
How Google Gives Us Insight
into Searcher Intent Through
the  Results  –  Whiteboard
Friday
When Google isn’t quite sure what a searcher means just by
their  search  query,  the  results  (appropriately)  cater  to
multiple possible meanings. Those SERPs, if we examine them
carefully, are full of useful information. In this episode of
Whiteboard Friday, Rand offers some real-world examples of
what we can glean just by skimming the kinds of things Google
decides are relevant.

Click on the whiteboard image above to open a high-resolution
version in a new tab!

Video Transcription
Howdy, Moz fans, and welcome to another edition of Whiteboard
Friday. This week we’re going to chat about how Google is
giving  us  insight  through  their  search  results,  their
suggested searches, and their related searches into the intent
that searchers have when they perform their query and how if
we’re smart enough and we look closely and study well, we can
actually  get  SEO  and  content  opportunities  out  of  this
analysis.

So the way I thought I’d run this Whiteboard Friday is a
little bit different than usual. Rather than being purely
prescriptive, I thought I’d try and illustrate some actual
results.  I’ve  pared  them  down  a  bit  and  removed  the
descriptions and taken some out, but to try and show the
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process of that.

Query 1: Damaged furniture

So here’s a query for damaged furniture. If I am trying to
reach searchers for this query — let’s assume that I’m in the
furniture business — I might see here that there are some ads
up  at  the  top,  like  this  one  from  Wayfair,  inexpensive
furniture up to 70% off. I scroll through the organic results
—  Everyday  Clearance  Furniture  Outlet,  MyBobs.com,  okay,
that’s  a  local  place  here  in  Seattle,  Seattle  Furniture
Repairs and Touchups. Okay, this is interesting. This is a
different type of result, or it’s serving a different searcher
intent. This is, “We will repair your furniture,” not, “We
will sell you cheap, damaged furniture,” which these two are.
Then How Stuff Works, which is saying, “We will show you how
to repair wooden furniture.”

Now I scroll down even further and I get to the related
searches — scratch and dent furniture near me, which suggests
one  of  the  intents  absolutely  behind  this  query  is  what
Wayfair and My Bob’s are serving, which is cheap furniture,
inexpensive furniture that’s been previously damaged in some
way.  Clearance  Furniture  Outlet,  similar  intent,  Bob’s
Discount Furniture Pit, I’m not totally sure about the pit
naming convention, and then there are some queries that are
similar to these other ones.

So here’s what’s happening. When you see search results like
this, what you should pay close attention to is the intent to
position ratio. Let’s say…

Intent A: I want to buy furniture

Intent B: I am looking to touch up or repair my furniture



Intent C: Show me how to do it myself

If  you  see  more  A’s  ranking  near  the  top,  not  in  the
advertising results, because those don’t need a very high
click-through rate in order to exist. They can be at 1% or 2%
and still do fine here. But if you see these higher up here,
that  is  an  indication  that  a  higher  percent  of  Google
searchers are preferring or looking for this A intent stuff.
You can apply this to any search that you look at.

Thus, if you are doing SEO or creating content to try and
target a query, but the content you’re creating or the purpose
you’re trying to serve is in the lower ranked stuff, you might
be  trapped  in  a  world  where  you  can’t  rise  any  higher.
Position four, maybe position three is the best you’re going
to  do  because  Google  is  always  going  to  be  serving  the
different intent, the intent that more of the searchers for
this query are seeking out.

What’s also nice about this is if you perform this and you see
a single intent being served throughout and a single intent in
the related searches, you can guess that it’s probably going
to be very difficult to change the searcher intent or to serve
an entirely different searcher intent with that same query.
You might need to look at different ones.

Query 2: E-commerce site design

All right. Next up, e-commerce site design. So an ad up here,
again, from Shopify. This one is “Our e-commerce solution just
works.” They’re trying to sell something. I’m going to go with
they’re trying to sell you e-commerce site design.

Intent A: They are trying to sell you ecommerce design

Intent  B:  I  am  looking  for  successful  e-commerce  design
inspiration/ideas



30 Beautiful and Creative E-commerce Website Designs, this is
also from Shopify, because they just took my advice, well,
okay,  obviously  they  took  my  advice  long  before  this
Whiteboard Friday. But they’re ranking with exactly what we
talked about in intent B, which was essentially, “Hey, I am
looking for inspiration. I’m looking for ideas. I’m trying to
figure out what my e-commerce website should look like or what
designs are successful.” You can see that again — intent B. So
what’s ranking higher here? It’s not the serve the purchase
intent. It’s serve the examples intent.

When  we  get  to  related  searches,  you  see  that  again,  e-
commerce website examples, top e-commerce websites, best e-
commerce sites 2016, these are all intent B. If you’re trying
to serve intent A, you better advertise, because ranking in
the top results here is just not going to happen. That’s not
what searchers are seeking. It’s going to be very, very tough.

