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• Rankings Based Reach (RBR)* provides a simple way to compare a 

website’s search engine rankings with its competitors. 

 

• RBR is an estimate of the percentage of available search traffic a 

website will receive for a set of phrases – this gives the site’s share 

of search or reach. 

 

• It is weighted based on the popularity of each search phrase and the 

relative click through rate (CTR) of each ranking position. 

 

 

*Source: Rankings Based Reach (RBR) is a methodology developed by FIRST., http://www.firstdigital.co.nz  

Copyright © FIRST 

• Rankings Based Reach (RBR)* provides a simple way to compare a website’s search engine 

rankings with its competitors. 

 

• RBR is an estimate of the percentage of available search traffic a website will receive for a set 

of phrases – this gives the sites share of search or reach. 

 

• It is weighted based on the popularity of each search phrase and the relative click through 

rate (CTR) of each ranking position. 

 

 

 *Source: Rankings Based Reach (RBR) is a methodology developed by FIRST 

http://www.first.co.nz/


Copyright © FIRST 

The following New Zealand furniture sites were selected for Ranking Based Reach (RBR) organic 
search performance analysis.  

Sites 

bigsave.co.nz  

danskemobler.co.nz 

dawsonsfurniture.co.nz 

farmers.co.nz  

freedomfurniture.co.nz  

furniture.co.nz 

furniturecity.co.nz 

harveynorman.co.nz  

ifurniture.co.nz  

interiordesignonline.co.nz 

pkfurniture.co.nz 

targetfurniture.co.nz  
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In order to investigate which websites are leading in search FIRST researched frequently used 
furniture-related phrases.  

Search Phrase 
Local searches 

per month 
  Search Phrase 

Local searches 
per month 

outdoor furniture nz 4,400 
french country 

furniture 
590 

furniture 3,600 cheap furniture 590 

furniture nz 2,900 chairs 590 

office furniture 1,900 sofa 480 

couch 1,300 dining tables  480 

lazy boy 1,300 
kids bedroom 

furniture 
390 

outdoor furniture 
auckland 

1,000 bespoke furniture 320 

bedroom furniture 1,000 furniture online 170 

furniture stores 880 wooden furniture 170 

dining chairs nz 880 mid century furniture 140 

kids furniture 720 modern furniture 110 

bunk beds 720 

 
Total searches per month 

24,630 
 

 
Total searches per year 

295,560 
 

Source: Google Keyword Tool, New Zealand  exact match, Apr 2015 
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What the consumer sees: The top of the Google search results page for a search on ‘furniture’  

Paid search results 

Organic search results 

Up to 3 keyword- 
related Google ads 
for paid search terms 
lead the Google 
search results page: 
Furniture City and 
Hunter Furniture 
ranked in the first 
and third positions, 
respectively for the 
search term 
‘furniture'. 

Under the organic 
search results,  
majority of the 
analysed companies 
ranked on Google’s 
first page, starting 
with Target Furniture, 
followed by iFurniture, 
Freedom Furniture, 
Danske Mobler, Big 
Save Furniture, PK 
Furniture, Dawson 
Furniture and 
Furniture City for the 
search term 
‘furniture’.  

Dawson Furniture 
ranked on the fourth 
position in the paid 
search results.  
In total there are 11 
companies ranked for 
paid search. That 
represents the 
maximum number of 
paid search results for 
the first page. Given 
that, the furniture 
market is highly 
competitive. 
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Source: Chitika, 2013 (Organic Search) 
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Source of ranking data: Google New Zealand, www.google.co.nz, Apr 2015 * includes all websites under the relevant domain name (e.g. including www.) 

MASSIVE OPPORTUNITY 

There is an opportunity for all furniture providers to compete 
by optimising for highly relevant and popular search phrases. 
By improving their RBR score, they will be able to seize 
opportunities to boost online sales revenues.  

Target Furniture, the RBR 
leader, has an RBR score of 
21%. It is followed by Harvey 
Norman, Freedom Furniture 
and Big Save, with RBR scores 
of 18%, 15% and 12%, 
respectively. The rest of the 
furniture providers have RBR 
scores of less than 10%.  
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Source: Relative total keyword performance on a normalised scale of 1 to 100, Google Trends, New Zealand, Apr 2015 
 

The chart below illustrates interest in key search term ‘cheap furniture’  and ‘furniture online’ in 
New Zealand over the last 5 years.  

