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What are keywords? 

‘Keyword’ is the term used for the words that people type into search engines to find you: 

 

All information on the web is catergorised by Google into keyword-based indices. This is to 

save the Google bots searching through billions of webpages. Using keyword indices, Google 

can focus on smaller databases focussed on a keyword. 

 

Are keywords important? 

Yes. Ranking for the right keywords can make or break your website. Keywords can help you 

to get the right kind of customers to your website. Remember, it’s not about the amount of 

traffic, but the amount of traffic that converts to sales (i.e. the right customer).  

You need to determine if your keyword is right: 

 Is it relevant to your website content? 

 Would your customer type it into Google? 

 Will they really find what they need if they find your site using that keyword? 

 Will you attract the right traffic? 

You also need to make sure your keyword will deliver traffic. You can use Google AdWords 

to look at the average number of monthly searches.  
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Testing your keywords: 

Type in your keyword to Google. Have a look at the sites that rank highly for this keyword. 

An interesting thing to note is that the more ads you see above the natural search results, 

the more competitive your term will be: 

 

As you can see here, copywriter is a very competitive keyword. There are 2 ads, a definition 

and a Wikipedia entry before you see the first natural result.   

One way to test your keyword is to run an AdWords campaign and see how you rank.  
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Types of keywords: 

There are 3 types of keywords:  

1. Broad (wide) – the single word keywords 

2. Deep (long-tail) – words or phrases people type into a search engine 

3. Negative – words you don’t want customers coming to your site for 

Let’s explore these further using an example of a product – moisturiser for older skin: 

 

 

Broad/Wide Keywords: 

The one word keywords people may type into a search engine to find your product: 

 Moisturiser 

 Wrinkles 

 Skincare 

 Beauty 

 Facials 

 Anti-aging 

 Botox 

 Cosmetics 

 Makeup 

 

Deep/Long-Tail Keywords: 

These are the phrases that people may type into a search engine to find your product: 

 Skin care products 

 Organic skin care 

 Dry skin care 

 Anti-aging skin care 

 Sensitive skin care 
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 Older skin care 

 No surgery facelift 

 Natural cosmetics 

 Natural beauty products 

 

Negative Keywords: 

These are words or phrases that don’t relate to you so you don’t want search engines to find 

you for these words: 

 Teenage skin care 

 Adolescent skin care 

 Acne 

 Pimples 

 

So what works better? 

Research shows us that single keyword search terms only make up around 30% of all searches 

performed. The remaining 70% are long-tail keyword searches.  

It is also believed that long-tail keyword searches convert better than those of a singular 

keyword search.  

One way to get more hits on your website is to create blog posts that have your long-tail 

keyword phrases intermingled within them. Remember that all content you add to your 

website helps your SEO rankings, especially when you are using the right keywords.  

 

Where do your keywords go? 

 URL 

 Title tag 

 Meta description 

 Page head (H1) 

 Sub-headers (H2 – H6) 

 First 100 words 

 Bolding 

 Image file name 

 Image alt text 

 Link/anchor text 
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Finding your keywords: 

Let’s now explore the best ways to find your keywords.  

 

Research, research, research 

There are 3 types of research you’ll need to do: 

a) Market research 

b) Keyword research 

c) Competitor research 

 

a) Market research: 

 Exactly what are you selling? 

 How many different products/services? 

 Which product/service brings the client the most money? 

 Who is buying? Who is the target market? Are there a few markets for the one 

product? 

 How might we sell to a target market who doesn’t yet know that they need this 

product/service?  

 What about competitors? How are they selling the same products? 

 What (key)words do people use to describe your products? What words do people 

use to look for these products? 

 Read your entire site – pick out your main keywords/phrases (guess work) 

 Ask your employees/clients/family what words they might use to find your 

product/service? 

 What is the product called overseas? US English? UK English?  

 How might some people misspell the name of this product? 

 What words would YOU use to find this product?  

 

b) Keyword research and analysis: 

To start, you need to collate your keywords. I highly recommend you use Excel as it’s easier 

to sort our keywords. You can use the spreadsheet provided with this course.  



 

7 
© Australian School of Copywriting  

 

Harvest potential (power) keywords 

Follow these steps: 

1. Go to your website and print out all your main pages 

2. Highlight manually all potential keywords 

3. Type them into your Excel spreadsheet 

4. Create new tabs (or worksheets) for different ‘streams’ 

Here are some potential keywords for the Australian School of Copywriting website: 

 

Put your keywords into your Excel spreadsheet. 