Slight side note:

Whenever you see this, this late in the year, we’re in October
right now as we’re filming this Whiteboard Friday. I did this
search today, and I saw Best E-commerce Sites 2016 still in
here. That suggests to me that there were a lot more people
searching for it last year than there are this year. You will
see there’s like the same thing for 2017 down below, but it’s
lower in the related searches. It doesn’t have as much volume.
Again, that suggests to me it’s on a downward trend. You can
double-check that in Google trends, but good to pay attention
to. Okay, side note over.

Query 3: Halloween laboratory props

Let’s move on to our last example here, Halloween laboratory



props. So Halloween is coming up. Lots and lots of people
looking  for  laboratory  props  and  props  and  costumes  and
decorations of all kinds. There’s a huge business around this,
especially in the United States and emerging in the United
Kingdom and Australia and other places.

So, up at the top, Google is showing us ads. They are showing
us the shopping ads, shop for Halloween laboratory props, and
they’ve got some chemistry sets and a Frankenstein-style light
switch that you can buy and some radioactive props and that
kind of thing from Target, Etsy, and Oriental Trading Company.

Then they show images, which is not surprising. But hot tip,
if you see images ranking in the top of the organic results,
you should absolutely be doing image SEO. This is a clear
indication that a lot of the searchers want images. That means
Google Images is probably getting a significant portion of the
search volume. When I see this up here, my guess is always
it’s going to be 20% plus of searchers are going to the image
results rather than the organic search results, and ranking
here is often way easier than ranking here.

More interesting things happening next. This result is from
Pinterest, “Best 25 Mad Scientist Lab Ideas on Pinterest,”
“913  Best  Laboratory,  Frankenstein,  Haunt  Ideas  Images  on
Pinterest,” “DIY Mad Scientist Lab Prop on Pinterest.” By the
way, there’s a video segment in here, which is all YouTube.
This happens quite a bit when there is heavy, heavy visual
content. You essentially see the domain crowding single-domain
domination of search results. What does that mean? Don’t do
SEO on your site, or fine, do it on your site, but also do it
on Pinterest and also do it on YouTube.

If you’re creating content like these guys are over here,
BigCommerce  and  Shopify  created  these  great  pieces  for
beautiful ecommerce designs, they’ve put together a ton of
images, wonderful. You can apply that same strategy for this.
But then what should you do? Go to Pinterest, upload all those



images, create a board, try and get your images shared, do
some Pinterest SEO essentially. Do the same thing on YouTube.
Have a bunch of examples in a short video that shows all the
stuff that you’re creating and then upload that to YouTube.
Preferably have a channel. Preferably have a few videos so
that you can potentially rank multiple times in here, because
you know that many people are going here. This is pretty far
down. So this is probably less than 10% of searchers make it
here, but still a ton of opportunity. Very different type of
search intent than what we saw in these previous two.

Look at the related searches — homemade mad scientist lab
props, mad scientist props DIY, do it yourself, how to make
mad scientist props. These intents are, generally speaking,
not being served by any of these results yet. If you scroll
far enough in the YouTube videos here, there’s actually one
video that is a how-to, but most of these are just showing
stuff off. That to me is a content opportunity. You could make
your Pinterest board potentially using some of these, DIY
homemade, how to make, make that your Pinterest board, and
probably, I’m going to guess that you will have a very good
chance of pushing these other Pinterest results out of here
and dominating those.

So a few takeaways, just some short ones before we end here.

In the SEO world, don’t target content without first1.
understanding the searcher. We can be very misled by
just  looking  at  keywords.  If  we  look  at  the  search
results first, we can get inside the searcher’s head a
little  bit.  Hopefully,  we  can  have  some  real
conversations  with  those  folks  too.
Second, Google SERPs, search suggest, related searches,2.
they can all help with problem number one.
Three,  gaps  in  serving  intent  can  yield  ranking3.
opportunity, like we showed in a few of these examples.
Finally, don’t be afraid to disrupt your own business or4.



your own content or your own selfish interest in order
to serve searchers. In the long term, it will be better
for you.

You can see that exemplified here by Shopify saying, “We’re
going to show off a bunch of beautiful ecommerce designs even
though some of them are not from Shopify.” BigCommerce did the
same  thing.  Even  though  some  of  them  are  not  using
BigCommerce’s  platform,  they  basically  are  willing  to
sacrifice some of that in order to serve searchers and build
their brand, because they know if they don’t, somebody else
clearly will.

All  right,  everyone.  Hope  you’ve  enjoyed  this  edition  of
Whiteboard Friday. I would love to hear your examples in the
comments about how you’ve done search intent interpretation
through looking at search results. We’ll see you again next
week. Take care.
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