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The power of competitive intelligence

Search solves a basic marketing need – to connect buyers with sellers. As the appeal of search grows, 

so too have revenues and budgets. Global search revenues are expected to reach $30.5 billion in 2008 

according to a JPMorgan analyst report1, increasing the pressure on marketers as competition for top 

position grows along with keyword prices. Search Engines accounted for 26% of upstream US Internet 

visits to All Categories of websites in March 2008, underscoring the importance of search engines as 

a source of visits. 

What does it take to develop a search marketing campaign that will deliver qualifi ed leads from search 

engines to your website in a cost-effective manner? Many factors fi gure into a successful marketing 

campaign, but few will disagree that the foundation for search campaigns is built upon search term - or 

keyword - selection.

The search terms you choose determine when your ads appear to potential customers. Ensuring that you 

are considered when customers search for products you sell is critical to success. 

This paper offers processes and strategies to design an effective paid search marketing campaign 

and to develop the art of search term selection. The paper details how Hitwise can provide you with 

a competitive edge by analyzing search term success, running a comparative analysis with the search 

terms that drive traffi c to competitor websites and fi nding all of the various iterations of ways that 

consumers are searching for your products or services. 

 

It also provides search marketers with a step-by-step guide for the planning stage of their search 

marketing campaigns. With a greater understanding of the strategy that lies behind effective search 

marketing campaigns, you will be able to maximize the qualifi ed traffi c that reaches your website from 

search engines.

1 Executive Overview

1JPMorgan’s “Nothing But Net” report, published 2nd January 2008 by analyst Imran Khan.
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2 The Search Marketing Cycle 

For this paper, we will defi ne search marketing as the process of purchasing advertisements in the form 
of text ads on search engines, with the goal of increasing exposure and attracting high quality visitors 
to a website.

Search marketing, as an online advertising platform, is entirely performance driven. Advertisers pay the 
search engines only when a user clicks through from the advertisement or search listing to their website. 
Being such an easily measurable, real-time response ad strategy, search marketing offers excellent 
possibilities for analysis and fi ne-tuning. 

The search marketing industry has matured rapidly in the past few years and a three stage best practice 
has emerged for search marketing campaigns: Research & Strategy, Implementation and Reporting & 
Analysis.

Search engine optimization is the practice of increasing referrals from organic or natural search 
engine results. Whilst search engine optimization often works hand-in-hand with search marketing, 
its implementation follows an entirely different approach; one that is not covered in this white paper. 
Search engine optimization tends to require a long-term strategy as opposed to the direct response 
nature of search marketing.

Research & Strategy 
To defi ne the parameters of a campaign, search marketers need to conduct focused research, answering 
four key questions:

Which search engines perform best in my industry and for my competitors?
Which search terms are successful in driving traffi c to my industry or competitors?
What are all the combinations of search terms that contain keywords important to my business?
What is the maximum price I am willing to pay in order to attract a visitor to my website?

This fi nal question provides a benchmark for analyzing results. Tying search marketing to a “cost-per-
visitor” or “cost-per-conversion” enables a company to measure return-on-investment and ensure that 
their search marketing campaign is both profi table and in alignment with their business goals.
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Implementation 
Once the search engines, search terms, and price points have been determined, search marketers 
can proceed to design the campaign and purchase the search listings. This includes assigning landing 
pages to each search term or cluster of terms to increase the relevance for the search user.

In setting up a campaign, advertisers need to identify which “landing page” they will deliver users to 
for each search term. The landing page is the webpage a user visits after clicking on a listing within a 
search engine and is the fi rst point of contact between the buyer and the advertiser’s website.

Designing the landing page to answer the user’s search query and provide relevant content can help 
increase conversion rates, with a “conversion” meaning an enquiry, download, or purchase. 

Once the landing pages have been identifi ed, the “creative” is developed for the search ads. The 
creative includes the title and description assigned to a search term or cluster of terms. The creative 
appears in the search results pages and includes the advertiser’s marketing messages. Offers or calls 
to action can be used to increase click-through rates.

Reporting & Analysis 
Search marketing is a real-time advertising platform. You will see immediate results, be able to gather 
useful metrics and fi ne-tune your marketing campaign within a short time frame. Typically, an initial 
analysis can be done within the fi rst few days or weeks of your campaign, with continual optimization 
of the listings throughout the campaign period to ensure maximum results.
 
