend line that the number of top 3 
positions decreased in Q1 and Q2 of 2024. 
During the same period, SEO performance 
was below expectations and we saw a 
year-on-year decline of 20% in the 
number of organic visitors.

In 2024, Stile Floors was still 
in a negative organic trend.

Problem statement



How we created growth.

Strategy



The SEO strategy of Stile Floors is based on several key pillars:

● At the foundation is a strong marketing strategy and positioning. SEO does not exist without an overarching 

marketing strategy. No tunnel vision on only SEO.

● Strong entity-based SEO, built on a full-funnel approach.

● Applying an e-commerce structure with the goal of lead generation.

● And of course, branding.

SEO Strategy: Key points

Strategy



Key pillar 1: Overall 
marketing strategy

Strategy

From the start, Stile Floors chose a clear differentiation strategy. The 

company does not try to be the cheapest or offer the widest 

assortment. Because why would Stile Floors copy the biggest players? 

That would only remove its unique positioning.

Instead, Stile Floors positions itself in a higher price segment, with a 

focus on personal appointments, professional installation service, 

premium flooring, and community building.

In this way, Stile Floors has built a strong and recognizable 

differentiating position. We translated this strategy into the Google 

SERP.



Pillar 2: 
Strong(entity) SEO

Strategy

We do not approach SEO based on 
“keywords,” but on entities and the 
relationships between main and sub-
entities.

At its core, our SEO strategy is an extension 
of the broader marketing strategy. We do 
not see “floor” or even “PVC floor”  as our 
core entity. Instead, we defined our core 
entity as [product] + “including 
installation. From this proposition, we 
structured and mapped all underlying 
content clusters and topics.

This approach allows us to create a stronger 
competitive position in the organic SERP.
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Strong (entity) SEO 
content

Strategy

After defining the core entity and the relevant sub-clusters, we started 

working on SEO optimization. We added various types of content 

around the entity “including installation” or adapted existing content 

accordingly.

In doing so, we did not only focus on standard “blue links,” but also on:

● PAA

● Shopping (in collaboration with SEA)

● LLM visibility

● Images



Semantic overlap at 
every level

Strategy

We did not only create and optimize categories 

with this focus. We ensured that every “layer” in the 

site structure had semantic overlap.

In doing so, we:

● Added unique FAQs

● Wrote and/or rewrote blog content to focus 

more on this topic

● Optimized PDPs



PDP optimization (with 
SEA)

Strategy

We saw that the PDPs for the “including installation” 

variant were not indexable, had no unique content, 

and did not include “including installation” in the 

URL. Therefore, we:

● Added unique content

● Adjusted URLs to include “including installation”

● Set canonicals to self-referencing

● Optimized internal linking

● Optimized the feed for these terms



Entity SEO goes beyond just 
“website SEO”

Strategy

SEO no longer takes place only on the website. Social media channels, 
review platforms, user-generated content, and online word of mouth 
have played a major role in SEO growth. Over the years, Stile Floors has 
strongly focused on:

● Consistency in content and strategy across social channels and 
the website

● Generating as many customer reviews as possible across different 
platforms

● High quality social campaigns



Key pillar 3: E-commerce 
structure & lead generation

Strategy

The online flooring market is dominated by e-commerce players 

focused on direct purchases. This is also reflected in the (organic) 

SERP, which favors e-commerce sites with a clear PDP structure.

Stile Floors therefore operates with a hybrid model: WooCommerce as 

the foundation, but direct purchase is not the primary conversion. In 

this way, we compete from our positioning within a SERP that favors e-

commerce.



Key pillar 4: Branding

Strategy

Branding is one of the most important drivers behind the success of 

Stile Floors. The brand has built strong brand equity by focusing on:

● User-generated content: home showcases and social posts from 

customers

● Influencers and micro-influencers for additional exposure and trust

● Strong social campaigns, aligned with Social and SEA for maximum 

impact

● Consistently delivering top-quality work — the best branding is an 

excellent customer experience



Our vision on the coming years

The future



How will we adapt our 
strategy for the future?

Vision on the future

In 2026, we will build an organic growth strategy where social, SEO, and LLM visibility converge.
Our focus is to answer audience demand on every relevant platform, in the right format, at the 
right moment.

● Create one integrated organic strategy across search, social, and AI-driven discovery
● Build content that matches real user intent across the full customer journey.
● Increase visibility not only in Google, but also in social platforms and LLM-generated 

answers.
● Adapt content formats per platform: short-form, visual, editorial, and structured expert 

content.
● Strengthen brand authority by consistently providing the best answer to the query.
● Measure success through reach, engagement, organic traffic, assisted conversions, and AI 

visibility.



Elke dag beter
slimmer 
vaardiger 
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