 

Brainstorm your keywords: 

 Broad/wide 

 Deep/long-tail 

 Negative 

 



 

8 
© Australian School of Copywriting  

 

c) Competitor Research: 

Now you know what you’re doing, let’s find out what keywords your competitors are using. 

Do the following: 

 Type what you think might be your top keyword into Google and see who is at number 

1 of the search engine results (SERP) 

 Identify your competitors – who are they? Local? National? Overseas?  

 Visit their websites 

 Print out key pages 

 Highlight keywords 

 Are these keywords relevant to your business? 

 If so, input them into your Excel spreadsheet 

 Don’t worry about the order you put them in as it’s not important at this stage 

So who are your top 5 Competitors? List them here: 

1. 

2. 

3. 

4.  

5. 

Remember to look past the paid ads at the top first. You can see from this image, that if you 

type in ‘Copywriting Courses’ into Google, these are my competitors: 
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Take a look at your competitors and identify: 

 Their keywords 

 How well optimised their site is? 

 Which keywords THEY think are their top keywords 

To do this you need to: 

1. View their site’s source code 

2. Identify meta tags 

Here’s how: 

Go to the homepage of the website and right click on the main body of the page. A menu will 

come up. Click on ‘view source’.  

 

A new screen will open up with all the code for this page. It may look like total gibberish to 

you but don’t panic…this is a great way to tap into the brain of your computer. 

You may be able to look through the data to find the ‘description’ meta tag, the ‘keywords’ 

meta tag, and the ‘title’ meta tag. These should be near the top of the pile of code. However, 

these days many sites are now optimised using Yoast SEO so you may not be able to see these.  

The below examples of the ‘source code’ for the copyschool website will show you the title 

tag, and then you’ll see that it is optimised by the Yoast SEO plugin. This means the website 

has sections on each page where the keyword or phrases are entered for SEO purposes. 
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Quick recap: 

Meta tags character guidelines (for the sections on the backend of your website): 

1. Title tag: 55 characters as a guide 

2. Description tag: 160 characters 

3. Keyword tag: 40 keywords 
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Identifying meta tags: 

Here’s how the Title and Description tags appear on a SERP (Search Engine Results Page): 

 

You can use your Title and Meta Description tags to really ‘sell’ your site.  

Title tags: 

Your title tag is a clickable link and is a snippet of your meta description, a short description 

of your page. You should always write full sentences where possible and make each page has 

its own unique title tag. You should avoid capitals and dashes. If you don’t use your brand in 

your title tag, make sure you use it in your meta description. 

Meta descriptions: 

Think of your meta description as a short sales pitch. It should work in partnership with your 

title tag.  

One thing to remember is that you can’t force Google to use your meta descriptions but if 

you’ve written strong descriptions without duplicates, Google is more likely to use them. If 

Google ignores your meta descriptions, it will look at the first few sentences on your page (so 

make sure you’ve written them well – with keywords).  

General formatting rules include: 

 160 character (including spaces) 

 Different for each page and relevant to that page 

 Use the exact match keyword somewhere 

 Make them different to the title tag 

Title Tag 

Description 

meta tag 
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 Write full and engaging sentences 

 Include your brand if you haven’t used it in the title tag 

 

THE GOLDEN RULE: 

Because a Googlebot reads your title tag first, it’s important to put your absolute top keyword 

at the start of your title tag.  

Have a go at writing your own metatags: 

1. Title tag (55 characters): 

2. Description tag (160 characters): 

3. Keyword tag (40 keywords): 

NB: Refer to the Title and Meta Description worksheet. 

 

Using 3rd party keyword research tools: 

There are many free keyword tools on the internet. Here’s a few of the most well-known. 

 SEMrush – Click on Analytics and then Keyword Research 

https://www.semrush.com/features/keyword-research/  

 

 

 Ubersuggest 

https://www.semrush.com/features/keyword-research/
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https://ubersuggest.io  

 

 Serps (Keywordini) 

https://serps.com/tools/keywords  

 

 

 Keyword Discovery 

www.keyworddiscovery.com.au  

https://ubersuggest.io/
https://serps.com/tools/keywords
http://www.keyworddiscovery.com.au/
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 Word Tracker 

www.wordtracker.com  

 

 

 Google AdWords Keyword Planner 

https://adwords.google.com.au/KeywordPlanner  

http://www.wordtracker.com/
https://adwords.google.com.au/KeywordPlanner
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All of these planners are very self-explanatory and easy to follow through. Make sure you 

record all of your keyword in your Excel spreadsheet.  