Having appropriate measurement tools in place to quantify the click-through from the search engines 
to online conversion is critical and will minimize ad budget waste by allowing advertisers to eliminate 
search terms that fail to draw qualifi ed traffi c. Advertisers should use the tools offered by the search 
engines, a site-centric tool and a bid management tool. 

Completing this stage in the search marketing cycle will give search marketers a picture of their search 
marketing campaign and provide the intelligence to make informed decisions and ensure a strong 
return-on-ad investment.

The remainder of this paper focuses on researching search terms, the fi rst stage of the search marketing 
cycle and provides a detailed explanation of how to maximize your efforts in search term selection.

2 The Search Marketing Cycle 
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3 Researching Search Marketing Campaigns 

The following six-step process focuses on Stage 1 of the search marketing cycle, Research & Strategy. 
It offers advertisers a step-by-step process for researching search marketing campaigns. This process 
demonstrates how Hitwise Search IntelligenceTM tools2 provide marketers with a competitive edge, 
helping them evaluate the effectiveness of search terms and equipping them with analytical resources 
that can help shape their search marketing campaigns.

In particular, this paper focuses on search term identifi cation, outlining the methodology for targeted 
search term research and selection. The diagram shows the steps involved in search term selection, 
discussing each step further in the following sections of this paper.

Step 1: Set Goals and Objectives
Target Market
Budget to Spend
Traffi c Types

Step 2: Develop a Broad Search Term List
Website Log Files
Website Navigation
Website Search Engine Terms

Step 3: Identify Search Term Opportunities
Hitwise Industry Search Terms
Hitwise Website Search Terms
Paid and Organic Filter to Website Search Terms
Hitwise Search Term Gap Analysis
Hitwise Search Term Suggestions
Hitwise Fast Moving Search Terms
Hitwise Search Term Portfolios

Step 4: Develop an Expanded Search Term List
Hitwise Search IntelligenceTM Suite of Tools
Other Third-Party Search Term Tools

Step 5: Assess Audience Behavior
Search Term Analysis
Paid and Organic Filter to Website Search Terms 
Hitwise Keyword Breakdown Statistics

Step 6: Refi ne into Search Term Clusters
Develop Clusters
Assign Budget

2Hitwise Search IntelligenceTM tools include Industry Search Terms, Website Search Terms, Search Term Suggestions, 
Search Term Analysis, Search Term Gap Analysis, Search Term Charting and Search Term Portfolios.
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3 Researching Search Marketing Campaigns 

3.1 Step 1: Set Goals and Objectives 
To begin planning a search marketing campaign, it is important to identify the target market, set 
acceptable budget parameters, and determine the type of traffi c desired. Establishing clear goals and 
objectives lays the ground for successful search term research.

Target Market: Who do you want to reach?
A clearly defi ned target market will focus your marketing campaign and narrow the fi eld of search terms 
to be purchased. Understanding the demographics, countries of residence, and search and response 
patterns of the customers you are targeting will direct you towards the most appropriate search terms 
for your campaign.

Budget: How much do you want to spend?
Determining how much money will be allocated to your search marketing campaign and what price 
range is acceptable per visitor or conversion will be critical to search term selection, purchase and 
evaluation. Running test campaigns and constantly fi ne-tuning campaigns will allow you to manage 
return-on-investment while trying new methods of attracting visitors. 

Traffi c Type: What is your primary goal?
Based on overall marketing goals, identify whether your primary goal is to increase traffi c volume to your 
website or to increase the number or ratio of conversions. The ratio of conversions is an analysis of the 
number of visits to your website compared to the number of conversions on your website. This “traffi c 
quantity vs. quality ratio” is a key factor that will guide your strategy in the remaining fi ve steps.

3.2 Step 2: Develop a Broad Search Term List 
To begin the search term selection process for a campaign, develop a focused but broad search term 
list. Starting with the most general - but still appropriate - search terms will provide you the best 
starting point to further expand and eventually select the fi nal search terms.

While designing a search campaign, marketers will need to answer the two following questions:

What product and/or service related search terms should be targeted?
What brand related search terms should be targeted?

The following section will review a number of processes that can be undertaken to develop a list of 
search terms to target for a search marketing campaign. In addition to the role Hitwise plays in search 
term research, which will be discussed during steps 3 and 4 of this paper, it is important to leverage 
the following sources of information when planning a search marketing campaign.

