Brands can better understand
users on third-party sites by
using a keyword overlap
analysis

If you are a manufacturer selling on your own site as well as
on retail partners, it is likely you don’'t have visibility
into who is buying your products or why they buy beyond your
own site. More importantly, you probably don’t have enough
insights to improve your marketing messaging.

One technique you can use to identify and understand your
users buying on third-party websites is to track your brand
through organic search. You can then compare the brand
searches on your site and the retail partner, see how big the
overlap is, how much of the overlapping keywords you rank
above the retailer and vice versa. More importantly, you can
see if you are appealing to different audiences or competing
for the same ones. Armed with these new insights, you could
restructure your marketing messaging to unlock new audiences
you didn’t tap into before.

In previous articles, I've covered several useful data
blending examples, but in this one, we will do something
different. We will do a deeper dive into just one data
blending example and perform what I call a cross-site branded
keyword overlap analysis. As you will learn below, this type
of analysis will help us understand your users buying on
third-party retailer partners.
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In the Venn diagram above, you can see an example of
visualization we will put together in this article. It
represents the number of overlapping keywords in organic
search for the brand “Tommy Hilfiger” between their main brand
site and Macy’s, a retail partner.

We recently had to perform this analysis for one of our
clients and our findings surprised us. We discovered that with
60% of our client’s organic SEO traffic coming from branded
searches, as much as 30% of those searches were captured by
four retailer partners that also sell their products.

Armed with this evidence and with the knowledge that selling
through their retail partners still made business sense, we



provided guidance on how to improve their brand searches so
they can compete more effectively, and change their messaging
to appeal to a different customer than the one that buys from
the retailers.

After my team conducted this analysis manually and I saw how
valuable it is, I set out to automate the whole process 1in
Python so we could easily reproduce it for all our
manufacturing clients. Let me share the code snippets I wrote
here and walk you over their use.

Pulling branded organic search
keywords

I am using the Semrush API to collect the branded keywords
from their service. I created a function to take their
response and return a pandas data frame. This function
simplifies the process of collecting data for multiple
domains.

Here is the code to get organic searches for “Tommy Hilfiger”
going to Macy'’s.

Here is the code to get organic searches for “Tommy Hilfiger”
going to Tommy Hilfiger directly.

Visualizing the branded keyword
overlap

After we pull the searches for “Tommy Hilfiger” from both
sites, we want to understand the size of the overlap. We
accomplish this in the following lines of code:

We can quickly see that the overlap is significant, with 4601
keywords in common, 515 unique to Tommy Hilfiger, and 125
unique to Macy'’s.


https://www.semrush.com/api-analytics/

Here is the code to visualize this overlap as the Venn diagram
illustrated above.

Who ranks better for the
overlapping keywords?

The most logical next question you would want to ask is that
given how significant the overlap is, who commands more higher
rankings for those. How can we figure this out? With data
blending of course!

First, as we learned in my first data blending article, we
will merge the two data frames, and we will use an inner join
to keep only the keywords common in the two sets.

When we merge data frames and they have the same columns, they
are repeated and the first columns include x at the end and
the second one includes y. So, Macy’s columns end with x.
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Here is how we create a new data frame with the overlapping
branded keywords where Macy’s ranks higher.

Here is the corresponding data frame where Tommy Hilfiger
ranks higher.

Here we can see that while the overlap is big, Tommy ranks
higher for many more branded keywords than Macy’s (3,173 vs.
1,075). So, is Tommy doing better? Not quite!

As you remember, we also pulled traffic numbers from the API.
In the next snippet of code, we will check which keywords are
pulling more traffic.

Surprisingly, we see that, while Macy’'s performs better for



fewer keywords than Tommy Hilfiger, when we add up the
traffic, Macy’s attracts more visitors (75,026 vs. 66,415).

As you can see, sweating the details matters a lot in this
type of analysis!

How different are the audiences

Finally, let’'s use the branded keywords unique to each site to
learn any differences in the audiences that visit each site.
We will simply strip the branded phrase from the keywords and
create word clouds to understand them better. When we remove
the branded phrase “Tommy Hilfiger,” we are left with the
additional qualifiers that users use to indicate their
intention.

I created a function to create and display the word clouds.
Here is the code:

Here is the word cloud with the most popular words left after
you remove the phrase “Tommy Hilfiger” from Macy’'s keywords.



Here is the corresponding word cloud when you do the same for
the Tommy Hilfiger ones.



The main difference I see is people looking for Tommy Hilfiger
products in Macy'’'s have specific products in mind, like boots
and curtains, while when it comes to the brand site, people
primarily have the outlets in mind. This might be an indicator
that they intend to visit the store vs. trying to purchase
online. This may also indicate that people going to brand site
are bargain hunters while the ones going to Macy’s might not
be. These are very interesting and powerful insights!

Given these insights, Tommy Hilfiger could review the SERPS
and compare the difference in the messaging between Macy’s and
their brand site and adjust it to appeal to their unique
audience’s interests.
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