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Abstract/Summary:
Companies that want to be digitally successful must first answer the following questions: What
are potential customers looking for, what do they want to know about the products they are
searching for, and what contributes to the purchase decision eventually? Comprehensive keyword
analysis provides the answers to these important questions about the search intent. Ultimately,
this is the only way to create high-quality content that delivers the information customers are
looking for and, as a result, helps them make a purchase decision. Inventory-driven business
models depend strongly on products and product data for the information they need. Scaling this
data - as well as ultimately personalizing it - can be accomplished through content automation.
The "content lake" strategy is applied to provide the customer with the best possible user
experience.
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1 From Keyword To Search Intent
Keyword analysis

Image 1: The procedure of the keyword analysis

The keyword analysis serves as a strategic element for gaining insights into the
search behavior of users that use search engines. The terms the user searches for in
a search engine are identified, divided into certain groups, and their search frequency
is recorded.
Further useful metrics in the keyword analysis, however, we do not go into more
detail here, are: seasonal trend analyses, the CPC, estimated clicks, competition
density and elements of the search results page (SERP).
The German search engine market is dominated by Google. Statista reports that the
search engine holds a share of about 83% of desktop searches and around 97% of
mobile internet searches.
Companies that are operating online outside of Germany and the EU are advised to
look into search engines such as Bing, Baidu, Yandex, Naver, DuckDuckGo and
Ecosia. Baidu is particularly dominant in China and offers its own tools for
performance analysis.
The keywords can generally be divided into short-tail, mid-tail and long-tail types.
Short-tail keywords typically contain one or two words, consist of very general
search terms, and are often searched for with a higher volume of competition.
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Long-tail keywords, on the other hand, have a lower search volume, yet are much
more specific. They have lower competition and in some cases lower CPCs as well
as higher conversion rates.
It is fundamental to analyze the set of keywords used by potential online
customers and the resulting information architecture for content generation.
Information architecture includes, for instance, internal linking, required page types
as well as filters and the resulting analysis of the intention underlying the search
query, the search intent.

The first steps of keyword analysis
For your first steps of the keyword analysis, start with one or a combination of several
tools from the list below:
1. Free tools
Ubersuggest, searchvolume.io, keyword-tools.org, answerthepublic
2. Fee-based tools
Sistrix.de, Searchmetrics, ahrefs, SEMRush, xovi
3. Google Tools
Google Keyword Planner, Google Trends, Google Search Console,
related search queries
4. Various tools & processes
Analyze competition content, interview suppliers, interview & brainstorm
ideas with experts, combination of all product and category keywords
including all filters, followed by a search volume check for each possible
combination.
A helpful approach has been to group the keywords into topic buckets1 (topic
clusters, or also called topic areas). - this creates a logical link between a superior
topic area and the different keywords (e.g. women's shoes: high heels, ballerinas,
women's sneakers, women's boots, etc.).

1

More Informationen in the SEO-Manager-Class at TH-Koeln https://www.th-koeln.de/weiterbildung/seo-managerin_48571.php
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Image 2: Topic Explorer SearchMetrics, Example: Avocado

Analysis of search intent - types and processes
Keywords are a great first step to get a better understanding of potential customers.
Yet behind the actual entry of the keyword ("query") lies a so-called search intent,
i.e. the user's intention to gain a certain piece of information. There are various
ways to categorize these search intentions.
Below is an example to demonstrate why it is important to recognize the underlying
search intentions of keywords and topic clusters:
Keyword "Paris Munich": In this case, someone may be looking for a Champions
League result, a train or plane trip, or general geographical information.
One can categorize the search intentions in different ways in order to identify the
specific intentions and information needs of the users. This new common (but not the
only) classification is also supported by Google or Sistrix:
1. DO (user wants to perform a specific task)
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2. KNOW (to satisfy information needs) and KNOW SIMPLE (the user has a
question that can be answered easily and clearly)
3. WEBSITE (the user wants to visit a specific website)
4. VISIT (the user has a local query)

Image 3: Example: “Paris Munich”

Based on the specific search intent, there are various requirements for the content.
Below is a list of possible main elements that you can adapt to the intent as a website
operator.
1. Text, videos, images, recommendations
2. Headings, subheadings
3. Title and Meta Description
4. Page types: Product detail pages, specific landing pages like hub pages,
category pages, subcategory pages.
Google has been continuously replacing the meta description with text content2,
influencing the appearance of the search results. That is another reason why a
precise search intent fulfillment is increasingly important from one's own content.

