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INTRODUCTION

Keyword research and analysis are two of the most important, valuable and high return activities 
in search. Targeting the right keywords is vital to your organic search (SEO) visibility and strategy.

This workbook takes you through the most common techniques for building a keyword list and 
gives you practical exercises to carry out to get you started.

A ‘keyword’, as the term is used in search marketing, is a word or phrase that is used as a 
search query by searchers in order to find answers to questions, find goods or services or 
address any other search requirement. 

Bear in mind that targeting keywords just because they have high search volumes won’t help 
you increase your ROI (return on investment) if the people using those search terms aren’t 
looking for what you offer. Relevance is key.

It’s not enough to take a website and add a sprinkling of keyword-packed content in the hope that 
it will appear higher in Google searches for those keywords. You need to carry out research and 
take the learnings to identify the phrases and topics to target to create high quality content that 
meets your target customers’ needs. 

As well as helping your site to rank, thorough keyword research will give you a much greater 
insight into what your customers want.

This will allow you to increase your visibility, improve the relevance of your traffic, reduce irrelevant 
traffic or leads, and enhance user experience. 

How do you determine the type of keywords that are the most suitable for your business and for 
which you want to be found? This will depend on the overall objectives of your business and your 
website. What do you want people to do when they get to your website? Do you want visitors to 
sign up for a newsletter, or download an app? Are you selling a product or service? 
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GOOGLE’S FREE TOOLS

Google offers some great free tools for keyword research which generate variations of 
keyword phrases, as well as quantifying search volume. The most commonly used are Google 
Google Search Console, and Keyword Planner

USING GOOGLE SEARCH CONSOLE 

This tool allows you to check a number of important aspects of your site’s place in Google 
search – from indexation to visibility, average rankings, site errors, notifications and more. It 
also shows some of the search queries people used to click through to your website. What 
better place to begin your keyword research than to find the search terms already driving 
clicks to your site?
 
Getting started
 
If you haven’t done so already, set up Google Search Console for your website and verify 
your ownership. Log in and select ‘Performance’. You’ll then see a graph something 
like the below. You can filter (and compare) by search type (web, video or image), time 
period, query (where you can enter specific keywords), page, country, device or search 
appearance (Web Light results or AMP non-rich results).
 
For this exercise, you’re looking at ‘Queries’ – searches people have made to get to your 
site (‘Clicks’), or  searches that have led one of your web pages to appear in Google search 
results (‘Impressions’).

http://adwords.google.com/keywordplanner
https://ads.google.com/intl/en_uk/home/tools/keyword-planner/?utm_source=ebook&utm_campaign=KeywordResearchWorkbook&utm_medium=ebook
https://www.youtube.com/watch?v=aozclsavSu4
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When you’ve selected this, export the list – either to Google Sheets, or as a CSV file.
This will allow you to filter the terms by clicks, impressions, click through rate (CTR)
or position (whereabouts you appear in Google’s search results for that keyword).

You can use this data to:

•	 Discover whether keywords that you expect to see actually do appear; if not, your site 
might not have enough useful content relevant to those keywords.

•	 Find lower ranking results which you can look to either optimise for or create new 
content to target (filter by position to filter out the top 10 or top 20 results).

•	 Identify queries with high impressions and low CTR. These queries can help identify 
where you can improve your titles and snippets to match your users’ interests.

 

USING GOOGLE KEYWORD PLANNER

Part of Googles Ads (a paid search, or PPC, platform), this tool is designed to provide 
advertisers with the search volume and potential costs of specific keywords - and it’s also a 
great tool for building out your keyword list for SEO purposes.

Getting started

Log in to Google Ads (or set up an account), select ‘Find new keywords’ and type in a 
keyword to begin generating new ones:

https://support.google.com/google-ads/answer/6366720?hl=en-GB
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The suggestions provided will show you the average monthly searches carried out 
for each keyword and the competition level (High, Medium or Low). The latter is the
measure of how difficult it will be to rank for a particular keyword; although this is based 
on PPC bids, it gives a general indication of how popular the keyword is and industry 
competition for SEO purposes.

Try to be as detailed as possible with your search; this way, you’ll generate keywords that 
are more specific – and therefore relevant (known as ‘long tail keywords’ – more about this 
further on).

USING AUTOCOMPLETE

A simple way to discover common long tail searches is to use Google Autocomplete – the 
suggestions that appear in the drop-down menu when you start to type in your search. 
Google bases these predictions on how often others have searched for a term (although it 
can also be influenced by your own search history) and they can also provide you with a hint 
of the motivations behind them.
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FIND OUT WHAT - AND WHO - IS ALREADY RANKING FOR THE 
KEYWORDS YOU’VE CHOSEN

The reason that competitors or other sites are ranking strongly suggests they are satisfying user 
intent as Google is viewing them as highly relevant and authoritative. What are the pages that rank 
offering customers? How are they satisfying the query? If your site aims to sell and the high ranking 
results for your term are offering information, this could be a sign you’re targeting the wrong terms 
and may need to refine your keyword choices. 