Website Log Files
Log fi les provide a powerful source of information to identify the search terms that are currently driving 
traffi c to a website. This information is usually accessed via site-centric tools and allows 
businesses to understand the path users take to reach a website from the search engines.

Website Navigation
A website’s navigation is a useful place to identify products and/or service offerings to be used as a 
basis for developing appropriate lists of search terms. This information helps focus the search term 
research on the offerings of the website and assists in forming a base list for subsequent search term 
refi nement.
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3 Researching Search Marketing Campaigns 

Website Search Engine Terms
The log fi les of an internal website search engine will reveal what people are searching for within your 
website. This is a powerful tool to help understand the type of information visitors are looking for once 
they arrive at your website. It will identify search terms to target as well as enable you to develop content 
and landing pages to meet the needs and expectations of your audience.

Having reviewed each of these sources and gathered appropriate data, you should have identifi ed a 
broad search term list that will form the basis of your search marketing campaign.

3.3 Step 3: Identify Search Term Opportunities 
With the base search term list developed, the next step is to identify strategic search term opportunities 
that may not have surfaced when looking at internal data sources.
By reviewing the content on competitor websites, including source code and website structure, it is 
possible to identify how competitors may be trying to position themselves within the search engines. 
This can provide insight into the focus of competitor search campaigns.

The Role Hitwise Plays in Search Term Research
Hitwise provides a number of crucial planning and reporting tools that help marketers identify search 
terms that should be included in a successful search marketing campaign. Each day, Hitwise measures 
how more than 25 million Internet users interact with over one million websites across 160 industries 
which show nearly 4 million unique search terms. The rich behavioral data that Hitwise collects enables 
search marketers to make informed decisions when planning search campaigns.

Hitwise Offers Seven Distinct Search IntelligenceTM Tools:

Industry Search Terms 
Website Search Terms 
Search Term Suggestions
Search Term Analysis
Search Term Gap Analysis
Search Term Charting
Search Term Portfolios

The following sections explain these tools, and offer practical examples that illustrate how they are used 
to identify search term opportunities in the development of a search marketing strategy.

Hitwise Industry Search Terms Tool
To know how best to strategically position yourself within your industry, you will want to carefully 
assess search behavior within your market sector. The Hitwise Industry Search Terms tool identifi es all 
search terms that have successfully delivered a user from a search engine to a website within a specifi c 
industry. This shows marketers the key search term drivers for an industry, including navigational, 
product and brand terms, including both organic and paid keywords.
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Consider this example for the Shopping & Classifi eds – Department Stores industry. The Hitwise 
Industry Search Terms report for the sector shows that, in the US, the top ten successful search terms 
for Department Stores retailers are:

Search Terms - Industry Search Terms Report for Shopping and Classifi eds - Department Stores
Displaying 1-10 of 89,706 terms

3 Researching Search Marketing Campaigns 

Period: Four weeks ending April 19th 2008
Navigation Tip: Search IntelligenceTM > Industry Search Terms > Choose Industry > Click Go

Use the Advanced 
Filters to fi lter out 
terms you wish to 
remove from the 
list, to show only 
relevant terms, i.e. 
non-branded terms.

Power User Tip:

In this example, you can see that branded search terms fi gure prominently among search terms sending 
visits to Department Stores websites. Among the top non-branded, or generic, search terms sending 
visits to websites in the industry were “books”, “free samples”, “furniture” and “ipod”. A full Industry 
Search Terms report looks at all the search terms successfully driving visitors through to websites in a 
selected industry. In this example, in the 4 weeks ending April 19th 2008 there were 89,706 unique 
search terms delivering visits to websites within the Department Stores industry. 

Marketers often encounter less competition in search engine results for lower volume search terms. 
Analysis beyond the so-called “head terms” to look toward the long-tail may yield excellent search term 
opportunities.

Hitwise Website Search Terms Tool
After identifying the successful search terms that are driving traffi c to your industry, the next step is 
to isolate the search terms that are driving traffi c to your competitors’ websites. The Hitwise Website 
Search Terms tool can be used to identify the search terms that are successful in driving traffi c to your 
competitors’ websites across all the major search engines. 