2

https://www.sistrix.de/frag-sistrix/onpage/meta-description/meine-eigene-meta-description-wird-nicht-in-den-suchergebnissen-angezeigt-warum
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Keywords and intent process
For those who want to discover diﬀerent search intentions for their keywords,
it is possible to do so, using, for instance, the simple Job-To-Be-Done framework.
This involves assigning three dimensions (functional, social, emotional) to a search
("job"), allowing the internal user story and potential content ideas to be
determined.

Image 4: JobToBeDone Framework, SEOPRESSO Podcast
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2 Content Creation 2022+
Who are we creating text content for? - The Demanding
Consumer

Image 5: The Demanding Consumer

Internet users have billions of global and digital content at their fingertips in a matter
of seconds. The expectations for content enhancement and personalization are
increasing, and even relate to requirements of the "Demanding Consumer"3 that
are not specifically mentioned. Thus, the motto "Innovate or Die" also applies to
content quality.
For these "demanding customers" you need high-quality content. The content must
be personalized and scalable for all possible search queries.
The following section explains why content should be viewed as an asset rather than
a liability, identifies the digital models for which automated content makes a lot of
sense, and explains how to scale - and then personalize content.

3

https://www.thinkwithgoogle.com/consumer-insights/consumer-journey/ageofassistance/
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Content as an asset
Manual as well as partially or fully automated content is an asset that, with the proper
quality, can lead to more conversions and visits over a long period of time. Arguably,
my favorite content statement, as it has been proven true and forward-thinking on so
many levels, is "...your digital content will define your brand and brand perception in
the future."
The founder of notebooksbilliger.de told us in the digital "pioneer" podcast how and
why so many of his customers visit his website: So that they can find out the product
data for each product. The quality of this content is why customers come back and
buy, in spite of the fact that they didn't buy right away the first time around. "We just
created such great content."4

Content scalability
There are different ways to create content assets in order to provide the desired
content. In accordance with the topic of this white paper, we focus on data-driven
content that is highly scalable (also tool-based). While the development of content
automation advances relentlessly, manual content definitely has its uses.
When it comes to research-intensive, complex and expert knowledge-based content
in particular, any automation, including automated translation, does not perform at an
adequate level of quality.
Below are the different types of content creation:
1. Manual content: created by agencies, freelancers or in-house editorial
teams
2. Rule-based, automated content: data-driven content (AX
Semantics)
3. Entirely AI-based content (GPT-3, etc.)
Inventory-driven growth is not the method of choice for every digital business model.
Kevin Indig, head of SEO at Shopify, distinguishes between aggregator and
integrator5, whereas he sees aggregators scaling through inventory. This inventory
consists of data points that can be used to scale with automated content, and is
discussed below.

4

Gründer Notebooksbilliger.de Arnd von Wedemeyer https://omr.com/de/notebooksbilliger-nbb-podcast-arnd-von-wedemeyer/
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https://www.kevin-indig.com/integrator-vs-aggregator-growth/
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Aggregators bundle the supply and thus control the demand. An example for this is
the streaming provider Netflix. Content created (mostly) by others is concentrated on
a platform and then forwarded to or sold to the customer.
Integrators deliver self-generated content directly to consumers. An example in this
respect is the streaming provider Disney+. It exclusively offers content produced by
Disney.
Generally, for the following digital business models, it makes sense to scale via data
inventory, although mixed forms can also be considered and are successfully
represented on the market:
•

Marketplaces

•

Price comparison websites

•

Meta search engines

•

General aggregators

•

Models with many products, search results, data points

The rule-based product descriptions that can be personalized and are data-driven,
like those from AX Semantics, are more in-depth and have proven themselves in
practice.

