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https://www.semrush.com/dashboard/
https://kwfinder.com/
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Keyword Research : Introduction

What is Keyword Research?

By definition, keyword research is the process of determining specific 
phrases that users are typing in to search engines in an attempt to find 
information about your products, services, or industry.

For example, if I’m a digital marketing agency that sells SEO services 
specifically for ecommerce retailers, you could expect users to type in 
“ecommerce seo services” to find businesses like mine.

Keep in mind, not all searchers are the same. Some users might type in 
“ecommerce seo services” and others might type in “seo agency for 
ecommerce”. 

The goal of keyword research is to uncover all of the possible keyword 
phrases that relate to your business and industry so that your website 
can rule as the authority on the subject.

As we discover more and more variations, building a “pillar” of content 
around these variations will be crucial for the success of our organic 
search campaign.
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Keyword Research : Introduction

So It’s Just About the Keywords I Choose?

No! There’s more to keyword research than picking the right keyword 
phrase or a synonym thereof. 

The end goal is to satisfy the user’s intent and deliver a user experience 
that captivates your intended audience. 

More than specific keyword phrases, Google is evaluating your web 
page’s content for the following three factors:

● Expertise
● Authority
● Trustworthiness

This is why I can’t go out and simply build a page about eCommerce 
SEO and sprinkle in “ecommerce SEO” every 100 words with a hope of 
ranking number one.  The Hummingbird algorithm update and the 
addition of RankBrain penalized websites trying to game the system 
like this.

The bottom line is that the higher quality your website’s content is and 
the more comprehensive of a resource you can be, the better chances 
you’ll have of ranking well. 
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Keyword Research : Research Tools

To start gathering the keywords that are already a part of our “keyword 

universe” and the potential keyword phrases we’d like to rank for, we 

need to understand key metrics like the following:

● Current Positions

● Average Monthly Search Volume

● Average Cost per Click 

The best tool that we have at our disposal for discovering which 

phrases and topics are within our grasp is SEMRush. This tool will give 

us the keyword phrases we are ranking for as long as they are in 

position 1-100. Anything beyond position 100 is not included in this data 

set.

Once we have the contents of our keyword universe in hand, we’re 

going to want to do some research for additional keyword phrases we’d 

like to add to the group. The most accurate tool for this is Google 

Keyword Planner, but you could also use UberSuggest, Moz, or a 

handful of Chrome extensions.

When analyzing the data for new keyword opportunities, consider the 

three stages of the buying funnel (awareness, consideration, purchase) 

as we’ll want to target users in every section.

*To access all the data in Google Keyword Planner, you’ll have to 

logged into an active Google Adwords Account/MCC
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Keyword Research : Determining Value

Determining the value of a particular keyword can be tough. 
While we naturally gravitate towards average search volume as 
an indicator of a great keyword, we often forget about user intent. 

When choosing keyword phrases to target for your keyword 
universe consider where your choice of words fits within the 
purchase funnel. Are users looking for information or are they set 
on what they want and are just looking for the best deal? 
Understanding where your user’s head is at can help you pick 
the best possible phrase to draw them in and will also help the 
content on the page to be more engaging. 

Common Examples:

Top of the Funnel: How To, What, Recipes, Diets, 
Options, Specific Functional Requests, Questions about 
Deadlines & Compliance

Middle of the Funnel: Product Modifiers, Services, 
Trainings

Bottom of the Funnel: Brand Name, Deals, Coupons, 
Sales, Discounts, Pricing, Location

Purchase (BOFU)

2015 Trek Fuel EX5 29er, Black 
2015 Trek Fuel EX5, 2015 Trek 29er 
19.5in Frame, Full Suspension Trek 
Mountain Bikes on Sale, Deals on 
19.5” Trek Mountain Bikes

3

Awareness (TOFU)

Bikes, Mountain Bikes, Bicycles, 
MTB, How to Buy a Mountain Bike, 
Where to Buy a Mountain Bike, How 
to Ride a Bike, What is a Mountain 
Bike?