 

Keyword bidding: 

AdWords will determine which ads should show up and this takes place every time someone 

searches on Google. There are 3 main factors in the ad auction that determine which ads 

appear and in what order: 

1. Your bid - you can set your bid to tell AdWords the maximum amount you’re willing 

to pay for a click on your ad. You can change this at any time (using that bid strategy 

link as below). 

2. The quality of your ads. AdWords will look at how relevant and useful your ad and 

website is to the person who’ll see it.  

3. The expected impact from your ad extensions. You can add extensions such as phone 

numbers or more links to specific pages on your site. This makes your ad highly 

relevant when combined with keywords.  

In AdWords you have a couple of options around keyword bidding. When you’re in your 

AdWords account, click on the keyword tab. You will then see ‘Bid Strategy’. 
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When you select each keyword, you can choose how much you’re willing to pay whenever 

someone clicks on your ad. This is called your keyword’s maximum cost-per-click or max CPC, 

bid amount. 

Here are your keyword bidding options: 

1. Use automatic bidding to simplify bidding. This is ideal if you don’t want to spend a lot 

of time setting bids but want to get the most clicks possible for your ads (within your 

budget). All you need to do is set a daily budget and AdWords will automatically adjust 

your max CPC bids to bring you the most clicks possible within your budget.  

2. Use manual bidding for more control over bidding. This is AdWord’s default option to 

let you manage your max CPC bids yourself. You can change this value for individual 

keywords via the max. CPC column on the keywords tab. 

Keyword bidding tips: 

If you’re new to AdWords and not sure what keyword bid amount to set, most business 

owners will start with a max CPC bid of $1. 

If you’re using automatic bidding, you can easily switch to manual bidding which gives you full 

control to set the bid amounts yourself.  

How to use AdWords tools to help you choose your keywords: 

Some tools help you identify keywords that you can adjust manually. Others do the bidding 

for you based on the amounts you set.  
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 The opportunities tab can help you identify which of your keywords seem to be great 

for bid changes. 

 The bid simulator runs ‘what-if’ scenarios so you can adjust your bids to the right level 

for your budget. It will estimate the click, cost and impression data that your ads would 

have received in a typical week had you set higher or lower keyword bids. 

 Enhanced CPC is a feature that looks for ad auctions that are more likely to lead to 

sales for you, and then raises your max CPC bid up to 30% to compete harder for those 

clicks. If it sees your ad doesn’t look promising, it lowers your bid as much as 100%.  

 Conversion tracking is an advanced feature that shows you which keywords lead 

customers to take the actions you want them to take.  

Get your ad on the first page with keyword bid estimates: 

Your main aim of any AdWord campaign is to have your ad show on the first page of Google 

search results. Here’s how to get there: 

1. First page bid estimates show the bid that you are likely to need to get your ad on 

page one of Google. 

2. Top of page bid estimates go one step further and estimates the bid you are likely to 

need to get your ad among the top ad positions. 

3. First position bid estimates go one step further again to estimate the bid that you are 

likely to need to your ad in the top spot.  

To change your keyword bids: 

Go to your campaigns tab and click on the keywords tab. Then, in the ‘Max CPC’ column on 

the table, click the bid that you want to change and enter a new bid amount.  

 

Understanding keyword density: 

Keyword density is the percentage of times a keyword or keyword phrase appears on a web 

page when compared to the total number of words on the page.  

In the early days of the internet, people believed you need to stuff keywords everywhere on 

a page to rank highly on Google. Webmasters have since discovered that keyword density has 

actually become a minor factor in ranking.  

In fact, keyword stuffing will cause your webpage to be penalised and not recognised by 

Google.  

It is believed that 1 to 3% is now enough for keyword density with anything more than that 

being considered search spam.  

The best places therefore to use your keywords are in your headings, title tags, meta 

descriptions and image tags.  
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At the end of the day, it is much better to write for humans than Google. Keyword packed 

copy looks spammy and messy and is not readable.  

So what’s next? 

First, you should start by trying your keywords in a Google AdWords campaign. This is a great 

way to measure what keywords perform the best for you.  

Based on the results of your campaign, you will discover your top 10 Power Keywords. 

Use these top 10 power keywords in your website copywriting. 

At the end of the day, this should help to improve your website ranking organically without 

having to pay for any future AdWords campaigns.  

See the eBook ‘How to write an AdWords campaign’.  

 

 