You can use this information to understand what product and brand terms are driving a competitor’s 
search traffi c. The insight allows you to learn from successful practices already deployed by 
competitors. 
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3 Researching Search Marketing Campaigns 

To illustrate how you can use the Hitwise Website Search Terms tool to your advantage, consider this 
example from the Department Stores industry in the US. As we compare JC Penney (www.jcpenney.
com) and Kohls (www.kohls.com) we see the following search terms:

Website: www.jcpenney.com
Total number of successful terms: 3,016

Period: Four weeks ending April 19th 2008
Navigation Tip: Search IntelligenceTM > Website Search Terms > Enter Website URL > Click Go

Website: www.kohls.com
Total number of successful terms: 1,020

To fully understand your competitor’s search strategy, you can view only search terms from paid 
listings, organic listings or an overall view of paid and organic traffi c. The example below shows the 
Paid and Organic view of Website Search Terms for JC Penney:

Paid and Organic Website Search Terms Report - JC Penney (www.jcpenney.com)
Displaying 1-10 of 3,016 terms.

Period: Four weeks ending April 19th 2008
Navigation Tip: Search IntelligenceTM > Website Search Terms > Enter Website URL > Click Profi ler 
> From View drop-down menu, select “Paid and Organic”
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In this example, we see that 42% of visits from search to JC Penney in the four weeks to April 19th 
2008 came from paid traffi c. We also see that visitors came via paid listings for the term “jcpenney” 
42.92% of the time. Further down the list, ranking at #26, is the term “curtains” with 100% of visits 
to JC Penney from searches for “curtains” coming from paid listings. This data reveals that JC Penney 
buys the term “curtains” and receives no organic traffi c from the term. Competitors trying to evaluate 
JC Penney’s search strategy can use this information in developing a keyword list, prioritizing budgets 
for search advertising and in developing creatives.

Hitwise Compare Search Terms
Search terms can be compared using charts to view the volume of searches for selected terms over 
time. Search term charts allow you to understand how consumers are searching for things online—
products, services, brands, popular culture, content, news, etc. Charting a term can show seasonality 
of products, the impact of offl ine advertising on brand searches, and to see whether particular search 
terms are becoming more or less important to a competitor’s website traffi c. 

For example, in the following chart of US Internet searches for “wii” and “ps3”, two popular gaming 
consoles, we can see the relative popularity of the consoles online and the predictable seasonal pattern 
of searches. This insight supports planning and timing of search marketing campaigns and can also 
inform decisions about inventory and content to feature on the website.

3 Researching Search Marketing Campaigns 
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Hitwise Search Term Gap Analysis
In addition to allowing you to understand a competitor’s search marketing strategy, Hitwise Search 
IntelligenceTM enables you to perform a gap analysis to identify the search terms that are sending 
more traffi c to your competitors’ websites than to your website. A gap analysis is a comparison of two 
search term lists (such as between websites or industries) to determine common and unique search 
terms.

Performing a gap analysis between JC Penney and Kohls.com shows there were 2,966 Opportunities 
for Kohls.com, defi ned as search terms sending more traffi c JC Penney than to Kohls.com. Search 
term opportunities can be used to identify potential search terms to target within your campaign, 
or to analyze whether a competitor has a competitive advantage by attracting a unique audience via 
products you do not offer on your website. 

The following are examples of search term opportunities for Kohls.com fi ltered to remove terms that 
include the JC Penney brand name:

3 Researching Search Marketing Campaigns 

Search Term Gap Analysis - Opportunties for ‘Kohls.com’ vs ‘JC Penney’
Displaying 1-15 of 2,966 terms.

Period: Four weeks ending April 19th 2008
Navigation Tip: Search IntelligenceTM > Search Term Gap Analysis > Enter URLs for Websites > Click Go

 

Add Gap Analysis 
to your Dashboards 
to be able to see 
your search term 
opportunities 
against each of 
your competitors 
every week.

Power User Tip:

Upload your entire 
keyword list to a 
Search Term Portfolio 
to perform a gap 
analysis using your 
full keyword list.