1

Consideration (MOFU)

Trek Mountain Bike, Trek 29in 
Mountain Bike, Full-Suspension 
Mountain Bikes, Aluminum Frame 
Mountain Bikes, 29in Mountain 
Bikes, 19.5in Mountain Bikes

2

2015 Trek Fuel EX5 29er
19.5in Aluminum Frame
120mm-Travel 
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Keyword Research : Measuring Success

Choosing the right keyword phrase isn’t the end of the line. It’s 
important to understand how the choices you’ve made affect real-world 
outcomes like rankings, engagement, organic traffic, and revenue.

Utilizing the “Search Analytics” feature in Google Search Console, we 
can see exactly how our new on-page elements are performing in 
search. The end goal is to create a title, description, and h1 tag that:

● Have a click-thru-rate (CTR) > 1%
● Improve in Position (Hopefully to Page 1)
● Receive More Impressions

Common Fixes for Poor Metrics:

Low Click-Thru Rate: Is your meta description engaging? Does your 
page title target the right segment of the audience? Are there an 
adequate number of users searching for your primary keyword phrase 
each month?

High Position (>10): Is your page the best possible resource for the 
topic? Are there bigger players competing for your term? Is your 
primary term too broad?
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Applying Keyword Research : Meta Optimization

One of the most common applications for the keyword research that 
you’ve completed is crafting unique meta titles, meta descriptions, and 
h1 tags for URLs on our clients’ websites. This process is called, “on-
page optimization”. 

The Title Tag: Often referred to as the meta title, this HTML tag exists 
in the source code of your website. It serves to provide search engines 
with context about the main topic of your webpage. It is only visible to 
users on search engine results and if they hover over the tab in their 
browser. In terms of ranking in search results, the contents of the title 
tag are very important.

<title>This is a Title Tag - 70 Characters Maximum</title>

The Meta Description: The meta description is descriptive text that 
appears to users below the title tag in search results. This text is only 
visible to users in search results and serves to engage and entice them 
to click-thru to the client’s website. The contents of the meta description 
are not important for ranking well but should closely relate to the title 
tag.

<meta name="description" content="This is an example of a 
meta description. This will often show up in search results. 
Make sure this is unique per page and keep it under 155 
characters.">

The Primary Header (H1): Aside from the meta title and meta description, 
the H1 or primary header tag is the most important SEO element for on-page 
optimization. This tag serves to define the contents of the rest of the page 
and should closely relate to the title tag. The H1 tag readily visible to users as 
they browse the website but not able to be seen on search results pages.

<h1>This is my Primary Header</h1>

Note:
● Title tags and meta descriptions should not be duplicated across 

multiple URLs if possible. Duplication can cause competition 
between different pages on your domain and dilute the website’s 
ability to rank.

● There should only be one primary header tag on each page. This tag 
is meant to define the rest of the page and too many “cooks in the 
kitchen” will make the relevancy muddy and hard to understand.
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Applying Keyword Research : Heading Optimization

The primary header is the most important of the heading tags, but that 
doesn’t mean that the others should be neglected. Our goal is to be the 
most quality, authoritative, and comprehensive resource for our users, 
and certainly supplementary information will help us do that.  

Optimizing h2-h6 tags utilizing the keyword research we’ve completed, 
can help us provide more information to potential customers, and target 
a different audience in search results.

For example the page to the right has the following breakdown of 
headings:

<H1>Co-Op Cycles DRT 1.1 Bike</H1>
<H3>Features</H3>
<H3>Technical Specifications<H3>
<H3>Sizing Chart</H3>
<H2>Reviews</H2>

By setting up our heading tags correctly, we will naturally start to rank 
for phrases like “Co-Op Cycles DRT 1.1 Reviews”. 

To go the extra mile, we could include this verbiage in the heading, but 
as you can see setting up the right structure so that it’s easily digestible 
for users and search engines may pay off without any additional work 
from us.
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Applying Keyword Research : Content Optimization

Now that you’re targeting the right keyword phrases and focused on the 
right audience by selecting phrases that are from the top, middle, and 
bottom of the purchase funnel, you’re ready to deliver what potential 
customers are looking for: the user experience.

