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Search (data) is a 

wonderful thing
@searchlistening



Technical SEO 

implementation

Relevant and 

recommendable

content

Earned links 

and shares

SEO success is a function of…



It’s also a function of 

integration

Integration happens when teams have a shared focus that takes them 

towards a shared goal:

• Your shared focus should be your customer

• Your shared goal should be your business targets, not specific channel 

targets

The successful brands of the future will be the ones best able to do adopt 

this way of thinking.



Integration can drive SEO 

success



Search (data) might just 

be able to help spur 

integration





“Google searches are the 

most important dataset 

ever collected on the 

human psyche.”

Seth Stephens-Davidowitz



It’s not fashionable to 

be honest 





People lie…



But we don’t lie to 

Google…

Google is a confessional 

booth

for the ‘fake news’ era.



We tell Google things we 

wouldn’t tell our 

partners, our family, our 

friends … even our 

doctor.





We turn to Google, 

in-the-moment, when we’re 

experiencing events of 

huge significance.









The data set 

is huge

It's 

free

And there’s zero

research bias

It’s instantly

available



We’re talking about 

keyword research, right?



“Traditionally, keyword 

research has been performed to 

better understand what phrases 

searchers are using to find the 

content, products or services 

you provide. 

“But using keyword research for 

that is akin to treating the 

symptom rather than the problem 

itself.”



The brand and performance 

potential of (often) ‘long 

tail’ search data has been 

grossly undervalued… 

Future success could be lurking 

in the long tail.









www.answerthepublic.com









The process of understanding what an audience truly thinks, 

using the ultimate source of insight – search data – to access 

the unbiased perspectives of millions of people.



1. Use determiners to understand behaviours, goals and 

motivations across the purchase journey, from initial trigger to 

ongoing ownership

2. Use spaces as wildcards and be ready to get tribal

3. Use ‘like’ to identify the most influential brands and influencers

4. Use ‘for’ to identify how searchers label themselves

5. Use Search Listening on an ongoing basis to track changes in 

audience sentiment and seasonal trends

Five steps to better Search 

Listening







Triggers could include…

Specific outfit

A bra fitting

A sporting 

interest

Getting married

A holiday

Pregnancy

Breast feeding

An intimate

relationship

Everyday life



Triggers could include…

Specific outfit





So, we’ve got pain points too…

Specific outfit

A bra fitting

A sporting 

interest

Getting married

A holiday

Pregnancy

Breast feeding

An intimate

relationship

Everyday life

Sleeping

Problems 

shopping

Photos

Health & fitness

Back pain



Now factor in atttitude

Specific outfit

A bra fitting

A sporting 

interest

Getting married

A holiday

Pregnancy

Breast feeding

An intimate

relationship

Everyday life

Sleeping

Problems 

shopping

Photos

Health & fitness

Back pain

Love Hate



Social segmentation too

Specific outfit

A bra fitting

A sporting 

interest

Getting married

A holiday

Pregnancy

Breast feeding

An intimate

relationship

Everyday life

Sleeping

Problems 

shopping

Photos

Health & fitness

Back pain

Love Hate

High Culture Low Culture









Tip #1:

Use generic nouns to explore behaviour at the start 

of the purchase journey.

Look for triggers.

Add determiners to explore 

pre and post-purchase behaviour.











Skiing and Snowboarding



Skiers vs. ‘Boarders







Tip #2

Use Search Listening to explore ‘tribalism’ in your 

audience’s world.

Use spaces as wildcards within Google’s 

autosuggestions to take insight from a broad starting 

place.











Tip #3

Explore ‘like’ searches to understand influence – both 

in terms of brands and individuals.

Look out for unexpected influencers! 













Tip #4

Use Search Listening to uncover the labels (both 

literal and inferred) that your audience gives itself, 

focusing on ‘for’ searches.

Use these labels to develop personas and build out 

your content plan.





FYI: We’ve had peak hipster









Automating ‘lateral’ Search Listening

Seed phrase Question Answer Link

Seed

/Question 

Similarity

Question

/Answer 

Similarity

Fashion trends 

2019

What colour is in 

fashion 2019

The most definitive of 

the spring/ summer 2019 

runway colors is yellow, 

of course, which showed 

up in the form of Aspen 

Gold, Pastel Yellow, 

Turmeric, and Lemon 

Verbena. Spring/ 

Summer 2019 Color 

Trends: Spring 2019 

Runway Colors ... 

https://glowsly.com/

spring-summer-

2019-color-trends/ 

Search for: 

67% 84%



Tip #5

Search Listening can give you up-to-date insights 

around priority topics (commercial or societal).

Analyse changing queries over time to track changes 

in audience sentiment and seasonal trends.



1. Use determiners to understand behaviours, goals and 

motivations across the purchase journey

2. Use spaces as wildcards and be ready to get tribal

3. Use ‘like’ to identify the most influential brands and influencers

4. Use ‘for’ to identify how searchers label themselves

5. Use Search Listening on an ongoing basis to track changes in 

audience sentiment 

Five steps to better Search 

Listening



People ask Google things 

they wouldn’t ask their 

friends or admit in a 

customer focus group.

They’re doing it right 

now…

You should be using this 



Search data is a wonderful 

thing…

For everybody. Not just 

SEOs.



Just don’t call it keyword 

research



www.searchlistening.com

Search Listening

vs. Social Listening



Thank you
stefan@propellernet.co.uk

www.propellernet.co.uk

www.searchlistening.com

@propellernet / @searchlistening