Power User Tip:
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3 Researching Search Marketing Campaigns 

Hitwise Fast Moving Search Terms
In order to stay abreast of changes in your competitors’ search marketing strategies and hot new 
products in your industry, you can use the Fast Moving Search Terms report. The Fast Moving Search 
Terms report identifi es search terms that have experienced signifi cant increase or decrease in traffi c 
share over a specifi c period in time. It is an invaluable source of information, enabling marketers to:

Analyze the impact of campaigns and seasonal trends.
Monitor traffi c generated by their keywords, as well as their competitors’.
Identify terms that are quickly gaining traction within their industry.

The following is an example of a Fast Moving Search Terms report for JC Penney showing the fi ve 
search terms with the largest relative increase in the four weeks to December 8th 2007, during the 
peak holiday shopping period, compared to the previous week. Weekly updates on search terms sending 
more traffi c to competitor websites allow marketers to more effectively manage search campaigns and 
to keep up with competitor advances.

Period: Four weeks ending December 8th 2007
Navigation Tip: Dashboards > Add Modules > Fast Moving Search Terms > Click Save > Click Edit 
> Enter Industry or URLs for Websites and Select Options > Click Save

3.4 Step 4: Develop an Expanded Keyword List
Having developed a broad search term list that forms the basis of your search term selection process, 
and identifi ed future search term opportunities via the Hitwise Search IntelligenceTM tools, the next 
step is to expand this search term list. The expanded search term list is important for you as it ensures 
that all products and/or services your business offers are included in your search marketing campaign. 
It also ensures that you are including terms your customers use to describe your products, such as 
misspellings and colloquialisms. 

When developing an expanded search term list, search networks such as Yahoo! Search Marketing and 
Google AdWords provide keyword suggestion tools to assist in this process. Hitwise offers a unique 
tool that provides marketers with success rates for each search term, allowing even greater depth and 
analysis when selecting search terms. 
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Hitwise Search Term Suggestions Tool
The Hitwise Search Term Suggestions tool gives marketers variations on search terms to consider 
when devising their search marketing campaign strategy. These terms are gleaned from actual search 
behavior across all search engines and allow marketers to fi lter the results by search engine.

Search marketers enter selected terms into the Hitwise tool which then displays the most popular 
variations on these terms. This helps identify specifi c, high quality terms, enabling marketers to greatly 
expand their search term list.

For example, if your goal is to sell more bedding, by entering the word “bedding” into the Search Term 
Suggestions tool the following top 10 search term variations (out of a total of 1,367 terms) are returned, 
along with their associated volume of searches and success rates.

Search Terms - Search Term Suggestions for bedding
Displaying 1-10 of 1,367 search terms

Period: Four weeks ending April 19th 2008
Navigation Tip: Search IntelligenceTM > Search Term Suggestions > Enter Keyword > Click Go

3 Researching Search Marketing Campaigns 

You can then use the data to expand your search term list to include high quality terms, with the goal 
of increasing your return-on-investment. A relative “success rate” column alongside each term provides 
an indication of the percentage of searches on that term that resulted in a user visiting a website.

Hitwise Search Term Gap Analysis versus Search Term Suggestions
To refi ne the opportunities in a Search Term Suggestions report, marketers can use Hitwise Search 
Term Gap Analysis. The report reveals opportunities for search terms that include a selected keyword 
but that are not sending visits to the selected website. 

For example, Kohls.com could use this report to identify search terms that include the keyword “bedding” 
but that are not sending traffi c to its website. The report reveals that in the four weeks to April 19th 
2008, there were 1,027 search terms that included the keyword “bedding” that were Opportunities for 
Kohls.com. The top 10 of these Opportunities are listed on the next page.

Check the boxes 
and add selected 
keywords to a Search 
Term Portfolio for 
easy future reference.

Power User Tip:
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Search Term Gap Analysis - Opportunities for ‘Kohls.com’ vs ‘bedding’
Displaying 1-10 of 1,027 terms

Period: Four weeks ending April 19th 2008
Navigation Tip: Search IntelligenceTM > Search Term Gap Analysis > Enter Website URL 
> Select Search Term from drop-down menu > Enter Keyword > Click Go

Use the Advanced 
Filters to fi lter out 
terms you wish to 
remove from the 
list, to show only 
relevant terms, i.e. 
non-branded terms.

Power User Tip:

By combining all of these tools and sources of information, search term lists can be developed targeting 
each objective for the marketing campaign. This information is highly valuable as search term lists can 
be developed based on what is working or not working for the industry and competitors, helping to 
identify gaps in the market and new products to offer.

