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INTRODUCTION

This series of eBooks is aimed at those with an eCommerce website who want to improve their search
engine performance.

In this chapter, we'll cover how to carry out keyword research, using Google’s data and industry tools,
learning from your competitors — and even taking tips from Amazon.

KEYWORD RESEARCH

A ‘keyword’ is a word or phrase that is people use to find answers to questions, goods or services, or

anything else they want to find out from a search engine. As an eCommerce marketer, digging into the
keywords your target audience is vital to:

+ Getinsight into what your customers want
+ Identify the phrases and topics to target in your categories, page titles and content

Why is keyword research so important?

Keyword research will inform your entire SEO strategy, from content optimisation, to technical on-page
optimisation, to site architecture (all of which we’ll cover in more depth in subsequent chapters).

This will allow you to increase your visibility, improve the relevance of your traffic, reduce irrelevant

traffic or leads, and enhance user experience.

For eCommerce, you should concentrate on:

+ Product pages
« Category pages

We will cover landing pages, contact pages, FAQs and your blog in a later chapter.



The majority of an eCommerce’s site’s keywords will need to be tailored around long tail product
searches, for example: “king size bed frames on sale” as opposed to the informational search “choosing
bedroom furniture”: the second shows a higher intention to actually make a purchase.

Why are long tail keywords so important for eCommerce SEO?

Long tail keywords are usually longer and more specific phrases that people are more likely to use
when they’re closer to a point-of-purchase. Not only do long tail keywords tend to convert better than
terms from the ‘fat head’ or ‘chunky middle’ (terms with greater volume), as they bring more targeted
visitors to your site. They have less search volume, but that means they’re usually less competitive.

A quick Google search for the generic ‘garden furniture’ reveals, unsurprisingly, the top 5 ranking
webpages are from big, well-known brands. Trying to outrank them is a very ambitious objective - and
probably unachievable in the short term.

W IKea com » Home » Products » Furmiture «

Garden furniture - Qutdoor furnilure - IKEA

Discover our wide range of outdoor furniture - we have everything from smaller, lightwelght
aluminum fuimilure for the balcony, 0 a variely of sizes and malerials ..

Lounging & relaxing fumiture - Qutdoor Dining Furniture - Outdoor seat cushions

dircct.asda.com » Home » Outdoor & Garden =
Garden Furniture | Quldoor & Garden | George at Asda

198 ilems - Buy Garden Fumniture online al George. Shop for he lalesl ouldoor & garden
including BBQs, solar lights, and garden cmaments. Fantastic quality ...
Sedona Garden Trolley and ... - Orlando 4 Piece Garden Sofa .. - Patio Sets

wwrw. homebase . co.uk » ounrange @ ganden fumilure ~
Garden Furniture | 20% off ALL Garden Furniture | Homebase

20% off ALL Garden Furniture ./ Garden Tables & Chairs / Bistro Sels / Parasols +/
Hammocks & maore. Shop todayl
Haftan Garden Fumniture . Metal Garden Fumiture - Garden furniture ranges

www.therange.co.uk » garden » garden-furniture

Garden Furniture - Patio Sets | The Range
OQur patio furniture sets add dining and lounging elegance fo your garden with four- and six-
seater sets. Our two-seater bistro Sets suit smalier gardens and

wowwway Tdin.co.uk » garden » cal > garden-fumilure-cA77027 «

Buy Garden Furniture You'll Love | Wayfair.co.uk
Shop all the best Garden Furniture € & match every style and budget. Enjoy Free Shipping on
mast SIM, even big stuft

(Note that Google also recognises and returns similar terms in searches - in this case ‘patio furniture’
and ‘outdoor furniture” and included as synonymous with the original ‘garden furniture’ search.)

That’s why it makes for sense to target more specific, detailed search terms. In this case, an example
would be “round patio table 200cm”.

As a rule of thumb, you need to optimise category pages for broad keywords and product pages for
long-tail keywords.
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How to start your keyword research

The results from this research will help inform how you optimise the content on your product and
pages.

Get Googling

Start by running a search query on Google using what you consider to be the most common things your
audience would search for or ask. The key is to try to step outside of your business and really think like
a customer, who is more likely to use natural, casual language than industry jargon or the terms you

use to refer to your business.

As well as studying the results returned by Google, another simple way to discover common 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.

3 seater sofa

©

3 seater sofa - Google Search
3 seater sofa bed

3 seater sofa cover

3 scater sofa leather

3 seater sofa cheap

3 seater sofa ebay

3 seater sofa and chair

P L L P p L P P

32 zeater sofa recliner

Google Search Console

This tool allows you to check a number of important aspects of your site’s place in Google search - from
indexing to visibility, average rankings, 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?

