
Bisley Workwear & AdVisible (Now AIIMs Group) - “Warning: 
eCommerce Strategy Underway!”

About the Client:

Bisley Workwear, a leader in the Australian workwear industry for over 60 years, sought to transition from a B2B to a B2C model. By partnering with AdVisible, 
they aimed to enhance their digital presence and eCommerce capabilities.

Challenges:
Bisley needed to move away from a wholesale-dependent model 
and establish a strong online presence to match their market 
leader status. Their existing digital marketing efforts were 
underperforming, necessitating a comprehensive overhaul. They 
tasked us to develop an online marketing strategy to optimise 
their underperforming site and transform it into an eCommerce 
brand that matched their market leader status.  
 
After conducting a site audit and competitor analysis, we 
proposed a three-pronged strategy to move Bisley from a B2B to 
a B2C sales model to better provide the best changes of gaining 
targeted organic traffic, and transforming their website into an 
online store that matched their market leader status. 

Objectives:

• Increase total keyword reach by 25% - (6K to 7.5K) from 
February to July 2022

• Improve organic conversions from 1,2K < to 1,5K per month
• Increase total keyword reach by 25% (6K to 7.5K).
• Improve current DR & Referring Domains.



Strategy Provided & Tactical Implementation

Partnering with the senior SEO analyst, I contributed towards a three-pronged 
SEO & Content Strategy, 45% of which involved Content Optimisation. This 
ranged from Strategic On-Page, Copywriting & Content Execution.

• End-to-End Copywriting Ownership: Responsible for drafting and 
optimising category page copy, ensuring all headlines (H/1), subheadings 
(H/2 and /H/3), and body text adhered strictly to SEO and WCAG best 
practices.

• SEMrush & Readability Optimisation: Utilised SEMrush and content 
analysis tools to evaluate keyword density, enhance readability scores, 
and align tone-of-voice directly with target Australian trade workers.

• WCAG Compliance & Inclusive UX: Structured page layouts, 
semantic HTML tags, image alt text, and heading hierarchies in full 
compliance with WCAG web accessibility guidelines to maximise 
usability for all users.

• Comprehensive Keyword Mapping Revision (KWM):  Helped build a 
KWM document targeting high-volume terms across category pages 
(e.g., workwear [40,500 monthly searches], women's workwear [9,900], 
work pants [9,900], and tradie workwear [6,600]) 
 

• New Information Architecture & Thin Content Expansion: 
Introduced dedicated category and subcategory pages for Men’s and 
Women’s safetywear to capture gender-specific search intent and 
streamline user navigation. This included implementing keyword-
enriched content across all category pages to build Bisley’s site trust and 
brand authority, provide relevant information for Bisley’s top-funnel 
users, and improve their keyword ranking and targeted organic traffic to 
their site.



Results: 
We superseded Bisley Workwear’s forecasted non-branded traffic 
results. The client experienced a 54.78% increase in organic 
traffic in 6 months compared to two years prior, with a spike in 
July 2021 at 21.9K impressions per month vs. 7.1K (207%+). 
Meanwhile, new users to Bisley Workwear’s new eCommerce site 
increased by 46.71%!

In 6 months, Bisley gained a 47.63% increase in organic 
conversions and is currently gaining 1,835 conversions per month! 

Increase total keyword reach: Our efforts skyrocketed Bisley 
Workwear’s total keyword reach. They are currently ranking for 
8.3K keywords with 585 keywords ranking in the top 3.