3.5 Step 5: Assess Audience Behavior
At this point, a broad list of search terms has been identifi ed. It is now time to perform research into 
the trends and behavior of your target market and industry. This information will assist in the next step 
of refi ning the search terms, allowing for more focused targeting when implementing the campaign.

Search Term Curve Analysis
Together with the creative (titles and descriptions), search terms are the “inputs” in a search marketing 
campaign that determine the volume of traffi c and the target audience the advertiser will likely attract 
to their website.

The following diagram illustrates the interplay between volume of searches and specifi city of the search 
term. If a search term is broad, the volume of searches will be high, but the quality and possibly the 
degree to which the audience is focused on a specifi c topic will be low. If a search term is specifi c and 
more descriptive, the volume of searches will be lower but the term will yield a more targeted click-
through.

Consider for example the term “mp3”. The customer may be searching for downloadable music or 
MP3 players. The term “ipod” is more specifi c, “ipod nano” more specifi c still and “ipod nano 4gb 
pink” indicates the consumer has already done quite a bit of research and may be closer to a purchase 
decision.



14

©2008 Hitwise Pty. Ltd. All trademarks and logos are the property of their respective owners. All rights reserved.

The power of competitive intelligence

It follows that if marketers choose more specifi c search terms during the search term research process, 
the users who click-through from the search engines in response to those terms, although possibly 
being fewer in number, may be of higher quality.

By understanding the trade-off between traffi c volume and traffi c quality, advertisers can plan their 
search campaigns by attracting higher quality visitors and delivering those customers to specifi c landing 
pages that are immediately relevant to the search. This should increase conversions and overall return-
on-investment for campaigns.

Understanding Industry Trends
By analyzing the searching behavior of Internet users, it becomes evident that users search differently 
across different industries. Some industries tend to attract more refi ned or focused searches. Therefore, 
targeting terms with varying number of words according to the proclivities of the industry will have a 
strong impact on the volume and quality of traffi c for the search marketing campaign.

Compare the search behavior for the Shopping & Classifi eds – Books industry versus the Business & 
Finance – Banks & Financial Institutions industry through the Hitwise Keyword Breakdown statistic.

Shopping & Classifi eds - Books

Period: Four weeks ending April 19th 2008

Business & Finance - 
Banks & Financial Institutions

3 Researching Search Marketing Campaigns 
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As shown in the previous example, the searching behavior differs signifi cantly between the two 
industries. Single word search terms play a more prominent role in the Banks & Financial Institutions 
industry, with 39.87% of all searches containing one word only, in contrast to the Books industry where 
one word searches occur only 15.54% of the time. A greater number of words in a query generally 
denotes a more specifi c query. 

Understanding industry trends is an important step between researching your search terms and refi ning 
the terms prior to implementation. It helps align your goals and objectives with your search term list.

3.6 Step 6: Refi ne into Search Term Clusters
Having developed an expanded search term list, it is important to start the refi nement process prior to 
implementing the campaign.

Develop Clusters
To carve out a unique niche that draws qualifi ed traffi c, search terms can be grouped into what is known 
in the industry as search term clusters. These phrases aim to meet the interests and expectations of a 
highly targeted search base.

Simply put, a cluster is a targeted group of search terms with specifi c attributes. Clusters allow for 
stronger targeting when submitted to search engines through unique creatives and landing pages, 
thus increasing the relevance to the customer and likely conversion rates. Different matching options 
can also be applied to the search terms when implementing the campaign within the search engines. 
Depending on the specifi c search engine, options may include exact, broad, phrase, standard, and 
negative keyword match.

Assign Budget
Once the clusters have been developed from the expanded search term list, the budget that was 
identifi ed in Step 1 should be allocated to each cluster. For example, high volume search terms that 
deliver large amounts of unqualifi ed traffi c will require different cost-per-click thresholds compared to 
low volume, but highly specifi c terms. 

When assigning the budgets to each of the clusters, ensure that you take into consideration whether 
search terms will have exact, broad, phrase, and negative keyword match, as this will affect the volume 
of traffi c for each of the search terms within the clusters. These matching options allow you to target 
your clusters in more detail by broadening or narrowing the terms for which your ads will appear in the 
search results.