To getting started, log in to Search Console 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).
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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’).

R

When you’ve selected this, export the list - either to Google Sheets, or as a CSV. 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.

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

Keyword Planner Q m *

COTO  DOPORTE  TOOLE

Select an active account

Y

14

@ Your most recent plan is saved as a draft RESUME PLAN

IEY Find new keywords [ Getsearch volume and forecasts
Get keyword ideas that can help you reach people Sce search volume and other historical metrics for
interested in your product or service your keywords, as well as forecasts for how they
might perform in the luture
B e

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.

If you can be detailed with the keyword with which you begin your search, you will generate more
specific - and therefore relevant - keywords.

WWW.CLICK.CO.UK 7



Mine Amazon
First, head over to Amazon and enter a keyword that describes one of your products.

When you do, Amazon will list suggestions around that keyword. This is great for informing product
keywords to use for your own website.

- chest of

I chest of drawers bedroom
in Amazon Warehouse Deals
oL

A chest of drawers white bedroom
grey chest of drawers bedroom
chest of drawers bedroom cheap
chest of drawers handles & knobs
chest of drawers storage organiser
chest of drawers black
chest of drawers oak

chest of drawers bedroom oak

chest of drawers plastic
FFCE and otner details may vary Dasea on SiZe and cowour

Showing results for wood chest of drawers
Search instead for WOOD CHESTS OF DRAWFRS

The keywords Amazon suggests tend to be very targeted, long tail, keywords (note also the suggestion
of “Search instead for WOOD CHESTS of DRAWERS).

Rinse and repeat for the most important products on your site.
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Category page keywords

As we touched on earlier, you can use broader keywords for category page than for specific product
pages as they are less likely to convert; but that doesn’t mean you shouldn’t put time into discovering
how to optimise — and structure (more on this later) - them.

An obvious first step is to visit competitor websites to see how they structure their categories

Amazon is again a source of inspiration; with such an enormous range of products, the retail giant has
got category organisation, and naming, down to a fine art. If you narrow their list of departments to
subcategories, you can get very granular. For example, if you sell accessories for hikers and campers,
you could identify category names like this:

This last one, DDA, can deliver the most accurate value of each step in the conversion funnel by taking
the guesswork out of choosing a model that’s right for your audience. It also paints the clearest possible
picture of success in your account by helping you to determine where to invest more.

Pantry >
Find a Gift >
Books & Audible >
Films, TV, Music & Games ¥
Electromics & Computers >

SPORTS & QUTDOORS { Sports & Outdoors

Home, Garden, Pets & DIY

Tays, Children & Baby

Clothes, Shoes & Watches

Sports & Outdoors

Food & Grocery

Health & Beauty

Car & Matorbike

Business, Industry & Science

Gift Cards & Top Up

Handmade

Amazon Lavnchpad

Home Services

Prime Wardrobe

Sports & Outdoor Clathing

Sports & Outdoor Shoes

Fitness

Camping & Hiking

Cycling

Sports Technology

Water Sports

Winter Sports

Golf

Running

Sports Nutrition

Al Sports & Outdoors.

Equipment Assembly

Camping & Hiking
Bags & Parks
Bivy Bags
Camp Kitchen
Camping Furniture
Camping Shelters
Child Carriers
Clothing
Foubwear
GP5 & Mavigation
Hand & Foot Warmers
Hydration
Knives & Tools
Lighters & Fire Starters
Lights & Lanterns
Personal Care
Picnicware
Safety & Survival Gear
Slecping Gear
Tent Accessorics
Tents
Tiekking Poles

< Sports & Outdoors
< Camping & Hiking
Personal Care

Hygiene & Sanitation
Insect Repellent
Showers
Soap & Shampoo
Towels

Waterproufing & Cleaning

This gives you a great list of suggestions for the categories on your site, and you can repeat the exercise
for each line of your products. As well as giving your insight on the best keywords to use for categories,
it might even make you rethink how had previously organised them in the navigation
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COMPETITOR RESEARCH

Find out what - and who - is already ranking for the keywords you’ve chosen

The reason that they’re 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.