Image 6: How does content automation work
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Product data as a driver for appealing product descriptions
Product data is the basis for automated product descriptions. When it comes to
good product descriptions, the key is to transform the features of a product into use
for the potential customer. The expertise of the copywriter in bringing the text engine
to life is essential, as their expert knowledge is the foundation of powerful product
descriptions.
The drivers below show how this expertise - and some creative use of data - can lead
to unique product descriptions that are worth reading.
Explaining product benefits
Companies should explain the benefits of products in order to create unique product
messages. For example, companies can add the information "Material: Linen" for a
shirt made of linen to the product. The material linen has other aspects (data points)
that are worth to be pointed out to the customer, such as:
•

It is light

•

It creases „nobly”

•

It is a natural material

Using very little product data, like color, material, and brand, the reader can obtain
very meaningful product details, for example:
1. Particularly on hot days, linen provides a cooling effect. This linen shirt is
wind-permeable and gives you a casual look. This is enhanced by the
color white.
2. The black linen shirt is ideal when you don't need to be so formal. It
creases nobly and creates a casual appearance.
3. This wind-permeable linen makes hot summer days bearable, while the
navy color makes this linen shirt resemble a seaside vacation.

Enhancement through the use of mathematical operators
In the case of technical products, data can be processed numerically. For
instance, companies looking to express the sportiness of a car tire will calculate a
value from the tire diameter and the tire height to produce a measure of sportiness.
When describing scooters, specifications can be made for tracking stability and ride
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comfort. If the wheelbase is greater than 900 mm and the tire diameter greater than
15 inches, for instance, the copywriter might say that the scooter has good tracking
stability. This allows facts that are important for the prospective customer to be drawn
from the product data and then supplemented accordingly in texts. Both the reader
and the salesperson benefit from this.

Datapoint
Travel
Distance
Arrival location
Temperature
Fashion
Color
Material
Fit

Example

Standardized

161 miles
Werder a. d. H.
77,123 °F

100km oder 100-200
Meilen
Werder on the Havel
25 °C

Marone
Jeans
Narrow

Brown
Jeans
Slim Fit

Table 1: Some examples of a simplified data matrix for automation of text content

The playout of standardized data points is not always effective. For a fashion
influencer, "Maroon" is an important piece of information as color, while for others the
information "Brown" is more suitable.

3 Personalization Through DataDriven Content
Personalization for the Demanding Customer
Use the following steps to generate a content personalization strategy:
1. Analyze keywords and search intent
2. Generate data points (inventory, attributes)
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3. The first steps of personalized content output
All three steps constitute the "content lake". This term refers to a strategy for
making more efficient use of existing Big Data resources and for offering the
demanding customer the very best user experience.
Creating manual content is part of it, but is no longer sufficient for scaled projects.
Automation and personalization go hand in hand in this case and require a process
that serves search intents with data points and enhances them with personalized
elements.

Image 7: eTail Germany 2022, Lecture Norman Nielsen, Content-Lake

Personalized content in the user journey
"Customer engagement through a personalized content flywheel". A wonderful
buzzword and an even better way to create lasting customer loyalty. Startups and
growups can also replicate what Amazon and Sixt have achieved with their marketing
flywheel.
This is achieved with personalized and scaled content units that are drawn from the
"content lake" described above, compiled according to specific patterns, and then
communicated to the customer.
Be it push notifications, product descriptions, or e-mails: the communication channel
is not the goal, but rather reaching the customer in a goal-oriented manner by
providing him with appropriate content for his search query.
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AX Semantics identifies five customer typologies, each at different points in the
customer journey and each with different intentions. They are then supplied with
different content, based on the same “content lake”. Technically, 1:1 relationships are
quite feasible, where each customer receives their own individual content, requiring
more time and effort for data storage and processing.
The 5 types in the customer journey
1. First-time visitor: The visitor coming to the store for the first time wants
to trust the store.
2. Inspirational Type: The visitor who is still on the search and wants to be
inspired.
3. Researcher: The visitor who wants to learn more about the products
because he/she does not yet fully know what the products are all about.
4. Comparer: The visitor who already knows exactly what he wants, but is
still comparing details.
5. Buyer: The visitor knows exactly what he wants and has made the
purchase decision.
Customers who are just getting inspired have a different need for information than
those who already made their purchase decision or those who are comparing
products and suppliers.
The implementation of AX Semantics E-Commerce Suite is as simple as it gets:
online merchants embed a code snippet into their website, and this then helps to
identify individual visitors according to their surfing behavior.
An example of the success that can be gained with personalized product
descriptions is Metav. The company was able to increase their conversion rate in their
online shops by 57 percent in only one month. The engagement rate increased by 29
percent. Read here how Metav achieved that.
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Image 8: 5 Types in Customer Journey, AX Semantics
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