You can do this by simply carrying out a manual search and studying the organic results.

FIND OUT WHICH KEYWORDS YOUR COMPETITORS ARE 
RANKING FOR

This will give you an indication of competitor keyword strategies and shows which particular 
competitors are ranking well for target keywords. It will also allow you to see where there may be 
gaps in your current keyword list, and to identify long tail opportunities to target.
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USING SEMRUSH 

While this is a paid-for tool, you can open a free account to carry out top-level
research to identify the highest search volume keywords for each of your competitors.
 
Navigate to the ‘Organic Search’ under the ‘SEO’ category on the right-hand side of the 
screen:

By entering a competitor domain in the search bar at the top you get a list of keywords 
organised by the amount of estimated traffic driven to that website by the keyword (just the 
top ten in the free version of the tool). You can also view the search volume (the number of 
searches carried out for that term) and the landing page (URL) per keyword.

The paid version offers a lot more capability in terms of filtering, expanding date ranges, and 
downloadable data but the free option is still a great way to get started with identifying your 
competitors’ best keywords.

It’s also useful for pinpointing keywords that you don’t rank for but for which they do, as this 
will provide you with potential keywords that could be valuable to your business and the 
types of content your competitors are using to rank for those keywords. 
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LOOK FOR TERMS WITH ENOUGH VOLUME TO JUSTIFY 
RANKING FOR

However, be wary of terms with very high volume unless you think your site has a realistic chance 
of ranking for them (taking into the competitiveness of your industry/sector and market position). 
It might be better to go after terms that that have less volume, but may bring more targeted 
visitors to your site: the focus should be on quality as well as quantity: not ‘how many?’, but ‘how 
many of the right kind?’.  

For example, a search for ‘cake’ returns 500,000,000 results on Google, whereas the long tail search 
‘buy birthday cake online delivery’ only returns 4,060,000 results – and shows a much greater 
intent to buy!

FOCUS ON LONG TAIL KEYWORDS

The more specific you can be with your long tail keywords, the less competition is likely. 
For example, while ‘car insurance’ may have an incredibly high search volume as the screenshot 
from Google Keyword Planner shows  – a new entrant into the car insurance market would 
struggle against the industry’s biggest brands who will have been competing fiercely for the term 
for years.

In this regard, a long tail term such as ‘cheap ford insurance liverpool’ or ‘buy cheap ford insurance 
liverpool’ represent far fewer searches, but give a greater indication of searcher intent. It also 
represents less of a challenge to rank for the term – the following image, for example, shows 
that the top four results for ‘cheap ford insurance liverpool’ feature one result which is almost 
entirely irrelevant to the search, shows the authority of the site though, it’s because they have 
cheap insurance in the title of the Ford cars they sell and only one which features the keyword 
(approximately) in the meta title. This represents a real opportunity to rank on page one for a mid-
intent, highly specific keyword.

Long tail keywords are phrases which are generally three or more words long, they tend 
to be more precise, reveal greater detail about searcher intent and, importantly, have less 
competition and, therefore, greater opportunity for more immediate gains in terms of rankings.
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THINK LIKE A CUSTOMER

Don’t assume your audience will search for the same terms or jargon you use to refer to your 
product or services internally. For example, you may refer to your business offering as ‘bespoke 
HR solutions’, whereas someone who needs your service might be more likely to type ‘reducing 
employee absence rate’ into a search engine. 

Get into the mindset of a customer, who is more likely to use natural, casual language than 
industry jargon or the terms you use to refer to your business.  Creating a ‘customer persona’ will 
help you to define a specific purpose for your content and a specific type of reader to write for.

To help you to do this, it can be helpful to create customer personas.
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IDENTIFYING YOUR TARGET CUSTOMER 

In order to attract your target audience to your site, you need to engage them with content 
that inspires them, educates them, and provides answers to their questions. But first 
you need to define your target audience:  their characteristics, behaviour and interests 
- by creating customer personas - fictional representations of your ideal prospects and 
customers. 

Your customer personas should be specific to your own business, so can be as in-depth 
or as brief as you need them to be, and as formal or informal (as the examples below 
demonstrate)

A customer persona is a character representation of someone who defines your 
brand’s audience, helping you to better understand their needs and write content 
specifically for them.
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Getting started 

Consumer personas should be entirely dynamic, open to change based on the data
you discover during the investigation process, however, it is important for you to have
at least sketched an outline to build on. Begin by focusing on the following characteristics: 

•	 Target demographics. This will feed back into many other areas of your strategic 
planning, so it’s a good area to start with. Whatever service you provide will fall into 
a few generic types – whether it is ‘female marketing managers 25 – 50’, or ‘house 
husbands 30 – 40 based in the South East’, knowing the audience you’re pitching at will 
begin to give you an indication as to how to satisfy their needs not only with the services 
or products you provide, but also the keywords and content you produce. 

