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very year in scarch, a few buzzwords

emerge. bul few brands or marketers

know how to put the nuances into prac-

tice. Among the aspirational fopics of

2005 were semantic search and the role
of searchin brand communications — though skeptics
woltld argue that the Latter has been an attempt to get
cur mitts on the big brand budgets.

Bevond ensuring that brands have the cormect repri-
sentation (coverage and message) in search, strategic
brand communications planning tactics have, to date,
been limiuted. And when it comes to fully understand-
ing the psychology and the semantics of the online
searcher, as an industry, we've

barely seratched the surface
with our keyword anmalysis
methodokogies.

50 where do we go from here?
How do we stop talking and star
doing? How do we combine communications planning
with search” Amd how do we move bevond keywords
and imo the psychology of search, to understand the
intent behind search behaviowr and search language?T

I 2009, my company. Beform, collaborated with
the U.K.'s leading digital content strategy consul-
tancy, CIDA, to comduct a ressarch stedy on the
linguistic journeys of online search. For example.
what motivations lie behind secarch queries, and
how does this language adapt during the “search and
find™ process, from the initial search o the desting-
tion website? We wanted 1o understand how people
articulate their intentions and maotivations when they
start their online searches, and how search behaviour

The language of intert
aoes not equal
search language

relates o the language of the web pages with which
thiey choose Lo engage.

In a departure from traditional search research, we
took a qualitative approach by inviting a sample of
Internet users of varying levels of online proficiency
and with different demwographics (age. gender, and
profession) to take part inoa two-stage study.

First, we asked the participants to consider an
online information need (for the purposes of the
study, we selected a commaon persanal finance product
scenano), and to arteculate how they might go about
searching for if, and what criteria would be important
1o them in their selection process. We asked them 1o
consider what keywords — or
language — they would wse
when conducting this imaginary
search jourmey.

In the second stage, we asked
the same participants o Carmy
out the task online, and we recorded what language
they used, how they responded to messaging within
the search results, and also how they responded (o
the content upon arrival an the branded destination
website, We then compared the language across both
the imaginary amd the actual stages, and we analysed
the influence of the journey iself 1o identfy distinc
language phases or pathways.

One of the key findings of the “online language
pathvwvays” rescarch study was that the language people
uzed o deseribe what they wanted to find online before
they started their scarch — the language of intent
— wixs nat the same as the terms and phrases they
used when they actually starmed 1o search — search



1 Integrated Planning Approach
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arketers can model the integration of search language into a
communications sirafeqy.

inguage Pathways

Integrated search & branding
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rands can harness langueage filtering.

language. The study found that a languag
process takes place as searchers refine th
language o eliminate irrelevant search re
that, broadly speaking, the language of
be described as natural and human, wh
language becomes more mechanical and

The research revealed that the langua;
used to deepen and refine their searches
influenced by the brand language that
within the search results listing.

The study also found that the lang
people appeared to respond most fav
when they actually engaged with a we
that which most closely resembled the:
language of intent. Hence, brand cm
tions planners and branded content strate;
incorporate search linguistics analysis
aundience planning ¢fforts,

Finally, the study highlighted the
content publishers to work hand-in-h
search marketers. so that brands can st:
content more intelligently to attract cust
we search marketers know, SEO cannot
development afterthought.

This is but one example of how the sea
try can move past the “aspirational”™ anc
take practical planning steps to ensure th
are delivering the information and the br.
rience that online searchers are looking fi

My search wish for 2010 is that searc
ing strategisis use this Kind of rich
insight to refine their linguistic analysis «
as to encourage more customers and highe
sion rates. To this end. I hereby call foral
phrase “keyword analysis™ in 2010, =
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