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Search 101: 

Using search to generate insights
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Search as a window to your brand

Search as a barometer

Websites as audience insights
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Search as a window to your brand

Presenter
Presentation Notes






© Google Confidential and Proprietary

81%
of internet users enter 
websites via a search 
engine

Source: Forrester Research Inc., “UK Internet User Monitor”



Search ads have a clear impact on brand recall

Source: Enquiro Research/Ipsos Interactive Services, May 2008, Aggregated Data: All Industries, all countries (UK, Germany, France) 
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What can search tell me about my brand?
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Understand the latest buzz with real-time results 
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Get a historical perspective on your brand with 
timeline view



© Google Confidential and Proprietary

Keep up to date on brand new brand news by signing 
up to alerts
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Search as a window to your brand

Workbook

Go to Google.com.au
Search for your brand

- Where does your brand appear in organic and sponsored listings on the search result page?
- What else do you learn about your brand from videos / forums / reviews ?
- Search for your category. Who are your brand’s ‘search competitors’? 
- Set up a Google alert for your brand
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Search as a barometer
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Insights for Search: what are the hottest trends for 
the last 30 days? 
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Insights for Search: What are the search trends 
around my brand?
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Consider your brand territory
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Evian brand territory

Presenter
Presentation Notes
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Insights for Search: what are the search trends 
around my wider brand territory?
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Keyword volume tool: quantify consumer interest 
around my brand territory

Evian Detox, Wimbledon Tennis
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Which areas of my web content are most popular?
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Quantify consumer interest around your brand territory

5m

68mn

37mn

5mn

1mn
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Keyword Volume Tool
Access the tool: search ‘Keyword’
- How many searches were there last month for: your brand keywords? Generic product 
keywords?  Other keywords from outer brand territory ?
- Google some keywords  from your outer brand territory. Who is your  ‘search competition’
here?
- What can you conclude?

Insights for Search
Access the tool: search ‘Insights’
- Explore search volumes from 2004 - 2011 for: your key outer brand territory: What do you 
learn? (consider seasonality, regional interest and rising searches)
- Are there any other brand territories you could explore to capitalize on seasonality or other 
rises and dips in query volumes? 
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Search as a barometer
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Websites as audience insights
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Ad Planner: where can I reach my audience online?

Demo



© Google Confidential and Proprietary

Ad Planner: who is visiting my website?
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Google Ad Planner
Access the tool: search ‘Ad Planner’
 Login with gmail login: mecbeta@googlemail.com / betatest

Go to ‘Search by Audience’ view
- Define an audience based on geography (AU), and keywords searched (choose a keyword 
relevant to your category or brand territory) . Which websites are they most likely to visit ?
- Define an audience based on geography (AU), and demographics. Which websites are they 
most likely to visit ?
- Visit some of the websites  you find. Do they fit what you would expect of your target 
audience?
- Anything else you found interesting ? What conclusions can you draw ?
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Websites as audience insights

Workbook
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Search as a window to your brand

Search as a barometer

Websites as audience insights
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