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:

) SETILIS

mpetit Research To

B Competitive Research Dashboaed

et the new Drpaak Resesrcht s it working well foryou? | ver | W Mo | Aukme later

Tralfic Analytics oy — m

Domain Cvrview

Rranis

Organic Research: ebay.com e =

Database: G United Kinggom | Devieer (20 Deshion v | Dates Feb 19,2000 v | Curmeneys S0 w

Owerviéw | Postions  Posltion Changes  Competitors  Pages  Subdomain

Keywords Traffic Traffic Cost

Achveetiing Ressare -] 3.8M 3.6M $1.6M o
Disglary Advesthing )
PLA Research 2 Traffic & Keywords Trend | Estisated Taffe | kepeses
Brand Monitoring B0
Togic Research B3 § - —-_._/__—__\__._._-’—'_
Purit Tracking
Soclal Media Tracker L a . L
Reperty +
‘‘‘‘‘‘ organic Search Pesitions 0
Liead Ganaration ol
Ve o o, “ Tratic b ws s e

earkesing Cabence >
Netes » o 141200 ; 0

> o 12,400
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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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YOUR WEBSITE STRUCTURE

You’re now in a position to use the results of your keyword research to optimise your site’s structure.
This is how you set up your navigation, category pages and product pages.
Why your site structure matters

It’s obvious why a physical store needs to well laid-out: to allow customers to navigate the aisles and
find what they want easily, as well as hopefully picking up some extras on the way.

The same goes for your online store: if your customers can’t easily find what they’re looking for, they’ll
soon leave your site for a competitor’s — and a high bounce rate is not only bad for conversions, but
may indirectly impact your rankings as Google sees it as a signal your site isn’t providing a good user
experience.

A well-organised and intuitive navigation also helps Google to find, crawl and index all your important
pages with ease, especially if you have a large site. You need to make it your sitemap available by
submitting it to Google Search Console. Find out how to do this here.

eCommerce site structure

The point of your website is to sell your products; people will only do that if they can find what
something that meets their needs quickly. This means your site structure should focus on:

«  Getting relevant content - and products - in front of them.

« Making navigation as simple as possible (a rule of thumb is no more than three clicks from where
they start).

This is you keyword research comes in to allow you to create highly relevant URLs and content for your
category and product pages.

This is what we’ll cover over the next chapters in this series:

SEO for eCommerce - Chapter 2 Technical & On-Page Optimisation

SEO for eCommerce - Chapter 3 Content marketing and digital PR

12



GET IN TOUCH WITH US TODAY
ABOUT US

Click Consult is a multi award-winning digital and search marketing agency with a focus on organic
(SEO) and paid search (PPC). Part of global consumer brand business Ceuta Group, we have a team
of 70-plus specialists and a portfolio of more than 60 clients worldwide.

Our complementary services include content marketing, outreach, social media, conversion rate
optimisation (CRO) and international/multilingual search marketing. We can also offer training and
consultation to support your teams or existing strategy.

Click was named SEO Agency of the Year 2019, adding to our long list of other awards and
accolades, and also ranks within Econsultancy’s ‘Top 100 Digital Agencies, and Prolific North’s “Top
50 Digital Agencies’ We're also a Google Premier Partner, a Bing Select Partner and feature in The
Drum Recommends.

YOUR BESPOKE ORGANIC
SEARCH (SEO) ANALYSIS

AND REVIEW

REQUEST NOW

Follow us on Facebook, Twitter or LinkedIn, or to - e
find out what Click Consult can do for you, call:

0845 205 0292

OUR ACCREDITATIONS

Google MO

The Drum.
Recommended Partner PARTNER
SelectPartner

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa

PREMIER

gﬁmqiﬁ{r SEO Agency of DIGIT:QLs Search Agency A Most Effective Digital Agency
AwaRrDs the Year 2019 Sl of the Year 2018 Agency 2018 of the Year 2018
2018 PERFORMANCE

OUR TECHNOLOGIES

monitor TRAX" rank TRAX  'ecd TRAX |ink TRAX™ pro TRAX page TRAX


https://www.facebook.com/ClickConsult/
https://twitter.com/clickconsultltd/
https://www.linkedin.com/company/click-consult
https://www.click.co.uk/about-us/trax-technologies/?utm_source%3Debook%26utm_campaign%3DSEOeCommerceChapter1%26utm_medium%3Debook&source=gmail&ust=1586247705527000&usg=AFQjCNFWqdvGdi60TSocX5OeuSLBDmBcAA
https://www.click.co.uk/about-us/accreditations/?utm_source%3Debook%26utm_campaign%3DSEOeCommerceChapter1%26utm_medium%3Debook&source=gmail&ust=1586247705527000&usg=AFQjCNFWqdvGdi60TSocX5OeuSLBDmBcAA
https://www.click.co.uk/about-us/awards/?utm_source%3Debook%26utm_campaign%3DSEOeCommerceChapter1%26utm_medium%3Debook&source=gmail&ust=1586247705527000&usg=AFQjCNFWqdvGdi60TSocX5OeuSLBDmBcAA
https://www.click.co.uk/resource/request-free-organic-search-seo-analysis/?utm_source%3Debook%26utm_campaign%3DSEOeCommerceChapter1%26utm_medium%3Debook&source=gmail&ust=1586247705527000&usg=AFQjCNFWqdvGdi60TSocX5OeuSLBDmBcAA