Once the budgets have been applied to the fi nal groups of clusters, Research - the fi rst stage of the 
search marketing cycle, is complete. It is at this time when the second stage of the search marketing 
cycle commences with the implementation of the campaign. Implementation typically is done through 
a bid management tool. The specifi cs of this phase will not be discussed in this paper as mentioned 
earlier.

Save search term 
clusters as individual 
Search Term 
Portfolios on Hitwise 
for future reference.

Power User Tip:
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4 Summary

Throughout this paper, the search term selection process has been discussed, and tools have been 
explored, to assist with identifying the most appropriate search terms to target for a search marketing 
campaign.

The Hitwise Search IntelligenceTM tools provide a unique view of industry and competitor activity within 
the search engines, helping you perform effi cient and effective keyword research.

Search term research is an instrumental part of every search marketing campaign, with the selection 
process ensuring your search listing advertisements attract the right target market for maximum return-
on-investment.
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The power of competitive intelligence

5 Planning Search Marketing Campaigns - A Checklist

When planning your search marketing campaign, use the following checklist. This tracking chart outlines 
each of the 6 steps to planning your search marketing campaign.

Step 1: Set Goals and Objectives
Target Market
Budget to Spend
Traffi c Types

Step 2: Develop a Broad Search Term List
Website Log Files
Website Navigation
Website Search Engine Terms

Step 3: Identify Search Term Opportunities
Hitwise Industry Search Terms 
Hitwise Website Search Terms 
Hitwise Search Term Suggestions 
Hitwise Search Term Analysis
Hitwise Search Term Gap Analysis
Hitwise Search Term Charting
Hitwise Search Term Portfolios

Step 4: Develop an Expanded Keyword List
Hitwise Search Term Suggestions Tool
Hitwise Search Term Gap Analysis versus Search Term Suggestions

Step 5: Assess Audience Behavior
Search Term Curve Analysis 
Understanding Industry Trends

Step 6: Refi ne into Search Term Clusters
Develop Clusters
Assign Budget
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6 Glossary

Broad match – this includes all search term variations that contain the search term(s) entered.

Search Term Cluster – an optimized group of search terms with specifi c attributes.

Conversion – when a user visits a website and makes an enquiry, download, or purchase.

Cost-per-visitor – the price paid for a user to visit a website.

Cost-per-click – the price paid for a click on an advertisement

Cost–per-conversion - the price paid for a user who visits a website, then makes an online transaction 
or fi lls out a form.

Creative – the title and description assigned to a search term or cluster of terms.

Exact match - by placing square brackets around your search terms, for example [digital camera], your 
results will only include the search terms in this order.

Gap Analysis - a comparison of information, in this case search terms, between two websites to 
determine common and unique search terms, which reveal different target opportunities

Keyword – a single word entered into a search engine, such as car

Landing page – the webpage a user visits after clicking on a listing within a search engine.

Negative keyword match – by adding a negative term after a search term(s), such as digital camera 
– review, results will include all variations excluding those that contain the negative term.

Phrase match – by placing quotation marks around search terms, such as “digital camera”, results will 
include all variations containing the phrase digital camera in this order.

Search Term – a word or group of keywords entered into a search engine, such as Toyota used car. 

Search Engine Optimization – the process of altering webpage content to enhance the performance of 
the webpage within the results of a search engine.
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The power of competitive intelligence

Hitwise is the leading online competitive intelligence service. Only Hitwise provides its 1,400 clients 

around the world with daily insights on how their customers interact with a broad range of competitive 

websites, and how their competitors use different tactics to attract online customers.

Since 1997, Hitwise has pioneered a unique, network-based approach to Internet measurement. 

Through relationships with ISPs around the world, Hitwise’s patented methodology anonymously 

captures the online usage, search and conversion behavior of 25 million Internet users. This 

unprecedented volume of Internet usage data is seamlessly integrated into an easy to use, web-

based service, designed to help marketers better plan, implement and report on a range of online 

marketing programs. 

 

Hitwise, a subsidiary of Experian (FTS: EXPN) www.experiangroup.com operates in the United 

States, United Kingdom, Australia, New Zealand, Hong Kong and Singapore. More information about 

Hitwise is available at www.hitwise.com. 

For up to date analysis of online trends, please visit the Hitwise Intelligence-Analyst Weblogs at 

http://weblogs.hitwise.com and the Hitwise Data Center at www.hitwise.com/datacenter.

7 About Hitwise
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