In order to be the best answer to users questions as they type them in 
on search engines, you have to be thorough. 

This isn’t 2001 and optimizing your content for search engines isn’t 
about how many times you can fit “mountain bikes for sale” on a page. 
More and more, ranking well in Google, Bing, and other search engines 
comes down to providing the best user experience through informative 
content build around the questions and users need answers to. 

The formula for great content optimization is as follows:

1. Comprehensive Keyword Research
2. Natural Content Built for the User not the Search Engine
3. Optimized Headings to Break Up Content 
4. Applicable Graphics/Images/Diagrams/Charts
5. Internal Linking to Supplementary Resources (Internal + 

External)

Note: The success of your article, blog, or powerpage is dependant on 
high-quality keyword research. Items 2-5 are enhancements that will 
improve the success of your campaign as a whole.
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Applying Keyword Research : Anchor Text 
Optimization

The time you’ve spent in researching the client’s business, industry, 
and relevant topics can also be applied for our off-site activities. 
Utilizing your targeted phrases in anchor text can allow us to pass 
additional clues to search engines and users that the destination is 
about the topics they’re looking for.

Example: I’ve written an editorial article about outdoor activities to do in 
the Denver area and mountain biking is on my list of best things to do in 
the summer. 

I want to ensure that I can get a link back to my client, REI but I want to 
provide value to the user and add a link in a natural way. 

My link might look something like this:

<a href=”https://www.rei.com/c/mountain-bikes”>Beginner 
mountain bikes</a>

Anchor Text Best Practices:

● Succinct
● Relevant to the Destination Page
● Low Keyword Density
● Not Generic
● Not Naked 

https://www.rei.com/c/mountain-bikes
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Common Mistakes : Misreading Intent

Anytime you’re completing keyword research and trying to decide what 
you should target on a particular page, it’s incredibly important to 
consider the intent of the user. Targeting the wrong audience may 
result in poor quality results and ultimately less organic traffic and 
revenue than the page’s potential.

Example: For the page below, we’re trying to get users to buy these 
beef tendersticks, which are made for dogs to consume. On the top 
right, we’re targeting, “beef for dogs”. On the bottom right, we’re 
targeting, “beef jerky dog treats”. Note the difference in intent. 

Beef for Dogs - Top of Funnel (Expecting Information)
Beef Jerky Dog Treats - Middle/Bottom of Funnel (Expecting a Product)
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Common Mistakes : Misreading the Competition

Search Engine Optimization is all about providing a better answer to a 
user’s question than any other website out there. That’s not to say that 
we can’t borrow great ideas from the competition. 

Where we get in trouble is when we target a keyword phrase but don’t 
consider how the user wants to see that targeting expressed in results.

Example: If my client is REI and I sell mountain bikes, consider the 
search results to the right for the phrase, “mountain bikes”. It’s clear to 
all of us that “mountain bikes” is the best way to describe the product 
offering and you’ll see that all of our competitors agree with this theory.

The question is why isn’t our listing performing as well as Trek, 
Specialized, or Bicycle Warehouse. While there are many reasons in 
this case, take a look at the meta descriptions. Are you more likely to 
click on A or B?

A: Trek is the world leader in mountain bike technology. No surprise 
that our mountain bikes are the most technologically advanced on the 
market.

B: Shop for Mountain Bikes at REI - FREE SHIPPING With $50 
minimum purchase. Top quality, great selection and expert advice you 
can trust.

Takeaway: Pay attention to other SEO strategies and what your 
audience considers a differentiator. 
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The Process in Action : The Keyword Universe

Now that we’ve discussed what keyword research is and what we can 
apply the research towards, let’s put the process in motion. 

Everytime we start out with keyword research, we should consider what 
keywords the client is already ranking for and then what we can do to 
add more relevant phrases to that list (the keyword universe). 