•	 Goals and challenges. What are your ideal customers’ values and objectives, personal 
and/or professional (depending on whether your business operates a B2C or B2B 
model)? What motivates them and what frustrations do they face? This can help you to 
identify and improve the way you solve problems for your customers and prospects. You 
could also include traits such as attitude and behaviour, or even a phrase they might 
use and complaints they might have, for example, “I know quite a bit about recruitment, 
but further guidance would reassure me”, or “I can never find the right swimwear for my 
body shape”. It can also be useful to think about what they don’t want.

•	 Device use. Understanding what devices your customers use, and how they use them, 
is important for a number of reasons. Device use also offers correlation with intent – 
with buyers more likely to use desktop to research and make purchases, while mobiles 
tend to be used more for solution based searches, local searches and voice searches. 
Determining device intent will feed directly into any good search marketing campaign, 
allowing you to offer cross platform personalisation to help nurture customers and 
increase conversions. As mobile search also tends to be influenced more by location, 
offering brands with a location specific, or multiple location specific, offers or products 
the ability to drive mobile users to convert in person. 

•	 Usage charts. When are your customers most active and receptive? If usage peaks in 
working hours then this should be your focus or, if you run an eCommerce site, you need 
to work to your strengths during periods of high seasonal or holiday activity – think 
Christmas for toy manufacturers, or summer for BBQ equipment and garden furniture. 
It’s not enough to be online for these periods, it is important to use gathered data and 
your customer personas to make your best pitches at times when your services are 
most required, in addition to creating meaningful content year-round. Though this is 
predominately of relevance to paid search campaigns, it is also useful when planning 
asset marketing for inbound sales and even for seasonal SEO updates to product feeds. 
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CONSIDER INTENT

Think about what people search for at different stages of the buying cycle. At the start of their 
searches, potential customers are likely to search for problem-based keywords, eg: ‘How to dry out 
a smartphone’.

Further into the buying cycle, they tend to type in solution-based keywords, eg, ‘waterproof 
smartphone cases’, while branded keywords tend to be used at the decision stage: ‘Samsung 
Smartphone preserver case review’.

For example, a company selling business ethernet solutions may assume that focusing on the 
head word ‘ethernet’ will help their website to rank well. However, a quick search of this term 
shows that Google interprets it term as informational. In other words, it returns results relevant to 
those looking to find a definition for ‘ethernet’, rather than those looking to actually purchase:
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A keyword better suited to this business’ objective – to sell – would be to go for the more specific 
‘business ethernet’, which returns transactional results:

Our eBook, Search Experience Optimisation, goes into greater depth about how to optimise 
your web content for user intention. 

https://www.click.co.uk/resource/search-experience-optimisation/?utm_source=ebook&utm_campaign=KeywordResearchWorkbook&utm_medium=ebook
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ASK CLIENT-FACING EMPLOYEES

Colleagues such as Account Managers and Business Development Managers will know the queries 
that customers (or potential customers) ask most often and what language they use.
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Don’t get so distracted about aligning your content this with keywords that you end up 
creating content aimed at search engines rather than humans. Avoid overuse (‘keyword 
cramming’/’keyword stuffing’); this can actually hurt your rankings. Content should read 
naturally: including your keyword in the title and headline of your page and a couple of 
times in the copy is enough. Repeating yourself can look spammy and even result in a Google 
penalty).

NEXT STEPS

Keyword research is a vital exercise to inform your content strategy

Because content plays a key role in achieving organic search success, brands that publish fresh, 
engaging content on a regular basis are likely to rank highly on search engine results pages for 
terms included within the context of such content. 

So the next step is to use the terms you’ve identified strategically to help you rank when 
potential customers are searching. Our eBook, Creativity and SEO Content Creation, guides you 
through how to create on-page content that’s relevant, useful and authoritative.

Use your keywords to optimise your pages

As well as using your keywords (or variants of them) in your copy, use them in:

•	 page titles;
•	 H1 headers;
•	 image alt tags;
•	 meta descriptions.

This last point - meta descriptions - is perhaps the most important. Although it has no direct SEO 
influence, this can be a make-or-break deciding factor in a user’s decision about whether your 
content is relevant to their search query and worth checking out.  Imagine you’re creating an 
advertisement when creating your meta title and meta description, after all, you want to tempt 
searchers to click on your listing in the search results. They should include the keywords you’re 
targeting for that page, but in an appropriate descriptive and interesting manner.

https://www.click.co.uk/resource/seo-content-creation/?utm_source=ebook&utm_campaign=KeywordResearchWorkbook&utm_medium=ebook
http://www.click.co.uk/blog/developing-a-keyword-strategy/?utm_source=ebook&utm_campaign=KeywordResearchWorkbook&utm_medium=ebook
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