 
 
 

There has been high search volume during the last 5 years for the search terms 
mentioned above among New Zealand customers.  This points directly to the 
importance of maximising search engine optimisation for these key phrases 
among furniture providers.  
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Source: Relative total keyword performance on a normalised scale 1 to 100, Google Trends, New Zealand, Apr 2015 

 
The chart illustrates the brand search terms for furniture. The trend data shows that Freedom Furniture is accelerating away and is ahead in terms of 
online brand search.  However, it is closely followed by Big Save beginning this year. Target Furniture, Furniture City and PK Furniture are lagging far 
behind its competitors. 

 
To combat being left behind, runner-up furniture providers need to drive consumer brand recognition via search, display, social and email 
remarketing campaigns.  
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This representative survey was carried out by 3Di Research on the Great Sites 
platform, August 2014 (n=1813). 

 
Question 1: Typically, where is the first place you go when 
considering to purchase new furniture? 

 

 
Nearly 45% of the respondents go to the physical 
store of a known furniture provider. And 1 out of 5 
Kiwis look up information for furniture in catalogues 
and/or mailers. 

  

Trade Me is a popular source for 
10% of Kiwis when considering to 
purchase new furniture. 
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Question 2: What is most important to you when considering new 
furniture? (Rank the following on a scale of 1-5, 1 being least important, 5 
of great importance)   

 
 

This representative survey was carried out by 3Di Research on the Great Sites 
platform, August 2014 (n=1813). 

The quality of furniture is more 
important for Kiwis than the price or 
offers. 

The fact that 
the product is 
New Zealand 
made is 
perceived as not 
so important by 
Kiwis. 
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Question 3: Have you ever purchased furniture online?  
 

This representative survey was carried out by 3Di Research on the Great Sites 
platform, August 2014 (n=1813). 

More than 1 out of 5 Kiwis have 
already purchased furniture 
online, which shows that 
optimising company websites for 
the best possible customer 
experience is beneficial for the 
furniture provider. 
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Question 4: Why would you choose to order furniture 
online? 

 

This representative survey was carried out by 3Di Research on the Great Sites 
platform, August 2014 (n=1813). 

50% of all respondents 
mentioned that they would 
not buy online as they needed 
to see and touch the furniture 
before purchasing it. 

Surveyed respondents also mentioned 
that they would chose buying online as it 
saves time and is often cheaper than in a 
retail store. 
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• In our consumer survey, it was revealed that price and offers are almost equally important to Kiwis 

as product quality. This points to the importance of displaying furniture prices, discounts and other 

product offers visibly and strategically on the websites of furniture providers. 

 

• As of April 2014, furniture has made up almost 9% of the composition of online spending in New 

Zealand. This industry has grown 12% in the previous year1. 

 

• ‘Showrooming’ and ‘click and collect’ are two major retail trends among Kiwi shoppers that have 

continually risen over the past year. “The rise of showrooming had been driven by growth in the use 

of smartphones, which gave consumers the ability to conduct online research while in a retail outlet. 

Additionally, click and collect which allows shoppers to buy products online then pick them up in the 

retailer’s physical store, has become very popular for those who wanted to avoid the hassle of 

having to wait for the product to be delivered2.” 

 

• Currently, Target Furniture stands out in the search and ranking landscape followed by Harvey 

Norman, Freedom Furniture and Big Save capturing a big proportion of the voice thanks to 

prominent organic presence. 

 

• Majority of the analysed furniture retailers have low RBR scores, below 10%. There is significant 
opportunity for these retailers to improve their RBR or search engine reach – for important and 
popular keywords in organic search.  

 
• Due to their low RBR scores, search results are broadly dispersed among a wide range of 

competitors. In the competitive and margin-driven furniture market, retailers need to optimise the 
most cost effective marketing channel - search.  

 

• A well-executed digital strategy that integrates both organic and paid search should be a key 
customer acquisition channel for furniture providers, driving revenue and growing the stores 
share of digital spend.  

 

 

 

 

1Source: BNZ online retail sales report, BNZ, May 2014 
2 Source: Retail trends: the future of shopping, The NZ Herald, Jan 2014 
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FIRST is an award-winning team of smart Digital Marketers who have helped over 300 companies across 100 
industries achieve success online.  We help our clients to grow online sales, revenue and improve their ROI. 
 
Our expertise in digital marketing has been built on over 15 years experience in digital strategy, analytics, 
conversion, search marketing and digital campaigns. 
 
Get in touch to find out more… 

 
Phone  +64 (9) 920 1740 

Email  info@firstdigital.co.nz 

Web http://www.firstdigital.co.nz 

  http://www.linkedin.com/company/first-digital 

  http://www.firstdigital.co.nz/blog 

  http://twitter.com/first_nz 

  

Grant Osborne 
General Manager NZ 

http://www.firstdigital.co.nz/
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