Our goal is to improve their current visibility, while also exploring 
opportunities to grow the depth of their expertise as it is portrayed to 
their potential customers.

Step 1: Pull the client's current rankings from SEMRush into a 
spreadsheet and remove any that are irrelevant to the business’ goals. 

Step 2: Add to this list using Google Keyword Planner. Start thinking 
about every possible path you could or should take to get to the client’s 
website. For example, if I sell mountain bikes, I shouldn’t only target 
mountain bike terms. I could target things like “what is the best 
mountain bike brand, how do I pick a mountain bike for me, how much 
do mountain bikes cost”

Step 3: Compile all the terms that are part of your keyword universe 
into the Independant Keyword Research Document.

Note: Our list should be exhaustive and this document should fuel our 
strategy for 6 months or more.
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The Process in Action : Keyword Buckets

Once we have our keyword universe fleshed out and we need to 
organize it to help shape our content and on-page optimization 
decisions. Each “bucket” of keyword phrases that you group together 
should have a specific purpose for the customer journey.

Example: “What is the best mountain bike brand” might be grouped 
with “brands of mountain bikes”, “bike manufacturers”, “how do I pick 
out a mountain bike”

“How much does a mountain bike cost” might be grouped with “costs 
associated with mountain biking”, “cheap mountain bikes”, “financing a 
new mountain bike”, “renting a mountain bike”

When we understand how each keyword phrase or cluster of phrases 
works with the customer journey, we can better design comprehensive 
pieces of content to help educate and hopefully win over potential 
customers.

Application: Check out the blog post on the right, How to Lube Your 
Bike Chain. The author has taken time to include helpful information like 
“How to Apply Chain Lube” and “Should I Apply Lube to a New Chain?”. 
The forethought and keyword research put into this shows through and 
your client’s potential customers will thank you for answering their 
questions before they even ask them.
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The Process in Action : Content Ideas

Once you’ve organized your thoughts, we can use our two previous 
tabs (Keyword Universe) and (Keyword Buckets) to craft great topics 
for the client’s on-site content. 

Topic Focus: What is the general theme of the content? This could be 
something like the costs of getting into mountain biking.

Content Type: What is the purpose of this content? Is it a blog post 
about an experience someone had or informational content that users 
are looking to understand more about? (Blog, How-To-Guide, Power 
Page, etc.)

Test Title: What should we title this blog to entice the user while still 
helping the page rank well in search results?

Target Keyword: What keyword phrase are we trying to rank for? This 
should appear in your title tag and play a big part in shaping the on-
page content.

Additional Keywords: What other supplementary questions or topics 
are we hoping to capture with this piece of content?

URL: What is the best SEO-optimized URL that we’ve thought of for 
this piece of content?
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The Process in Action : On-Page Optimization

Aside from our on-page content, the keyword research that’s completed 
by you will also be used to craft meta titles, meta descriptions, and h1 
tags for each of the website’s pages.

Believe it or not, we can apply some of the same principles and best 
practices to a product detail or product list page. Our goal is provide the 
user with the best experience and the most information that we can 
about what they’re getting themselves into.

Example: Our client REI has a page on their website about carbon 
hardtail mountain bikes for sale. Our keyword research will help us craft 
a new meta title, meta description, and h1 for this page to make it 
standout from the competition and rank better in results.

Meta Title: Carbon Hardtail Mountain Bikes | REI.com
Meta Description: Discover the lightest workhorse of the mountain 
biking world at REI. We have a great selection of carbon hardtail 
mountain bikes in-stock ready for you to shred the closest berm. FREE 
SHIPPING on $50+
H1: Carbon Fiber Hardtail Mountain Bikes

Note: You can tell that I’ve written this content with the audience in 
might, stressed the differentiator (lightweight), connected with the 
audience (shred the closest berm), and mentioned a value proposition 
(Free Shipping)



Cooper Hollmaier           
Technical SEO Manager 

cooper@visiture.com


